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Publishers Hit 
Postal Increase 
as Unjustified 


Dirksen Says His Rider 
Attempt Was Made to 
‘Dramatize’ Mail Plight 


WASHINGTON, March 29—Maga- 
zine publishers made a determined 
stand against the administration’s 
postal rate increase bill this week 
in a series of statements which 
contended that big-circulation 
publications are being asked to 
pick up the postal tab for thou- 
sands of small publications which 
fall far short of paying their own 
way. 

A particularly dramatic presen- 
tation before the House post office 
committee by Time-Life yesterday 
sought to demonstrate that Life al- 
ready is paying the Post Office 
about .8¢ more than the out-of- 
pocket cost incurred in handling it. 

At today’s hearing, other pub- 
lishers argued that so-called com- 
mercial publications, including 
business publications, come close to 
bringing in the full amount of cost 
allocated by the Post Office De- 
partment to “average” second class 
publications. Thomas B. Haire, 
president of Haire Publishing Co., 


who appeared for Associated Busi- | 


ness Publications, noted his mag- 
azines pay an average of 4¢ each. 


@ While this is within 5¢ of the 
average cost of handling second 
class mail on a fully allocated cost 
basis, he pointed out the post of- 
fice department is currently pro- 
posing to raise the rates on his 
publications by 60% in four annual 
15% stages. 

As the House post office com- 
mittee moved methodically ahead 
toward the preparation of a bill, 

(Continued on Page 127) 


THE NATIONAL NEWSPAPER OF MARKETING 


FTC Radio-TV Unit 
Nets First Results; 
3 Drug Makers Hit 


WasHINGTON, March 29—The 
Federal Trade Commission’s cru- 
sade to clean up questionable ra- 
dio-tv commercials produced its 
first results today—routine false 
advertising complaints against 
three makers of arthritis and rheu- 
matism pain killers. 

The complaints, supposedly 
| based on monitoring by a radio- 
| tv unit set up under a special $100,- 
000 appropriation last October, 
were directed at Whitehall Phar- 
macal Co., New York, for Infra- 
Rub and Heet; Mentholatum Co., 
Buffalo, for Mentholatum Rub, and 
Omega Chemical Co., Jersey City, 
Omega Oil. 

They were no different from 
complaints issued against many 
similar products in the past before 
the radio-tv unit was founded. 


® In each instance the copy cited 
in the complaint was used in print 
media as well as on the air. None 
of the complaints identified any 
characteristic of the ads distinctive 
to radio or tv. 

FTC pointed out that the Men- 
tholatum ads had been carried on 
|NBC and CBS-TV, as well as in 
magazines and newspapers. The 
Whitehall commercials were re- 
ported on CBS-TV and Mutual, in 
addition to newspapers and other 
media. Omega ads were in news- 
| papers and on radio stations “hav- 
ing sufficient power to carry 
across state lines.” 


cently invoked between FTC and 
the Federal Communications Com- 
mission, complaints issued against 


submitted to FCC. Although sta- 
tions and networks are not or- 
dinarily parties to the complaints, 
FCC has announced it intends to 
notify stations and networks of 
any FTC action against a commer- 
cial which is carried over their 
| station. 


Agency Pay for Point of Purchase 
as Varied as Displays, ‘AR’ Finds 


Specialized Service in 
Field Grows with Size 
of Budget, Study Shows 


Cuicaco, March 29—Despite the 
growth of point of purchase on 
advertising budgets and the in- 
creased work agencies are doing 
now in this medium, the agencies 
are apparently still far from a 
standardized method of compen- 
sation. 

A survey conducted by Adver- 
tising Requirements in coopera- 
tion with the Point-of-Purchase 
Advertising Institute indicates 
that percentage of expenditure— 


the 15% plus 2%—is the most 
popular single method used. But | 
only 23% of the agencies use it. | 
Per-job fees and per-job fees plus 
percentage share second place in 
usage, with 15% each. The re- 
maining 47% of the agencies use 
some form of retainer, hourly rate 
or combination of both. 
Questionnaire answers from 72 
agencies of all sizes were used in 


|the compensation analysis. 
| swers were: 


| How Agencies Are Paid 
| for Point of Purchase Work 


No. of 


An- 


Hourly Per-job 


Agencies % of Cost Retainer rate fee 
= x 
Ue ab x x 
W x 
Se x x 
6 um x 
Bus x x 
S wx x x x 
- x 
- x x 
Ds x x 
D ia x x x x 
D om x x 
S wie x x x 
Bw x x x 
__e (no compensation) 


es Of the 48 agencies that men- 
tioned charging a percentage, 40 


said they use the standard 15%. 


Five others charge 20%, two use 
“from 15% to 25%” and one said 
(Continued on Page 130) 
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COLORFUL DIAL—Dial soap in five 
new colors is being test marketed 
in Muncie, Ind., and Waterloo, Ia. 


Armour Tests Dial 
Soap in 5 New Colors 
in 2 Midwest Cities 


Cuicaco, March 28—Armour & 
Co. is test marketing Dial soap in 
tive new colors in Muncie, Ind., 
and Waterloo, Ia. 
| The new colors are blue, white, 
|green, pink and an “improved” 
gold color (Dial currently comes 
/only in yellow). The soap comes in 
\the two standard Dial sizes, bath 
and regular, with the bath size only 
being sold in Muncie. 

Radio spots plus four-color ads 
jin Sunday comics pages in the 
|Muncie Star and the Waterloo 
Courier are being used to promote 
the new colors. Foote, Cone & 
Belding is the agency. 

In addition, the newspapers are 
merchandising the soap with a 
direct-mail campaign in which 
squares of colored, bathroom plas- 
tic tile and soap samples are mailed 
to the retail trade. The theme of 
the campaign is “Match your tile 
with Dial.” Pieces of the tile also 
are being distributed in retail out- 
lets in the two cities. 


advertising effort with a direct 
mail couponing offer to consumers, 
with 10¢ off on the purchase of two 
bars of bath soap or three bars of 
complexion soap. e 


} 
Armour will follow up the initial 


P&G Resumes Lead with 
_ $10,000,000 Jump in 
TV Spending for Year 


New York, March 29—The top 
100 advertisers in magazines, sup- 
plements and network telecasting 
spent a whopping $754,274,612 in 
| 1956, according to Publishers In- 
|formation Bureau figures released 
here this week by Leading Nation- 


Strengthen CBC 
and Its Rivals, 
Says Fowler Unit 


Group Urges New Board 
to Aid Independents; 
Subsidy to Build CBC 


Ortawa, OnT., March 28—One of 
the main proposals of the far- 
|reaching Fowler commission on 
| broadcasting calls for “vigorous, 
jactive competition” between the 
| state-owned Canadian Broadcast- 
ing Corp. and privately owned ra- 
dio and tv stations for advertising 
revenues. 
| The three-man commission 
headed by Robert M. Fowler, 
chairman of the Canadian Puip 
and Paper Assn., issued a 289-page 

(Continued on Page 8) 


Census’ ‘54 Study Shows 
103 Top-Billing Agencies 
Handled Half of Business 
WASHINGTON, March 26—Sum- 
mary tables from the 1954 Census 


of Business released by the Census 
Bureau today showed that 73.2% 


Last Minute 


News Flashes 


Genesee Brewing Appoints Marschalk & Pratt 


Rocuester, N. Y., March 29—Genesee*Brewing Co. has named the 
_Marschalk & Pratt division of McCann-Erickson to handle its adver- 
| tising. The account formerly was with Rogers & Porter, Rochester. Mc- 
| Cann-Erickson is currently the agency of record for Hampden Brew- 
ling, Willimansett, Mass.; Lucky Lager, San Francisco, and Stegmaier 
Brewing, Wilkes-Barre. 


Lanolin Plus Names Shaw for New Fragrance Line 


Cuicaco, March 29—Lanolin Plus has appointed John W. Shaw Ad- 
vertising for a new line in the fragrance ‘field, effective immediately. 


Ludgin Acquires $1,500,000 Tidy House Account 


SHENANDOAK, Ia., March 29—Tidy House Products Co. has appointed 
Earle Ludgin & Co., Chicago, to handle advertising of all products, ef- 
fective Aug. 1. Products included in the $1,500,000 account are Dexol 
laundry bleach; Shina Dish detergents; Gloss Tex synthetic starch; 
Perfex cleaner; Tyro dairy cleaner, and Sweet-10, an artificial sweet- 
ener. Buchanan-Thomas Advertising, Omaha, is the present agency, 
except for Sweet-10, which is handled by McCann-Erickson, Chicago. 
McCann, according to Tidy House, was unable to solicit the entire ac- 
count because it handles some competing products. 


(Additional News Flashes on Page 131) 


| 


| In ‘56 Top 100 Advertisers Invested 
$754,274,612—Up 12%, PIB Reports 


al Advertisers. 

These expenditures represent a 
12.7% gain over the $669,256,978 
spent by the top 100 advertisers in 
these media in 1955. 

Procter & Gamble Co., like Abou 
Ben Adhem, again last year led 
all the rest, with a $55,477,411 ex- 
penditure. That’s $13,000,000 more 
than the $42,192,313 the soap giant 
spent in 1955. And almost all the 
increase—some $10,000,000—was 
put into network television. 

Last year P&G trailed General 
Motors, an advertiser which usual- 
ly tops Procter & Gamble only 
after the addition of newspaper 
figures later in the year. 

In 1956, General Motors spent 
$48,981,798 in PIB-measured me- 
dia, an increase of $4,500,000, also 
virtually all attributable to net- 
work television. 

Colgate-Palmolive Co. moved up 
into third place, with an expendi- 
ture of $29,566,513. Last year it 
was in fifth place, with $25,507,021. 
A major factor in its increase was 
renewed interest in Sunday sup- 
plements. In 1956 it spent $4,750,- 
765 in this medium, against $2,- 
780,451 in 1955. 


# General Foods Corp. was fourth, 
with $27,646,261—a drop in spend- 
ing from $30,236,642 in the previ- 
ous year. Most of the drop was in 
magazines, where GF cut its spend- 
ing from $11,149,886 in 1955 to 
$8,304,330 in 1956. 

Chrysler Corp. was fifth with 
$26,923,885, down slightly from 

(Continued on Page 116) 


Agencies’ Average 
Commission: 14.7% 


of the gross income of advertising 
agencies came from media com- 
missions. 

Other sources of revenue were 
sales of advertising materials and 
services 15.3%, service fees 9.4% 
and miscellaneous 2.1%. 

Included in the new tables are 
breakdowns which provide a basis 
for computing fluctuations in av- 
erage commissions earned on bill- 
ings by agencies in 10 major ad- 
vertising centers. According to 
these data, commissions ranged 
from a 13.6% average for the 
Cleveland metropolitan area to 
15.4% in Los Angeles-Long Beach 
and Philadelphia. The national 
average was 14.7%. 

The bureau’s figures pegged the 
1954 gross income of agencies at 
$519,200,000, which included $379,- 
959,000 of commissions on more 
than $3 billion worth of billings. 
Other components of gross income 
were $79,290,000 income from sale 
of materials and services, $49,068,- 
000 for service fees, and $10,911,000 
for miscellaneous receipts. 


s Previously the bureau had re- 
leased preliminary data showing 
that gross receipts of 5,077 agencies 
had been $3,244,949,000, before 
allowing for expenditures by the 


(Continued on Page 118) 
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By Households, 
It's VHF 312 to 1 in 


De-Intermixture 


But FCC’s New Lineups 
Are Still Tentative; 
GE Plans to Block Shift 


WasuHIncton, March 26—De-in- 
termixture cases which the Feder- 
al Communications Commission 
has decided in recent weeks would 
bring more tv service to more than 
2,000,000 households in at least 17 
important “underserved” markets. 

While one of the basic reasons 
for the de-intermixture proceed- 
ings was to create “islands” where 
uhf could operate without vhf 
competition, the net results of 
FCC’s new and complicated shift- 
ing of channels would be 10 all- 
vhf areas with more than 1,625,- 
000 households (in the 1950 cen- 
sus), and seven uhf markets with 
slightly over 475,000 households. 

The commission all but wrapped 
up the initial stages of the pro- 
ceedings last week by announcing 
tentative decisions to get more vhf 
service into Miami, Charleston, 
Norfolk, Duluth and Providence. 
At the same time it tentatively 
decided to leave Columbia, S. C., 
with one commercial vhf and two 
commercial uhfs. 


® Previously FCC had announced 
that it intends to bring more vhf 
service into St. Louis, Rock Island, 
Hartford, New Orleans and Louis- 
ville, while making Albany, El- 
mira, Evansville, Springfield, IIl., 
Peoria and Fresno predominantly 
uhf. 

Many of these decisions are far 
from final, because they involve 
withdrawal of channels already 
used by stations which are au- 
thorized or on the air. Before 
these channels can be shifted, 
FCC will be required to give full 
hearings to stations which cur- 
rently hold them, and these hear- 
ings in most cases will be brought 
to the attention of the courts for 


review. 


Implications of these lengthy 


administrative processes can be| 


illustrated by mentioning some of 
the problems that must be faced 
(Continued on Page 6) 


Popai Ethics Code Slowly Winning 
Adherents, but Value Is Still Untested 


By Ted Sanchagrin 
New Yor«, March 27—When the 
code of ethical trade practices was 
adopted by the Point-of-Purchase 
Advertising Institute last Septem- 
ber, it was hailed as the most im- 
portant development in the history 


Post Introduces 
Alpha-Bits Cereal 
in Four Markets 


BATTLE CREEK, Micnu., March 27 
—A new sugar-coated oat and corn 
breakfast food in alphabet form— 
Alpha-Bits—is being introduced in 
selected test markets by the Post 
division of General Foods Corp. 

Newspapers and radio spots are 
being used in Des Moines, Knox- 
ville, Tulsa, and Schenectady- 
Albany-Troy. 

Plans for national . distribution 
are being worked out. Present in- 
dications are that it will be done 
on a region-by-region basis, with 
advertising following product dis- 
tribution to dealers. 

Benton & Bowles is the agency 
for this product. 


Rothmans Ad Uses 
Pall Mall's ‘Travels 


Smoke Further’ Line 


Lonpon, March 26—A _ copy 
theme used for many years in 
America by Pall Mall cigarets is 
currently seeing service here on 
behalf of a new filter cigaret in- 
troduced by Rothmans Ltd. 

Rothmans—which calls itself 
Rothmans of Pall Mall—is market- 
ing a king-size filter in a flip-top 
box (called “turn-top” box here). 
Ads announcing the new cigaret 
say: 

“However far you smoke Roth- 
mans king size filter, the extra 
length of fine Virginia tobaccos 
plus filter ‘travels the smoke fur- 
ther’ which is the secret to that 
smoother, kinder taste.” 

The business about the extra 
length traveling the smoke further 
has been a staple ingredient of Pall 
Mall cigaret advertising in the US. 

Robert Freeman Co. is Roth- 
mans’ agency. 


8 Use of this theme by Rothmans 
takes on added interest in view of 
the suit recently filed in New York 
by American Tobacco Co., maker 
of Pall Mall, against Riggio Tobac- 
co Corp. (AA, March 4). 

Riggio, an affiliate of Rothmans, 
has been using the words, “Pall 
Mall,” in its advertising of Regent 
cigarets. American Tobacco is 
seeking an injuction restraining 
Riggio from using the Pall Mall 
name. . 


Ads Pulled So Well, Trans- 
Canada Airlines Cut Budget 


OrTtawa, March 26—Trans- 
Canada Airlines cut down its 
advertising last year because 
the advertising was bringing 
in too many passengers, Presi- 
dent G. R. McGregor told a 
parliamentary committee last 
week. 

Questioned about a drop in 
advertising expenditure from 
$2,186,660 in 1955 to $2,010,989 
in 1956, Mr. McGregor said: 

“I have great respect for ad- 
vertising. In fact, that’s the 
reason we cut down our adver- 
tising in the latter part of last 
year. Our load factor was rising 
above the point we like to see 
ag 


of the industry. 

But ADVERTISING AGE has found 
that the code has not so far ful- 
filled its promise. 

For a while it appeared the code 
would be a weapon which would 
protect the supplier against design 
piracy and speculation by other 
suppliers, users and advertising 
agencies. However, in two of three 
instances recently, suppliers de- 
cided not to use the weight of the 
trade practices code when it came 
to a showdown. 


@ These are the instances: 

1. A supplier in Brooklyn sued a 
department store in Allentown, 
Pa., charging that the store asked 
for a sample angel display, then 


where. The supplier sought $2,900 
as a justifiable profit, saying that 
the angels would have cost the 
store $6,000 if bought from the 
supplier. 

The judge ruled there was no 
law covering display design pla- 
giarism, but he granted an excep- 
tion so an appeal could be made to 


purchased 30 identical angels else- | 


LONDON TOBACCO 


Corey bok thee destoms toon of alller 
img the workd the fret King Ser Filter ( ageretie 
We ere mom plead to emmoumee that me are 

accepting anders for 
ROTHMANS BING SIZE FILTER 
see Sheer cigarette in the 


be the Berth | mmmemnm er alth amd te | med 
States « big swing hes taken plare anay from 


Rothmans of Pull Mall 


ENORES OF FE CCARRTTES RCH BE RPK 


LONDON + NEW TORK + JOMANNESHURG + SYDNEY + stck 


AN ANNOUNCEMENT OF MAJOR IMPORTANCE TO 


Rothmans of Pall Mall 


NISTS 


NOW HEAR THIS— 
Rothmans Ltd. 
used this page in 
the London Eve- 
ning Standard to 
announce its new 
king-size filter, 
explaining that 
“the extra length 
of fine Virginia 
tobaccos. . . ‘trav- 
els the smoke 
further.’ ” 


TU fer 


LAND + AMSTERDAM 


Cuicaco, March 27—A panel of 
merchandising experts agreed to- 
day that an excellent place to sell 
non-food items is a grocery super- 
market. 

The panel was a featured high- 
light of the National Super Market 
Non-Food Exhibit which opened 
here yesterday for four days. Juli- 
en Elfenbein, chief editor, Haire 
Publishing Co., moderated the ses- 
sion. 

Members of the pane! included 
Henry A. Swaisgood, vp of Market 
Basket Stores, Los Angeles; E. R. 
Vander Vort, sales manager, gro- 
cery division, Bear Brand Hosiery; 
Edward L. Kurtz, sales manager, 
grocery division, West Bend Alu- 
minum Co.; Francis Blod, presi- 


From Diapers to Bird Cages-Non-Food 
Parade Marches on in Supermarkets 


dent of Design Associates Ltd.; 
F. R. Varchetta, advertising and 
sales promotion manager, O’Cedar 
division, American-Marietta Co.; 
W. G. Scally, head of chain store 
development, Riegel Textile Corp.; 
and John L. Callahan, director of 
advertising and consumer prod- 
ucts, Permacel Tape Corp. 

In tracing the rapid growth of 
self-service in supermarkets, Mr. 
Elfenbein pointed out that $10 bil- 
lion was invested by advertisers 
last year to pre-sell branded gro- 
cery products. About 10% of the 
total was spent at the local level, 
he said. 

“Supermarkets want more, not 
less, co-op advertising,” Mr. El- 

(Continued on Page 132) 


New York, March 26—Time 
Inc.’s annual report, released yes- 
terday, underscores the fact that 
it is the most diversified publish- 
ing house in the U. S. 

The company, which publishes 
Life, Time, Fortune, Sports Illus- 
trated, Architectural Forum and 
House & Home, enjoyed its “great- 
est year of growth in 1956, both) 
in volume of business and net in-| 
come.” 

Here’s the glowing picture: 

1. Time Inc.’s net advertising 
revenue shot up to $165,600,000, a 
gain of $21,600,000. 

2. Total net revenues hit $229,- 
374,000. 

3. The company’s net income 
was $13,850,000—but that was be- 
fore an “extraordinary” capital 
gain from the sale of its interest 
in Houston Oil Co. of Texas. 

4. Selling its interest in Hous- 
ton Oil brought the publishing 
company $15,113,700 net after cap- 
ital gains tax and another $250,- 
000 is anticipated after capital 
gains tax when final distribution 
is received. 

5. The company increased its 
holdings in East Texas Pulp & Pa- 
per Co., now a wholly owned sub- 
sidiary. 


|@ In addition to East Texas Pulp, 
Time Inc. runs a research labora- 
tory at Springdale, Conn., Print- 
ing Developments Inc., and a num- 
ber of radio and tv stations. 

Last month, Consolidated Tele- 
vision & Radio Broadcasters Inc. 
agreed to a $15,750,000 offer from 
Time Inc. for its radio and tv 


a superior court for a precedent. 
Popai was asked by the supplier 
(Continued on Page 37) 


properties in Minneapolis, Indian- 
|apolis and Grand Rapids. “Because 
|FCC regulations limit one owner 


Glittering Report Reveals Time Inc. as 
Most Diversified U.S. Publishing House 


to not more than five vhf televi- 


sion stations, Time Inc. and Wayne 


Coy have contracted to sell Al- 


Newspapers Fight 
Radio, TV Ads 
in West Germany 


Bonn, March 26—Newspaper 
owners in Germany are fighting 
what looks like a protracted legal 
battle to prevent radio and tele- 
vision stations from selling adver- 
tising time. 

Commercial tv in Germany be- 
gan last November when Bavarian 
Radio started transmissions of ad- 
vertising spots before and after a 
20-minute program between 7:30 
p.m. and 8 p.m. each evening. 

On the basis of about 55,000 
licensed receivers, the station 
charges between 50 and (“70 
DeutschMarks per second. Most 
popular lengths for spots are one 
minute or between 20 and 50 sec- 
onds. (There are 4.2 DM per $1.) 

There are six minutes of air 
space set aside for spots, three 
minutes at each end of the 20- 
minute entertainment show. So far 
about 70% of the available time 
has been taken up. Biggest adver- 
tisers are detergents, cosmetics and 
toiletries, followed by food and 
beverages. 


® Second in the commercial tv 
field here was West Berlin Radio, 
which decided to buy certain pro- 
grams from the Bavarian station. 
Bavarian TV has rented 15 British 
movies made by Douglas Fairbanks 
Productions Ltd. and plans further 
rentals of both British and U. S. 
shows. 

Two other tv outlets have in- 
dicated interest in including ad- 
vertisements in television pro- 

(Continued on Page 111) 


Curtis Reports 
Record ‘56 Gross 
of $186,575,869 


PHILADELPHIA, March 29—Curtis 
Publishing Co. registered its high- 
est gross income in the company’s 
history in 1956 with a total of 
$186,575,869, compared with $179,- 
853,266 in 1955. 

Net profits after taxes of $6,- 


buquerque Broadcasting Co. 


for $1,500,000,” said the annual 
report. 
In January, 1957, Time 


(Continued on Page 132) 


Ontario Prosecution 
of Blue Law Case 


tice Minister Garson said Tuesday 


the Dominion government does not 
intend to intervene in prosecutions 
against three Toronto newspapers, 
the CBS and Radio Station CKEY, 
charged with violating the Lord’s 
Day Act (AA, March 25). 

In the Commons Mr. Garson said 
the validity of the Lord’s Day Act, 
a Dominion statute that is part 
of the criminal code, has been up- 
held by the judicial committee of 
the Privy Council. 


| 
| 


to 
KSTP Inc., Minneapolis-St. Paul, 


Inc. 


OrTawa, Ont., March 27—Jus- 


234,398 last year, compared with 
$4,080,788 the previous year, were 
the highest in 20 years. The 1955 
|gross income included about $5,- 
000,000 of gross operating revenue 
from the former Better Farming 
magazine. 

The company’s annual report is- 


Canada Won't Enter “““* by Walter B. Fuller, chair- 


(Continued on Page 132) 
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® In view of that fact, he said, the 
government does not intend to in- | =e : : 
tervene in the prosecutions, either > : — pose 
in defense of the act or as an ob- | 2= ; . 


Ontario attorney general Roberts | 
announced a week ago the court 
test of Sunday publication and 
broadcasting. He said he had in- 
structed that a charge be preferred 
Toronto Telegram, 
based on publication, sale and dis- 
tribution of the Sunday Telegram : , ‘ 
March 17. The case is ceatuien for | Wainwright, Poister & Poore, Chi- 
hearing next week. 


HASTENING—Star of Aluminum Co. 
of America’s new ad program in 
behalf of distributors is the “Alum- 
inum Man.” Alcoa’s series to “sell 
|the salesman” is scheduled for 
Time starting April 8. Wentzel, 


e| cago, is the agency. 
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‘Threat’ of $30 Billion in Personal 
Debt Is Over-Stressed, FRB Reports 


WASHINGTON, March 26—In a 
massive report analyzing the role 
of consumer credit in the U.S. 
economy, the Federal Reserve 
Board tells how instalment selling 
has paved the way in recent years 
for mass consumption of automo- 
biles, durables and other “big 
ticket” items. 

As the volume of consumer debt 
rose from virtually zero to more 
than $30 billion in 50 years, sub- 
stantial changes occurred in levels 
of activity, types of goods pro- 
duced and sold, methods of financ- 
ing, forms of saving, and attitude 
toward debt and assets, the study 
notes. 

“Consumer instalment credit has 
been an integral part of these eco- 
nomic developments, both stimu- 
lating and being itself stimulated 
by the changes occurring through- 
out the economy,” it explains. 


® The study was conducted at the 
request of the President’s Council 
of Economic Advisers, which has 
feared that instalment sales may 


accentuate sharp swings of the 
business cycle. While it makes no 
recommendations, the report con- 
|tains studies which express doubt 
\that lenders will go along with 
further relaxation of credit terms, 
or that the volume of outstanding 
credit will continue to expand at 
recent rates. 


s Included in the five volumes, 
totaling 1,600 pages, released by 
the board last week is a special 
survey by the Census Bureau, es- 
timating that more than 30,000,000 
of the nation’s 50,000,000 house- 
holds are obligated by some form 
of debt, and that at least 13,000,000 
owe money for more than one pur- 
pose. 

The Census study, which is 
probably the most comprehensive 
investigation of debtor character- 
istics ever made, reports that 
mortgage debt is the most com- 
mon obligation, but that nearly 
| half of all households are in debt 


(Continued on Page 30) 


Wires, Advertising, Freedom from FCC 
Feature Telemeter’s New Toll TV Scheme 


Los ANGELES, March 26—A new 
pay-as-you-see tv system, which 
does not require FCC authoriza- 
tion, was unveiled by International 
Telemeter Corp., Paramount Pic- 
tures subsidiary, at its laboratories 
here last week. 


Offered primarily to theater ex- 
hibitors and operators of commu- 
nity tv systems, but available to 
anyone, the Telemeter system is 
basically designed to cover local or 
community areas, i.e., the area 
| served by a theater exhibitor. It is 


TELEMETERS SHOPPING CENTER TV SYSTEM 
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'N. Y. Post’ Goes 
to 10¢; ‘Mirror,’ 
‘News’ Are Now 5¢ 


New York, March 26—The 
New York Post, which last week 
was noncommittal about a pos- 
sible per copy increase, today 
went from 5¢ to 10¢ at newsstands. 

Yesterday the New York News 
and the New York Mirror both 
advanced from 4¢ to 5¢ within the 
city limits. The move brought 
them even with the New York 
Times and the Herald-Tribune. 
The World-Telegram & Sun and 
the Journal-American both ad- 
vanced from 5¢ to 10¢ last week. 

“In a city where the New York 
Post is the only liberal news- 
paper,” said Publisher Dorothy 
Schiff, “we have tried hard to 
reach as many people as possible. 
The success we had in gaining 
circulation at the 5¢ price has cre- 
ated new problems because of the 
ever-increasing cost to us of 
newsprint and distribution.” 

Miss Schiff said the Post will 
immediately “expand our news 
coverage, our women’s page, our 
sports section.” + 
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|based on wire transmission, but 
adaptable to an air link should the 
FCC come through. 

Telemeter executives visualized 
|a wide variety of programming for 
|the new system, and also the sale 
of advertising. Current motion pic- 
| tures would be available, as would 
jsuch sports events as the World 
| Sextes, boxing matches and foot- 
ball games. And it was suggested 
that strictly local programs could 
be put on and advertising sold to 
local merchants. 

Technically, the system consists 
of three parts: A transmitting sta- 
tion where entertainment orig- 
inates; a wire distribution system 
|through which signals are fed to 
| subscribers’ homes, and Telemeter 
|attachments in each home which 
receive payment and record the 
identity of programs purchased. 


s In presenting the system, Lou 
Novins, secretary and assistant to 
| the president of Paramount in New 
York—also serving as vp and gen- 
eral manager of Telemeter—said 
one era is ending in pay-as-you- 
see tv and another beginning. In 
his opinion, pay tv has been ac- 
jademic until now for three rea- 
(Continued on Page 22) 


|department 


PAN O’GOLD—Armour & Co. is us- 
ing newspapers and spot tv in 
seven markets to promote its new 
Pan O’Gold frozen frying chicken. 


Armour Tests New 
Frozen Buttered, 
Breaded Cut Fryers 


Cuicaco, March 27—Armour & 
Co. will begin marketing Pan 
O’Gold—a new frozen buttered 
frying chicken product—in seven 
test cities starting April 1. 

Newspapers and spot television 
will be used in Rochester, N. Y.; 
Charlotte; Oklahoma City; Provi- 
dence; Phoenix; Columbus, O., and 
Sacramento, Cal., to promote the 
product. N. W. Ayer & Son is the 
agency. 

Each Pan O’Gold package 
weighs 2% lbs. and contains one 
fresh frozen chicken, cut into 14 
pieces including giblets. Each of 
the pieces has been dipped in bat- 
ter and completely coated with an 
exclusive herb-seasoned breading 
developed by Pepperidge Farm. 

The chicken is packed in a rigid 
aluminum foil pan and it is cooked 
in the same pan. No defrosting is 
required. The retail price will 
range between $1.59 and $1.79. 
Armour intends to achieve na- 
tional distribution as soon as pos- 
sible. 

Pan O’Gold is the second new 
poultry product introduced by Ar- 
mour in recent years. Two years 
ago, the packer came out with 
ready-stuffed and trussed frozen 
turkey. 7 


Put Your Dough in 
Rolls, Not Bread, 
Ads Urge Bakers 


New York, March 27—American 
Machine & Foundry Co.’s bakery 
division, manufacturer of baking 
machinery, is running a six-month 
campaign in the bakery trade press 
to urge bakers to get into the roll 
business. 

According to the ads, rolls are 
much more profitable than bread. 
Bakery industry figures show 
there is only a %¢ per Ib. profit 
before taxes on white bread, while 
the average profit for a comparable 
weight of rolls is 3.92¢. 

The company also points out that 
the latest U.S. census figures show 
that the dollar value of rolls sold 
in the U.S. from 1947 to 1954 in- 
creased 50% more than the dollar 
value of bread did in that period. 

The ads are running in Bakers 


Digest, Bakers Weekly, Baking In- | 


dustry, Dough Boy, New South 


Baker, Southwestern Baker and} 


Western Baker. 


Fred Wittner Advertising is the | 


agency. 


Robert Blatt Joins CCI 

Robert C. Blatt, former director 
of publications for the American 
Society of Refrigerating Engineers, 


Campbell-Ewald VP Says 
More Service Also Ends 
Compensation ‘Squabble’ 


CINCINNATI, March 26—Broad- 
jening of agency services into the 
|fields of merchandising and mar- 
| Reting plans should result in in- 
creased advertising and hence in 

income. So said 


jgreater agency 
Thomas B. Adams, vp and assist- 
ant to the president of Campbell- 
Ewald Co., Detroit, speaking before 
the Advertisers’ Club of Cincinnati. 

Mr. Adams also declared that the 
solution of the “current squabble” 
over agency compensation may lie 
in the same area. 


s “As more and more agencies 
offer such expanded and produc- 
\tive service to clients, there will 
be less and less discussion and con- 
troversy and misunderstanding on 
the subject of agency compensa- 
tion,” he said. 

“The agency,” Mr. Adams said, 
“should be the workhouse area 
where the creative instinct and the 
science of reaching the human 
mind should combine to help create 
an advertising idea, or to help 
draft a sales program. Thus, the 
agency’s day-by-day routine be- 
comes a more intimate part of more 
departments of any client. 

“In summarizing the approach 
to today’s broader marketing re- 
sponsibilities,’” Mr. Adams said, 
“we believe that all responsible 
agencies must back their adver- 
tising efforts with: 


e “A thorough knowledge of their 


Use of Sex in Ads 
Sold Once-Unknown 
Brand, Says Roberts 


Los ANGELES, March 26— 
“Whether we credit Freud, Kinsey 
or ‘lay the blame on Mame,’ we 
are in an era of sexual enlighten- 
ment. Since it is part of our life 
pattern and is as normal a value 
as health or love of children, sex 
is a logical and powerful commu- 
nicative force in advertising.” 

So asserted Jack Roberts, Car- 
son/Roberts Inc., speaking before 
Chi Alpha Sigma, honorary busi- 
ness and advertising fraternity, at 
Los Angeles City College last 
week. 

Mr. Roberts scoffed at the idea 
that campaigns which stress “bos- 
om adulation” are derogatory to 
women, as some critics hold. 

“There is no equality of the 


sexes, except intellectually,” he 
says. 
Advertising that shows the 


woman in a desirable, subjugated 
position simply appeals to a male 
ego that feels it has lost too many 


(Continued on Page 22) 


“Actually it's a refinement on BBDO's ‘brain- 
storming’ !"’ 


has joined the industrial publicity | ™CKLER—Here’s one of the cartoons 


of Communications 
Counselors Inc., New York. 


| from This Week’s promotion series, 
“Quick Ones.” 


| 


Give Clients Marketing Aid to 
\Hike Agency Income, Says Adams 


client’s marketing problems.” 


e “Research to determine what 
that market potential is, both cur- 
rently and for the foreseeable fu- 
ture.” 


e “Recommendations not restrict- 
ed to an advertising campaign 
basis only, but that will be helpful 
to the sales planning, sales train- 
ing and other important distribu- 
tion activities of the client.” 


e “Merchandising programs that 
will help distributors, dealers and 
their sales forces to reach their ob- 
jectives. 


“A question that probably comes 
to your mind is, ‘How costly is this 
to the agency, or, how costly is it 
to the client?’ 

“It becomes costly to an agency 
in the event these specialists or 
special departments are not staffed 
adequately or properly integrated 
with the rest of the agency activi- 
ty,” he said. “It becomes costly to 
the agency, also, if the service is 
not sold properly to the client, or 
if it fails to result in increased ad- 
vertising activity on behalf of the 
client. 

“Certainly, there is a self-inter- 

(Continued on Page 129) 


Reach McClinton 
Adds C&H Chiefs in 
L. A., Minneapolis 


New York, March 27—Harry W. 
Witt, formerly vp of the Los An- 
geles office of Calkins & Holden, 
has resigned to join the newly 
formed Reach McClinton & Co. Mr. 
Witt, who had been in charge of 
West Coast operations for C&H, 
now heads Reach’s western office. 

Another Calkins alumnus, 
George Ludcke, who handled the 
reins in Minneapolis, has switched 
allegiance to Reach and will head 
Minneapolis operations for that 
agency. 

Earlier, it had been announced 
that Philip M. White, vp and gen- 
eral manager for Calkins & Holden 
in Chicago, was joining H. L. Mc- 
Clinton at Reach McClinton and 
would head up Chicago operations 
for the new company. Mr. McClin- 
ton left the Calkins & Holden pres- 
idency following a disagreement 
with three other partners there 
and purchased a half interest in 
Reach McClinton. Charles Dallas 
Reach is board chairman. 


s Immediately after Mr. McClin- 
ton went to the Reach agency, the 
Prudential Life Insurance Co. 
moved its $5,000,000 account there. 
Mr. McClinton had been a key fig- 
ure on the account during its ten- 
ure at Calkins & Holden. The 
Reach McClinton offices in Chi- 
cago, Los Angeles and Minneapolis 
open May 15, the effective date of 
the Prudential switch. 

Meanwhile, directors of Reach 
McClinton have formally elected 
Mr. Reach chairman of the board, 
Mr. McClinton president and F. R. 
Risley chairman of the executive 
committee. 

Directors of the agency, a New 
York and New Jersey corporation, 
are Messrs. Reach, McClinton and 
Risley, plus Daniel M. Bernheim, 
an agency vp, and Robert W. Robb, 
formerly a Calkins vp. Mr. Robb 
went along with Mr. McClinton 
from that agency. These five men 
were named directgrs of the New 
Jersey corporation. Directors for 
the New York end are Messrs. 
Reach, McClinton, and Robb, plus 
Harold Black, Frederick O. Perkins 
and L. L. Schultz, all agency vps. 

Just named by the directors as 
new vps were Messrs. Robb and 
White. - 
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Stations Not Obliged 
to Drop Ads FTC 
Has Cited: NARTB 


WASHINGTON, March 28—The 
National Assn. of Radio & Televi- 
sion Broadcasters today told its 
members that they are not “under 
obligation” to drop a commercial 
merely because it has been cited 
in a Federal Trade Commission 
complaint. 

But the association added that 
stations “may wish” to review the 
advertising for compliance with 
the NARTB code, or station or net- 
work policy. 

“When a case is terminated by 
the FTC in the form of a stipula- 
tion or order,” NARTB said, “then 
the broadcaster should ascertain 
that the advertiser does, in fact, 
make the required changes in his 
copy or presentation.” 


s The statement was made in a tv 
code subscriber bulletin circulated 
by the association, as tv stations 


indicated concern about their re- 
sponsibility under a new FTC-FCC 
liaison agreement, which specifies 
that FCC is to notify tv stations 
whenever the Federal Trade Com- 
mission issues a complaint against 
a commercial run by the station. 

In its brief discussion of 
the broadcaster’s responsibility, 
NARTB noted that news of all 
FTC actions—complaints as well 
as orders—is distributed each week 
in the association’s regular bulle- 
tin service for members. 


s “The staff has pointed out to 
subscribers,” NARTB said, “that 
the issuance of a complaint by FTC 
does not place the broadcaster un- 
der any obligation to cancel] the 
advertising.” 

In a_ separate discussion of 
the FTC-FCC liaison arrange- 
ment, Richard Shafto, code review 
board chairman, said broadcasters 
“should closely watch the specific 
results.” 

He added, however, that the ac- 
tion of the two government agen- 
cies “should serve to pcint up to 


broadcasters the vital necessity 
for continuance of the NARTB 
Code Authority’s own monitoring 
program.” 

Mr. Shafto said FTC activity 
aimed at eliminating false and de- 
ceptive advertising from tv is 
“wholly consistent” with the aims 
of the industry and that NAR'TB’s 
code enforcement “complements 
rather than conflicts with FTC’s 
scope of operation.” 


s “This new FTC-FCC liaison,” 
he said, “marks the first time in 
the history of broadcasting that 
the Federal Communications Com- 
mission will be in receipt of in- 
formation based upon actual moni- 
voring (for other than technical 
purposes). The industry should 
watch closely to see how the plan 
will be administered. Meanwhile, 
the action should serve to empha- 
size that the NARTB Code Review 
Board’s own monitoring activity 
must continue to expand and be 
regarded as a vital and integral 
part of the television industry’s 
program of self-regulation.” - 


Preferred by 


readers—most productive for advertisers 


GROWING NEWSPAPER IN A 


GROWING MARKET! 


‘DURING THE YEAR OF 1956 


THE SEATTLE 
POST-INTELLIGENCER 


published 


32 MILLION LINES 


TOTAL ADVERTISING 


than it published during 1951 


Lio! 


Ris, 


1951 — 17,782,698 lines 


1956— 21,281,154 lines x 


—Media Records 


GREATEST MORNING AND SUNDAY CIRCULATION IN WASHINGTON STATE 


Represented Nationally by Hearst Advertising Service — Offices in 


15 Principal Cities 


West German newspapers fight to keep 


ads out of radio, tv . Page 2 
Alpha-Bits, new cereal, introduced by 
Post division of General Foods ...Page 2 


Ads pulled so well for Trans-Canada air- 
lines, it dropped them Page 2 


Time Inc. is most diversified publishing 
house, report reveals Page 2 


Rothmans of Londen uses Pal! Mall theme 
for new cigaret pamececannanl Page 2 


Curtis grossed record $186,575,859 in 1956, 
report shows ............ Page 2 


Non-food items grow in share of super- 
markets, panel says Page 2 


De-intermixture will bring tv to more 
than 2,000,000 houses 2.0.0.0... Page 2 


Popai ethics code is slowly winning ad- 
herents, but value is still untest- 
OB. ciliaietanninscnenneninitinet Page 2 


Ads urge bakers to get into roll business 
instead of bread: more profit ...Page 3 


Telemeter offers new pay-tv not needing 


SPRY MII Whicicccthicisesetsslliisdiohibitains Page 3 


| Direct mail ads need more quality, origi- 
nality, Samstag says ..................... Page 3 


| 
Armour tests new frozen buttered, breaded 
fried chicken Page 3 


N.Y. Post goes to 10¢; 
now 5¢ 


News are 
Page 3 


Mirror, 


| Sex in ads helped sell unknown product, 
says Jack Roberts ..... Page 3 


Reach McClinton adds heads from Calkins 
| & Holden in Minneapolis, L.A. .Page 3 


Threat of $30 billion in personal debt 
is over-stressed, says Federal Reserve 
Se Le Page 3 


Be wary of U. S. agencies with overseas 
offices, William Pott warns .......Page 6 


| Washington state bank seeks to humanize 
bankers in ad campaigpn ............... Page 10 


| Sunkist sets $813,120 drive for 1957 Valen- 
cia oranges .... Rage ll 


Best ads use lots of art, show product in 
| use, Conover-Mast reports .......Page 18 


| Deveon makes its plastic steel pillar well- 
known in 18 months . Page 26 


Industry groups frame bill to ease copy- 
righting, reduce design piracy ....Page 29 


Manchester Guardian finds 
U. S. tv show is 


“Superman” 
“super-bilge” ....Page 35 


| Creditors will recoup on ‘57 Fashion-O- 
Rama show, company says Page 35 


Ad typography is deteriorating, consultant 
| says in AR article Page 40 


| Point of purchase displays are illustrated 
in four full pages .........Pages 34, 36, 41, 42 


| Inadequate product data in ads gave rise 
to consumer testing agencies, Warne 
says Page 44 


High cost may force Sweden to allow com- 
See Se Page 4% 
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Highlights of This Week's Issue 


This week ADVERTISING AGE reviews developments in the point 
of purchase advertising field. Included in this review are stories de- 
tailing latest developments in the field, stories about successful users of 
display materials and a wealth of pictures showing the latest in point 
of purchase. The individual stories and pictures are listed, along with 
other stories and features, in the index below. 


DuMont Broadcasting Corp. buys WNEW. 


New York, for $7,500,000 ............ Page 50 
Judicial procedure stalls anti-trading 
stamp drive in Canada . Page 36 


Co-op Grocery wholesaler dominates 


distribution scene, Mueller tells 
group ........ ore Page 60 
Macy's, Alcoa join in in-store promo- 


(SSS Page 81 


Department stores join ranks of retailers 
staying open — E. B. Weiss points 
Page &5 


Revell plans to sell point of purchase dis- 
play for model planes to consum- 
ED sncciindiens on Page 96 


Agency's task is to move clients’ wares, is 
Mogul basic premise ....................Page 100 


Chemstrand plans drive in magazines for 
its Acrilan Jersey ..... Page 101 


Fluctuating bacon sales in England leve! 
off after ad drive .. Page 102 


In Singapore, ads have to be in four lan- 
guages to reach all citizens Page 106 


Ampeol uses tv in Australia, a la Gillette, 
by telecasting sports events ...Page 108 


International ad group sets drive to get 
new members Page 108 


Pepsi-Cola Sa 9 sales in overseas mar- 
kets wna : Page 109 


700-Page Mexican radio-tv annual is first 
of its kind ........ Page 109 


Radio station rep uses radio spots to sell 
faraway stations Page 110 


Boot & Shoe Recorder celebrates 75th 
anniversary ... Page 110 


Prove your high readership justifies high 
ad cost, Porter tells weekly news- 
papers ...... Page 119 


Eberhard Faber services 9,000 accounts 
with $200,000 worth of display mater- 
ial Page 122 


REGULAR FEATURES 


Advertising Market Place 128 
Along the Media Path 126 
Coming Conventions 32 
Consumer Magazine Linage 120 
Creative Man's Corner 86 
Drawthinks ........ 91 
Editorials “4 
Employe Communications 91 
Getting Personal . 18 
Information for Advertisers 46 
Just Looking 85 
Looking at Radio and TV . 91 
Looking at Retail Ads . BS 
Obituaries 118 
On the Merchandising Front 85 
On the International Scene 102 
Photographic Review 12 
Production Tips La 
Rough Proofs “4 
Salesense in Advertising BB 
This Week in Washington a4 
Voice of the Advertiser m 
What They're Saying . 4 


we are very sorry. 


caught it. 


Clue: Refer to 
“How People Read Magazines.” 


On one page of the multi-page LIFE ad in this 
issue there is a tiny, one word blooper for which 
The ad closed before we 


If you can find it youre better than we are. 
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month after month... 


1512 million* men and women“live by the book” 


: ...and the book is Better Homes and Gardens 


4,350,000 COPIES EACH MONTH 


| 


“The book” is so full of ideas for better living that it’s during the year... 
often loaned but seldom discarded. 2,400,000 readers 4 

of an average issue reported passing along their copies 

to friends or neighbors. 6,550,000 had kept the issue 1 * 

and still had it. An average issue of BH&G is read by of Ame T1C a 
15,500,000 people. One third of the 123,800,000 people 

in the U.S. 10 years of age or older read one or more of 


every twelve issues. That’s 44,150,000 Better Homes reads Better Homes & Gardens ! 
and Gardens readers—and over 40% of them are men. 
Meredith Publishing Company, Des Moines 3, Iowa, *A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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By Households, 
It's VHF 3% to lin 
De-Intermixture 


(Continued from Page 2) 
before FCC can, for example, go 
through with its plan to shift 
Channel 8 into the Providence 
area, to bring a third vhf to Rhode 
Island. 


® Under this plan, WNHC-TV, 
New Haven, would have to agree 
to accept Channel 6 in place of 
Channel 8, which it now occupies. 
While WNHC-TV might agree, 
the exchange could not take place 
until FCC succeeded in inducing 
General Electric to accept a uhf 
channel in Albany in place of 
Channel 6, currently occupied by 
WRGB—a proposal which GE in- 
tends to resist. 

One of the major results of the 
de-intermixture actions will be to 


assure three or more “equal” sta- 
tions in each market instead of 
one or two vhfs, in competition 
with uhfs. In Norfolk, for exam- 
ple, where NBC has been affili- 
ated with a uhf station, the 
commission wants to carry out a 
series of adjustments to make 
Channel 13 available. 

Under the plans which were 
voted on this week, Miami would 
get its fourth commercial vhf as- 
signment, Charleston, Duluth, Nor- 
folk and Providence, respectively, 
their third vhfs. Unlike the ear- 
lier decisions, which were “final,” 
the latest rulings were prelimi- 
nary and are still subject to fur- 
ther consideration. 


® According to 1950 census fig- 
ures, the impact of the de-inter- 
mixture decisions would mean 
more vhf in the largest of the “un- 
der-served” markets. These in- 
clude St. Louis, with nearly 500,- 
000 households; New Orleans, 
200,000; Louisville, 166,000; Mi- 
ami, 154,000; Norfolk, 113,000; 
Hartford, 101,562; Duluth, 75,500; 
Rock-Island, 69,000, and Charles- 


ton, 42,900. 

Largest of the uhf markets 
would be Albany, with 154,200 
households. Others are Fresno, 
80,000; Peoria, 74,000; Elmira, 50,- 
000; Evansville, 47,000; Spring- 
field, Ill., 40,000, and Columbia, 
S. C., 33,300. +. 


TV de Quebec Names Two 
Television de Quebec (Canada) 
Limitee, Quebec City, operator of 
CFCM-TV and CKMI-TYV, has ap- 
pointed Jean A. Pouliot general 
manager in charge of both stations. 
Arther P. Fitzgibbons, formerly 
commercial manager of CFCM-TV, 
has been named director of opera- 
tions of CKMI-TV, which began 
operations early in March. CKMI- 
TV, which programs in English 
(CFCM-TV programs in French), 
makes Quebec the first major met- 
ropolitan market with two com- 
petitive privately-owned stations. 


Ohio Broadcasters Elect Hood 
Hubbard Hood, general manager 
of WKRC, Cincinnati, has been 
elected president of the Ohio Assn. 
of Radio & Television Broadcasters. 
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Be Wary of U.S. Agencies with 
Overseas Branches, Pott Warns 


New York, March 27—Compa- 
nies operating internationally 
were warned today to be wary of 


using the U. S. advertising agency | U 


with branches abroad because it 
is primarily interested in servic- 
ing the overseas business of do- 
mestic clients. 

This advice was tendered by 
William L. Pott, a private consult- 
ant, in a talk before an orientation 
seminar of the International Man- 
agement Assn. The week-long 


seminar was attended by some 35 | 


executives with international mar- 
keting responsibilities in their 
companies. 

Mr. Pott was formerly in charge 
of Nestle Co. advertising in several 
Latin American countries. Last 
year he was assistant interna- 
tional advertising manager of 
Schering Corp. 

He told the management group 


on moving 


The toll was frightful: lives and dollars sacri- 
ficed on obsolete roads. So eight years ago, 
Caterpillar Tractor Co., our client since 1928, 
began a new series of public service advertise- 
ments. Its goal: to arouse the taxpayer to the 
dangers he drove through daily. 

It succeeded. Reprints of these Caterpillar 
advertisements were used at public meetings. 
State officials applauded the campaign’s growing 
effectiveness, as a mountain of public apathy 
was moved to action. 


N. W. AYER & SON, INC. 


Philadeiphia, New York, Chicago, Detroit 


mountains 


Now construction begins on the 50-billion- 
dollar Interstate Highway System. 
But even this gigantic project could be ham- 


pered by misunderstandings. 


So today, while Caterpillar machines move 
mountains of earth, another new series of ad- 
vertisements goes to work. Its purpose: to ex- 
plain to the taxpayer his stake in the biggest 
construction job ever undertaken by man. 

There are mountains you can move with 
machines. Others you must move with words. 


San Francisco, Hollywood, Boston, Honolulu 


that there were three choices open 
to them in the way of an advertis- 
ing agency. They could choose a 
S. domestic agency which 
maintains affiliations with foreign 
agencies, an international agency 
with its own offices abroad or an 
agency specializing in internation- 
al advertising. 


« Of the three types, Mr. Pott 
seemed to prefer the third. He dis- 
counted the first on the ground 
that it had inadequate experience 
in foreign marketing. He implied 
that the second type—the agency 
with overseas offices—was moti- 
vated by domestic client consider- 
ations. 

As an example, Mr. Pott report- 
ed that one of the large interna- 
tional agencies was planning to 
open offices in Central America 
because of the expansion of client 
business in that area. The agency, 
Mr. Pott told ApvertTismnc AGE lat- 
er, is McCann-Erickson. 

On the other hand, Mr. Pott 
said the agency whose business is 
primarily in the international field 
offers a “thorough understanding” 
of foreign markets through its net- 
work of associate agencies abroad. 

Mr. Pott also plumped strongly 
for a centralized, U. S.-controlled 
program of international advertis- 
ing. He said it could be fatal for a 
company to allow overseas distrib- 
utors to call the tune on advertis- 
ing. 


® On this point, Walter J. Werner, 
export manager of Ex-Lax Inc., 
told the seminar that in many 
Latin American markets it is ad- 
visable to have distributors rather 
than agencies buy space and time. 
Mr. Werner said he has found that 
distributors often can buy space 
and time at a cost 30% below the 
price quoted to his agency in New 
York. (The Ex-Lax agency is Go- 
tham-Vladimir Advertising.) 
Because this situation obtains, 
Mr. Werner added, he has his dis- 
tributor in Guatemala and other 
markets buy Ex-Lax advertising. 
The distributor then submits a 
voucher to Gotham-Vladimir, 
which adds its commission to the 
bill presented to Ex-Lax. . 


National Research Bureau 
Expands Publication 

The National Research Bureau, 
415 N. Dearborn St., Chicago, has 
expanded its publication, “The 
Working Press of the Nation,” in- 
to three volumes. Scheduled for 
publication this month, the 1957 
edition consists of the following 
volumes: Newspaper & Allied 
Service Directory; Magazine & 
Editorial Directory, and Radio & 
Television Directory. Scheduled for 
delivery in April, each volume is 
priced at $25. All three may be 
purchased as a set for $49.50. 


Butler Heads Four A’s Council 

Aldis P. Butler, vp in charge of 
the Detroit office of Young & Rub- 
icam, has been elected 1957-1958 
chairman of the Michigan Council 
of the American Assn. of Advertis- 
ing Agencies. Other council gov- 
ernors include Colin Campbell, 
Campbell-Ewald, vice-chairman; 
John F. Henry, Geyer Advertising, 
secretary-treasurer; Paul Foley, 
McCann-Erickson; John Sheldon, 
Kudner Agency, and Guy S. War- 
ren Jr., D. P. Brother & Co. 


Croley Joins ‘Food Topics’ 

William T. Croley has joined 
Food Topics as regional sales man- 
ager in the Midwest. He replaces 
Robert W. Sullivan, who has re- 
signed. Mr. Croley formerly was 
associated with Capper Publica- 
tions, The American Weekly and 
the Cleveland Press. 
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If you have a regional advertising problem, TV GUIDE 
offers market flexibility that enables you to tailor your 
magazine schedule to the area you cover. 


Through one or more of TV GUIDE’s 44 regional editions, 
you can reach East, West, North or South—or you can 
buy the entire national edition reaching more than 5,000,000 
families weekly! You can buy any edition separately, or 
any combination. Only TV GUIDE offers this kind of market 
flexibility ! 


To be sure of 7-day exposure for your advertising, exactly 
where you want it, at lowest page cost per thousand, 
take a good long look at TV GUIDE. 


The weekly magazine the whole family reads every day... 


TOTAL CIRCULATION NOW OVER 5,000,000—pPusuisHEr's ESTIMATE 


. 


\ 


Which of the “TOP 10° magazines offers the greatest market flexibility ? 


~s 


LEADING ADVERTISERS WHO SOLVE 
REGIONAL PROBLEMS WITH TV GUIDE! 


ABC-TV 

Alpo Dog Food 

Arthur Murray Dance Studios 
Bell Telephone Co. of Pa. 
Blue Cross-Blue Shield 

Buick Motor Division 

Burry Biscuit Company 
Canada Dry Ginger Ale, Inc. 
Columbia Pictures Corp. 

Esso Standard Oil Co. 
Florists’ Telegraph Del. Assoc. 
Ford Motor Company 

Four Roses Distillers 

Gunther Brewing Co. 

King Kone Corporation 
Kroger Company 


Libby, McNeill & Libby 
Look Magazine 

NBC-TV Films 

Ohio Bell Telephone Co. 
Pacific Power & Light 
Pepsi-Cola Bottling Co. 
Philco 

Procter & Gamble 

The Quaker Oats Company 
Ralston Purina Company 
RCA Victor Distributor Corp. 
Rheingold Beer 

Richfield Oil Corp. 

Riggio Tobacco Company 
Schenley Distillers Corp. 
Schieffelin & Company 


(Partial List) 
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Strengthen CBC 
and Its Rivals, 
Says Fowler Unit 


(Continued from Page 1) 
report, tabled in the Commons 
Thursday, after close to a year of 
investigations and study. 

Its main findings and recom- 
mendations: 

1. Scrap the CBC board of gov- 
ernors, which oversees all broad- 
casting in Canada, in favor of an 
independent board of broadcast 
governors to regulate both CBC 
and private stations. 

2. The commission hit hard at the 
Canadian Assn. of Radio & TV 
Broadcasters with an unqualified 
condemnation of “their devious 
propaganda wrapped in colorful 
verbiage.” 

3. There was general praise for 
private stations as such modified 
by charges that some of the pro- 
gramming showed “stupendous 
mediocrity.” 

4. The federal government’s pol- 
icy of single-station tv operations 
in certain areas should soon be 
abandoned, but second (private) 
stations should meet rigorous per- 
formance standards. 


= 5. The federal treasury would 
contribute about $470,000,000 over 
the next six years to finance CBC 
expansion and operations, largely 
for tv. 

6. There would be no license on 
tv or radio receivers but the 15% 
excise tax on sale of tv and radio 
sets would remain. 

7. Canada’s system of combining 
publicly and privately owned 
broadcasting should be maintained 
but the CBC’s Dominion Radio 
Network should be abandoned. 

8. Half of the CBC’s tv would 
be in color by 1963, following a 
start two years from now. 

9. The “tidal wave” of U. S. cul- 
ture carried by American radio 
and tv stations was a threat to Ca- 
nadian national identity. 

10. For the future, there should 
be a statutory prohibition against 
more than 20% non-Canadian 
ownership in a Canadian broad- 
casting station. Legislative action 
on the report is hardly possible 
this session. Should the govern- 
ment decide to go ahead on various 
recommendations, then Parliament 
will be asked to act next fall, after 
the general election. 


= The commission advised the 
CBC to go all out for the ad dollar 
but this strong view was qualified. 
The CBC should not slant its pro- 
grams to attract advertising and 
competition should not apply over 
the whole field of CBC operations. 

But the commission said, “When 
the CBC is engaged in commercial 
activities it should do so vigorously 
and with the objective of earning 
the maximum revenue from those 
activities.” 

If that were done, commercial 
revenues, now covering 30% of 
CBC cash needs, could be in- 
creased. 

CBC commercial activities not 
only helped the public treasury 
carry the costs of radio and tv but 
were “worth while in themselves.” 

“Advertising is a positive con- 
tributor to living standards and 
economic activity and should not 
be regarded as a regrettable and 
even deplorable feature of our 
public broadcasting system,” the 
committee said. 


s The commission made these 
roposals: 

1. The CBC should seek local ad- 
vertising on its radio stations in- 
stead of “voluntarily refraining” 
ffom accepting such ads. 

2. The same thing should be done 
by CBC tv stations whenever pri- 


vate stations are allowed to oper- 
ate in the same areas. 

3. The present “too rigid” sys- 
tem of discounts for sponsored tv 
programs, where sponsors cannot 
pay full production costs, should 
be reviewed. Either good quality 
programs should be produced at a 
price sponsors could afford or the 
CBC should try to sell its programs 
to the highest bidder. 

4. Premium rates should be 
charged for spot commercials be- 
fore and after CBC news broad- 
casts, without actual sponsorship 
of the news itself. 

5. The CBC should consider ex- 
porting programs, or exchanging 
with other countries. 

6. There should be no “protec- 
tive tariff” on imported radio and 
tv programs as advocated by some 
before the commission as a means 
of encouraging Canadian talent. 


s The commission said the present 
pattern of station ownership, CBC 
and private, “is a generally satis- 
factory one and should not be 
greatly changed in the foreseeable 
future.” 

“We believe,” the commission 
said, “that the CBC should not 
attempt to move forward toward 
a complete national coverage 
through its own stations. Nor 
should it move toward an elimina- 
tion of its station operations to be- 
come a program producer and net- 
work operator only.” 

CBC stations, apart from the 
networks, should be profit making 
or at least self sustaining unless 
there were special reasons other- 
wise. CBC accounting methods 
should be changed to differentiate 
between network and station op- 
erations. 

The commission, in its recom- 
mendations, cautioned against tak- 
ing the impression “that we are 
recommending some abandonment 
of basic CBC policies or the sudden 
expansion of its commercial activ- 
ities. 

“We have no desire to see the 
CBC become more commercial or 
to have its program production 
slanted to attract greater advertis- 
ing support.” 


s A major change recommended 
in the report is the creation of a 
board of broadcast governors, 
apart from the CBC, to undertake 
the regulation of both CBC and 
private stations. This board would 
direct CBC policies, name CBC 
senior officers, but not concern it- 
self with the day-to-day adminis- 
tration of the CBC. 

The present 1l1-man CBC board 
of governors would be done away 
and the CBC be converted to a 
status of a Crown corporation like 
others. A. Davidson Dunton, pres- 
ent chairman of the CBC gover- 
nors, would likely become presi- 
dent. Alphonse Ouimet likely 
would continue as general man- 
ager. 

The report says: “It should be- 
come clear that there is to be in 
Canada but a single broadcasting 
system composed of both public 
and private elements; that both 
are subject to regulation in the 
interest of the whole, and that in 
pursuance of national interests a 
number of objectives must be set 
up.” e 


Ratner Moves to B&B 


Victor Ratner has resigned as vp 
and head of the presentations and 
service unit of McCann-Erickson, 
New York, to join Benton & Bowles 
as a vp, effective April 1. His 
duties at B&B have not yet been 
specified. Before joining McCann 
about three years ago, Mr. Ratner 
was director of the theater tele- 
sessions division of Theater Net- 
work Television; head of his own 
promotien and pr company; vp in 
charge of advertising, sales pro- 
motion and pr at Macy’s, New 
York, and vp in charge of promo- 
tion for Columbia Broadcasting 
System. 


Borton 


Fiorillo 


Patafio 


BANQUET PRESENTATION—Ann Fiorillo, also known as “Advertising 
Miss 1956,” here presents the first ticket to the seventh annual In- 
side Advertising Week banquet to Elon Borton, president of the Ad- 
vertising Federation of America. Enjoying the occasion is John J. 
Patafio Jr., president of the Assn. of Advertising Men & Women, 
producer of Inside Advertising Week. The banquet is April 4. 


Forecast for Radio: 
but Clearing in U. 


QuEsBeEc Ciry, March 27—Radio 
may have been pushed out of the 
living room by tv, but it still re- 
mains a potent medium attractive 
to listeners and advertisers alike. 

This is what delegates to the 
32nd annual meeting of the Cana- 
dian Assn. of Radio and TV Broad- 
casters were told this week. 

Arthur Porter, vp of J. Walter 
Thompson Co., New York, said it 
is true radio had been replaced 
by tv as the main attraction of 
evening home entertainment. But, 
he emphasized, radio, instead of 
fading out as a medium, has taken 
on “a new dimension”; it has 
moved from the living room to the 
bedroom, to the kitchen, and even 
to the bathroom. Also, he added, 
three out of four cars in the U.S. 
are radio equipped. 


® The availability of radio has be- 
come one of its greatest features, 
and in that respect it is not likely 
to ever be outstripped by tv, Mr. 
Porter said. 

Radio has become a major source 
of news and there is a realization 
that news is a necessity in a coun- 
try that wishes to be well informed, 
he said. The number of sponsored 
newscasts has increased sharply in 
recent years, he noted. 

In day-long discussions at the 
conference various agency repre- 
sentatives maintained that radio is 
just as attractive as ever to ad- 
vertisers, although the audience it 
reaches is changing under the im-| 
pact of tv. Canadian broadcasters 
were told they could look forward 
to increased business, despite com- 
petition from tv, if their industry 
follows the same trend as in the 
US. 


® Radio’s percentage of Canadian 
national advertising dollars in 1955| 
was 40% lower than it was 10 
years ago, one advertising execu- 
tive said, adding that since 1950} 
Canadian radio sets in use during 
evening hours have declined about | 
50%. When daytime tv becomes a| 
factor, a daytime sets-in-use de- 
Cline was to be expected, he | 
warned. 

Barney Corson, ad director of 
Tidy House Products Co., Shenan- 
doah, Ia., scolded radio broadcast- 
ers who jumped on the tv band- 
wagon and “siphoned off” their 
best creative brains from radio to 
tv. He said radio people worry 
about their opportunities while 
their potential audience is greater 
than competing newspapers and tv 
since it is roughly between 80% 


|same period in 


and 95% of the population. In the 


Cloudy in Canada 
S., CARTB Hears 


U.S., he said, the rediscovery of 
radio is becoming “fashionable.” 

The upper class third of the U.S. 
population dislikes commercials 
but the other less educated two- 
thirds finds them interesting, Dr. 
Paul Lazarsfeld, chairman of the 
department of sociology of Colum- 
bia University, told the meeting. 


s Television is being used exten- 
sively as a radio in the daytime 
and this factor has a strong bearing 
on tv advertising rates, Rodney 
Erickson, vp of Young & Rubicam, 
New York, told delegates to the 


convention. 


He said daytime tv has proven 
“disappointing” as an advertising 
medium. 

U.S. surveys showed that only 
18% of tv sets are in use during the 
daytime against more than 50% 
during the evening, he noted. 

Mr. Erickson said it had been 
hoped that the figure would at 
least equal the 25% of radio sets 
in use in the daytime. 

Moreover, in the daytime, lis- 
teners who turned on tv often do 
not sit to watch a program. 

No advertiser would pay tv rates 
for the equivalent of radio broad- 
casting, he asserted. 


American News Sales Rise 
American News Co., New York, 
has reported its sales in January 
and February to be ahead of the 
1956. President 
Henry Garfinkle also told the 
ANC annual meeting that the com- 
pany is taking over 38 of 68 news- 
stands of Hickey Bros. Inc. The 
stands are largely in eastern hotels. 


THOMAS 8B. KILBRIDE has been ap- 
pointed an account executive on 
General Mills grocery products by 
Knox Reeves Advertising, Minne- 
apolis. He formerly was vp and di- 
rector of Slocum-Bergren Co. and 
Red & White Stores, Minneapolis. 


Advertising Age, April 1, 1957 


Justice Hits TV 
‘Block Booking 
of MGM Films 


WASHINGTON, March 28—The 
Justice Department’s investigation 
of tv’s business practices picked 
up steam today as the anti-trust 
division issued a complaint charg- 
ing that Loew’s Inc. uses illegal 
“block booking” techniques to 
force tv stations to sign up for all 
or most of its library of over 700 
pre-1948 MGM feature films. 

Since other film distributors also 
are being investigated, the anti- 
trust division is expected to take 
Similar action against additional 
companies in the film field. 

As the government sees it, the 
motion picture industry cases 
which culminated in the Para- 
mount decision of 1948 bar distrib- 
utors from requiring that exhibit- 
ors accept an entire package of 
films. 


® In applying this decision to tv 
the government argues that dis- 
tributors have to be willing to 
negotiate on a picture-by-picture 
basis. 

Filing of the test case on tv film 
distribution practices points up the 
intensified efforts of the Depart- 
ment of Justice to move against 
practices which have been dis- 
cussed before congressional com- 
mittees which investigated tv dur- 
ing the past year. 

Some issues, particularly those 
involving relationships of stations 
and networks, have been informal- 
ly passed over temporarily to give 
the Federal Communications Com- 
mission time to complete its own 
study of network regulations. 


s In the film field, and in several 
areas involving relationships of 
networks with advertisers, pro- 
gram producers and other sup- 
pliers, the Justice Department’s 
investigations have moved ahead 
with less regard for FCC’s vested 
interest. 

In recent weeks there have been 
reports of visits by FBI agents to 
all segments of the industry. Net- 
works have been asked to provide 
detailed information similar to the 
kind sought by congressional and 
FCC investigators. And program 
producers also are known to be 
under study. Recently there were 
reports of an investigation of the 
film market, with FBI agents visit- 
ing all four Washington tv stations. 


® Assistant Attorney General Vic- 
tor R. Hansen, present head of the 
anti-trust division, said today that 
the Supreme Court’s decision in 
the Paramount case declared com- 
pulsory block booking of copy- 
righted feature motion pictures to 
be illegal. 

“While that decision was given 
in the context of th. theatrical mo- 
tion picture industry, we believe 
jthat same rule applies in televi- 
|sion.” He contended the present 
laction should be especially helpful 
to unaffiliated tv stations, which 
rely on films for most of their pro- 
| gramming. 

The complaint itself is a civil 
| action under Section 1 of the Sher- 
| man Act. It says that commencing 
jin 1956, Loew’s has licensed over 
|700 feature films to many stations 
in many different markets, “and, in 
doing so, has required the purchase 
of the entire group of said films.” 

While tv stations have not been 
named as parties to the film com- 
plaints, the action points up once 
again the misgivings within the 
Justice Department over the ef- 
fectiveness of the supervision 
which the Federal Communications 
Commission exercises over the sta- 
tions it licenses. e 
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the exciting 
language of 
engineers at work 


You say it, “Sigma-sub e”. 

It’s engineering shorthand for a material’s strength and 
staying power. A design engineer uses it when he's choosing the 
material best for a certain application. The search for the ex- 
actly right material is a challenging, exciting part of almost 
every designing job. 


In selecting the right material, design engineers depend more 
on MACHINE DESIGN than on any other source of information. 

Since January, 1956, when MACHINE DEsIGN increased the 
number of issues per year from 12 to 26, design engineers have 
responded with 2% times as many inquiries. Average adver- 
tising readership has increased as much as 55%. 


Never has a design publication exerted so much influence, or 
produced so well for advertisers, 


You can always look to 


MACHINE DESIG 


for outstanding readership 


— 


a PENTON | publication 


Penton Building / Cleveland 13, O. 
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Tweed Joins Select with Select Magazines Inc., New;25¢ newsstand price beginning | Washington State tion of being the only woman 
Tom Tweed, former assistant | York. with its April 20 issue. Originally, Grange master in the state. In 


circulation director of Crowell- Cue sold for 5¢. It moved to 10¢ in| Bank’ s Drive Aims another, an assistant cashier at 
Collier Publishing Co., has been|’Cue’ Tests 25¢ Price |1937, to 15¢ in 1947 and to 20¢ in| the Quincy branch is shown work- 


named a sales promotion specialist! Cue, New York, plans to test a 1952. to Humanize Bankers ing over his collection of Indian 


artifices gathered on the shores 
SEATTLE, March 28—National| of the Columbia River. 


Bank of Commerce, which oper-| A typical ad in the series is 


] ates state-wide, has opened an|dominated by a candid photo- 
over 260,000 tv sets! ' institutional campaign in 65 dai-| graph of John Lutz, manager of 
over 1,000,000 pairs of eyes. lies and weeklies, keyed to the|the Walla Walla branch, working 
wiseieme dul “es \theme, “At NBofC om — over color film which, as an ama- 

- lelivers your message in a billion \the difference” and _ illustrated) 
dollar market —all of the top 15 once-a-week 'with dominant close-up photo- 
shows —all of the top 15 syndicated films*— 


| graphs of »mb: f the bank’s * ne : a i 

are part of the Power Packed Performance that be co * At NBofC people make the difference 
kes WREX-TV The Vi * Choice. ty . , 

epee? PULSE. INC scaen. Guateliinme, anes Each photograph depicts a staff 

member in an activity outside the 


WREX- TV: -Channel 13 * ROCKFORD - ILLINOIS bank—an unusual hobby, recre-| 


telecasting in color... Md ca 


lational activity or civic enter-| 
A - Re... % prise. One ad in the series shows 
an employe who has the distinc- 


KRON is TV in SF em 


-m Bx: | Le | | a | MaTvoNaL BANK OF commence 


| teur photographer, he has gath- 
,ered in travels through the west- 
ern hemisphere. Copy tells of the 
hobby and then says: 


he “Jchn is typical of the people 
who serve you at NBofC, peop! 

whose lives are woven into family 
and community interests; people 
|who are sincerely interested in 
serving you. As friends, neigh- 
bors, or fellow citizens, they ne 

only perform as expert bankers 
|they are pleased to offer infor- 
mation, assistance, the advice you 
| need.” 

The newspaper campaign is lo- 
calized as much as feasible. For 
this, the bank’s 54 statewide of- 
fices are divided into five major 
operating areas, and localized copy 
|is prepared for use in each area 
Thus five sets of pictures and five 
different ads are prepared for 
leach of the monthly insertions in 
this series. 
| Photography is by Fred Milkie. 
Seattle, who wotks with the 
bank’s advertising manager, Noel 
Johnson, in shooting pictures in 
each of the areas. 

The ads run in five-column 
1,050-line size for dailies and are 
reduced to four-column size for 
weeklies. 


8 Supplementing the institution- 
al campaign is a series of smaller 
ads. These sell, one at a time, 
particular services of the bank, 
such as special checking accounts 
jor automatic savings accounts. 
This series runs weekly; from 
time to time, several ads are used 
in a single week. 

The bank also is using spot ra- 
dio on 12 stations in Washington 
and outdoor boards in the metro- 
politan Seattle area. A weekly 15- 
minute tv show, “Washington 
State Reporter,” is being given a 
new running on KIMA-TV, Yaki- 
ma; KEPR-TV, Pasco, and KVOS- 

TV, Bellingham, plus KLEW-TV, 

rz ‘ Lewiston, Ida. 
Sas “2AQUCLS CANS are sold OFL KRON-7TV Cole & Weber, Seattle, handles 
the account. Niles Kelley is the 
art director. 


GOLDEN GATE Heyman to Hicks & Greist 
PLAYHOUSE Joseph A. Heyman, formerly 
3-5:30 PM M-F chief copywriter in the sales pro- 
AVAILABLE S. F. CHRONICLE + NBC AFFILIATE « CHANNEL 4 «+ PETERS, GRIFFIN, WOODWARD motion department of Bigclow- 
Sanford Carpet Co., has joined 
Hicks & Greist, New York, as as- 
sistant account supervisor. He has 
previously been assistant to the 
creative director, Bozell & Jacobs, 
and regional sales promotion su- 
pervisor for Alexander Smith Inc. 
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\e , ‘ a j stricte i -,Allen B. DuMont Laboratories, 
es \‘Premium Merchandising’ Bows, who also is president of Tveter | stricted to item and price speed- | All 
Sunkist Sets Premium Merchendisine. a new Inc., New York agency, at 257 | selector tables for premium buyers. (Clifton, N. J., has been named 
eight-page monthly tabloid, bowed |Fourth Ave. Leonard Marino is manager of public relations for 


teed monthly circulation of 12,000. | advertising rate for a b&w 7x10"| Edward W. Allen Jr., forinerly |C. Bowker, who has joined U. S. 


. with its March issue and a guaran- | business manager. Base one-time | DuMont Shifts Allen the company, succeeding Benjamin 
$813,120 Drive 


Publisher is Leonard M. Tveter, | ad is $240. Editorial content is re-' manager of employe relations of | Plywood Corp. 


for ‘57 Valencias 


Los ANGELES, March 26—| 
Based on present crop estimates, | 
Sunkist Growers will spend 
$813,120 to promote sales of 
fresh Valencia oranges through 
their May-November marketing 
season. 

Media scheduled include mag- 
azines, Sunday supplements and 
some local radio. If the current 
crop is larger than estimated, 
money from the 4¢ per case as- 
sessment will be used for par- 
ticipations in “Queen For A 
Day” (NBC-TV). 

The magazine ads will con- 
tinue to stress bioflavonoids | 
and protopectins as important) 
nutritive values found only in 
fresh oranges. Emphasis will be 
on eating “the whole fresh 
fruit.” 

The magazine ad schedule 
calls for three four-color back 
covers in The Saturday Evening | 
Post, three four-color ads in| 
Parents’ Magazine and Reader’s | 
Digest, and one four-color ad 
in Seventeen. 


® The Sunday supplement 
schedule includes five b&w one- | 
fifth pages in This Week Mag- | 
azine, Parade and Family Week- | 
ly. These will be used for “new | 
crop announcements” and other | 
seasonal themes. They will also | 
push the silverware premium | 
offer which was introduced in 
February, 1957. 

The premium is a five-piece 
starter set of Sunkist Citrus 
Blossom stainless steel ware for 
$1.50 plus the trademarks from 


12 Sunkist oranges, six Sun-} 


kist lemons or six Sunkist 
grapefruit. Now in its second 
month, the offer is pulling at 
the rate of 1,000 redemptions a 
week, and the rate is accelerat- 
ing, the company reports. 

Also included in the Valencia 
budget is an outdoor spectacular 
at the New York Fruit Auction; 
direct mail to the trade about 
Sunkist promotions; educational 
films for tv, trade groups, 
schools and editors; contribu- | 
tions to the National Nutrition 
Foundation and the United 
Fresh Fruit & Vegetable Assn.; | 
continuing consumer research | 
through Market Research Corp. | 
of America, and publicity. 


® The activities of Sunkist’s| 
more than 40 dealer service men | 
who place point of sale material | 
and work with the trade on | 
merchandising and promotions, | 
are also covered in the Valencia | 
budget. 

Foote, Cone & Belding, Los | 
Angeles, is the Sunkist agency. | 


Johnston Co. Names Al Herr, 

Robert A. Johnston Co., Mil- | 
waukee, maker of biscuits, can- 
dy and chocolate, and J. Walter 
Thompson Co. have terminated 
their client-agency relationship 
“by mutual agreement,” and 
Johnston has appointed Al Herr | 


Advertising Agency, Milwau-| 
kee, to handle its account, ef-| 


fective April 1. 


FTC Rules on Otarion Pacts | 


The Federal Trade Commis- ee 


sion has accepted a consent set- 
tlement which prohibits Otar- 
ion Inc., Dobbs Ferry, N. Y., 


from making or enforcing con- | 


tracts which prevent its deal- 
ers from handling competing 
products. Similar orders have 


previously been issued against || 2 
other hearing aid manufactur- | 


ers. 
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OF INDUSTRY 
AGRICULTURE 
CIVIL SERVICE 


MAKES SPRINGFIELD, ILLINOIS 
A TOP TEST MARKET 


AGRICULTURE, INDUSTRY and CIVIL SERVICE give Springfield — Capital City of Illinois 
— a diversified, balanced economy that’s ideal for market tests. 


For best test results, use the dominant Illinois State Journal and Register — 100% coverage in 
Sangamon County (Springfield) and 60.8% in the entire 11-county Springfield market. R. O. P. 
Color, too! Black and 1, 2, or 3 colors — brilliantly reproduced on our new Goss Headliner Press. 


Alinnis State Journal and Register 


For a comprehensive analysis of the Greater Springfield Market, write for free booklet. Address: Irvine W. 
Reynolds, Financial and Business Editor, The Copley News Service, c/o Illinois State Journal & Register, 
313 South Sixth Street, Springfield, Illinois. 


RS. Fat eS oma * EB Re alee 
“The Ring & of Truth” 
COPLE Y NEWSPAPERS 15 “Hometown” Newspapers covering 
Springfield, Illinois — Northern Illinois — Greater Los Angeles — and San Diego, California. . . 
Served by the COPLEY Washington Bureau and the COPLEY News Service. 
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Another true-to-life story about some make-believe characters 


Why wasn’t it all beer and 
skittles for Herman 


in Chicago? 


V Vion Herman Hermanschneider was a little boy, 


he vamoosed der vaterland and traded lederhosen for levis in Hinterlands, U.S.A. 


Herman worked hard. And Herman worked long. And later than sooner became 


Herr Director of the Heimgemacht Beer Co. ile Cy/ Though his business 
a> ae 


was small, he brewed one of the best brews this side of Bavaria. And sold it 
at a popular low price to thirsty hemales in Hinterlands, U.S.A. 

One day Herman began dreaming of new steins to conquer. ‘“Think how gemiitlich 
and gesoforth life would be,”’ thought Herman, “‘if all those parched Chicagoans were 
wetting their whistles ~- Aes with good Old Heimgemacht!” 

But Herman, being a wise old Hermanschneider, decided to look twice before 
leaping once into such a big puddle. So he called in his friend Joe, the pencil- 
wagging wisenheimer from the Chicago Tribune advertising stable. we: 

““Beerologically speaking,” asked Herman, ‘what goes with the prosit 


and skoal market in Chicago?” 
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“T’ll bend every effort to find out,” replied Joe, saluding. And here’s the 


pale dry truth Joe poured out: 
“Chicago chug-a-lugs its beer in true Student Prince style and downs 


over 4,000,000 barrels a year. But several factors complicate the 


selling of the market. For example, in contrast to most cities Chicago is a premium-priced 


beer town. It is estimated that higher-priced beer accounts for 60% of total 


sales. hopes Comparatively few local taverns handle popular-priced beer 
<4) 


—and those that do usually sell it at a premium price.” 


*‘And Chicago’s off-premise beer consumption business presents 
problems, too,”’ continued Joe. “‘Across the nation approximately 50% of the 
packaged beer is sold in grocery stores. But not in Chicago. It costs over $1,000 

kes, 

a year in taxes to sell beer in Chicago, “ so few Chicago groceries 
handle the amber brew and only 21% of the beer bought for home consumption 
is sold in grocery stores. 

““Most beer in the Chicago area is sold through liquor stores. And because 


of a large number of dry precincts and suburbs, many buyers order beer by brand 


=) 
HOW 


name by -sgren ‘ Many )), Because of the need for aggressive pre-selling 
through a heavy consumer advertising program, brewers who want to coast, or to play 
a small game, find that it isn’t all beer and skittles in Chicago.” 

*“Much obliged for the low-down, Joe,” replied Mr. H. “I guess it’s far more 
gemiitlich for Heimgemacht to stay in little Hinterlands and postpone taking 


» a 
on big Chicago until we can give it both barrels.” Se (es) 
~— \ 


Now, no matter whether you’re a big gun selling schnauzers or a little 


shot selling schnapps, you can sell a lot of them in Chicago. But before 
leaping into the Chicago market, it’s always wise to look up Joe. Nobody knows 
Chicago like the Tribune. Nothing sells Chicago like the Tribune. And Joe’s the guy 


to give the sometimes hard—but always true—facts to you. 


Chicago Tribune 
THE WORLD'S GREATEST NEWSPAPER “<FAeS -_ 
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Are P. O. People Getting a Phobia? 


As most of our readers know, we have been critical of post office 
operations, with particular regard to the shortcomings of first class 
mail delivery. And we still are. 

So when the Post Office asks Congress to increase postal rates, we 
are more than ordinarily interested. We look for some aggressive 
statements from Postmaster General Summerfield to the general ef- 
fect that if Congress will raise postal rates, the department will be 
able to improve its admittedly far-from-first-class service. And in- 
variably, we are completely disappointed. 

Postmaster General Summerfield, Deputy Postmaster General 
Stans, and all the top post office brass play the same old tune over 
and over again, to the exclusion of all other tunes: They want in- 
creased rates to wipe out or reduce postal deficits; they want the 
post office to “pay its own way.” 

This is, in itself, a laudable ambition, we suppose, but it is begin- 
ning to leave us just a little cold. Why are postal officials (Summer- 
field is not the first) so obsessed with the notion that the post office 
department must pay its own way? Why is there never any men- 
tion of improving the mediocre service which the department pro- 
vides? Why is the postal organization so different from all other 
branches of the government—which never seem to worry a bit about 
whether they “pay their own way’? 

The argument is that this is a service which is used in differing 
amounts by various individuals and groups, and those who use it 
should pay for it. Very good; but doesn’t this apply to all services? 
Why aren’t school costs paid entirely by those whose children use 
them, or national park costs by those who use the facilities? 

And why doesn’t the fact that these services are subsidized by 
the general public bother the officials who administer them? Don’t 
they have conscientious qualms about making the bedridden spinster 
in New York pay taxes which partially go to support schools for 
others’ children, and public parks for gadabouts in California? 

The morality about paying for what you get apparently does not 
bridge the relatively short distance between the offices of the Post- 
master General and the secretaries of agriculture and labor in Wash- 
ington. For instance: 

The Chicago Daily News’ Washington service, which has been rum- 
maging through the proposed federal budget, reports on the Bureau 
of Employment Security of the Department of Labor, which supplies 
farmers with seasonal workers from Mexico. 

“This program,” say the budget scanners, “devised solely for the 
convenience of American farmers, cost the taxpayers $1,957,000 in 
1956. They want $2,683,000 for 1958.” 

Has anyone heard any cries that those farmers who use the service 
should pay the costs of this bureau? And how does this differ, except 
in size, from the post office operation? 


The Great, Unsullied Outdoors 


The Great Debate about whether there shall be signs along Amer- 
ica’s roads strikes us as pretty pointless. We think that the federal 
government has a perfect right to draw up reasonable terms under 
which it will advance money to the states for highway construction, 
and that such terms ought to include engineering and esthetic con- 
siderations, as well as some ideas on maintenance, speed controls, etc. 

But we don’t think a prohibition against outdoor advertising (or 
what would amount to the same thing) is reasonable. No one wants 
the roads to look like the cartoonists’ notion of a “billboard alley,” 
we're sure; and responsible outdoor advertising interests would prob- 
ably be the first to agree to reasonable regulations. 

And the argument that reasonably placed signs are a safety hazard 
is extremely tenuous? In fact, an Iowa traffic expert says that high- 
way signs make for safer driving. So why can’t local authorities 
decide, within broad general limits? 
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—Gerald J. Weipert, Gary Advertising, Detroit. 
“They’re all in a tizzy. Liberace wants to give a testimonial for 
Marlboros.” 


What They're Saying 


Better Terminal Facilities 

A study of the reading habits of 
213 business executives by the 
American Management Assn. 
shows that a high percentage of 
executives spend up to four hours 
a day reading. Sales executives 
read the most. Those who read the 
least appear to be financial execu- 
tives. The average executive does 
more reading than the average stu- 
dent. The report makes a good case 
for the need of increasing our 
reading skill; but more important, 
it makes a case for finding a way 
to get rid of the useless verbiage 
that clutters up the magazines, 
books, reports, and letters that 
come to our desks. If the reading 
time spent by the executives in 
your company could be reduced 
even one-third by more concise re- 
ports, to-the-point letters, better 
edited magazines, books, and news- 
letters, it would save millions of 
dollars’ worth of time now being 
wasted. But there will always be 
those who use 20 words to say 
what could be better said with 10. 
Some people just can’t say what 
they have to say and then stop. 
We all need better terminal facil- 
ities. 


—Editorial by J. C. Aspley in Amer- 
ican Business, March issue 


Inside Job Needed 

Bait advertising is the real cause 
of much price cutting. It saps the 
vitality of our entire appliance re- 
tailing structure. The store which 
sells exactly what is advertised 
(and the great majority do) must, 
to compete, offer a nationally ad- 
vertised tv receiver for less than 
a fair price, thus netting a smaller 
| margin. 

The risk is that, if unscrupulous 
members of the industry should 


force government intervention, the 
industry could get a strait jacket 
put on it by the FCC or the local 
BBBs to such a degree that no in- 
genuity in merchandising is possi- 
ble. Let anyone who merchandises 
liquor tell you how government 
regulations have affected their ad- 
vertising. 

The tv industry can and should 
control these practices on an in- 
dividual basis, free from legal 
complications. The industry will 
find it more advantageous to adopt 
reasonable restraint than to con- 
tinue inviting action by govern- 
ment and other agencies. 


—Market Memo, by John S. Meck, in 
Electronic Week, March 4 issue. 


The Balm of the Bee 

Mankind may be teetering on 
the brink of its greatest boon since 
the invention of ice cubes—a cure 
for the common hangover. The 
New York State Agricultural Ex- 
periment Station announces that a 


|couple of tablespoons of honey are 


a certain sober-upper and a means 
of easing morning-after anguish. 
From this hive of prophecy we 


| foresee the day when the balm of 
| the bee will replace the hair of the 
| do 


| 


—Editorial in the Journal-American, 
New York. 


Recipe for an Adman 

A good advertising man is a 
good city editor Burbanked with 
a cash-register complex. He 
should be a romanticist on top and 
realist on bottom. He should be a 
humanist, a realist, a register- 


ringer all in one. A mental merger, 
\a blissful blend of Star Dust and 
| Pay Dirt. 

—Hal Stebbins, president, Hal Steb- 


bins Inc., Los Angeles, speaking at the 
San Francisco Advertising Club. 


Advertising Age, April 1, 1957 


Rough Proofs 


Frederick M. Sutter, NADA 
president, refers to the skunks in 
the automobile business. 

He means they’re smelling up 
the place for the legitimate oper- 
ators. 


. 

Ben Strouse thinks radio ads 
are so good you could build a 
whole program with nothing else 
but. 

Composers of successful singing 
commercials will please rise and 
take a bow. 


. 

Canada’s blue law is _ being 
tested in court by the Toronto Sun- 
day Telegram, 

The lawmakers probably forgot 
that most of the work on a Sun- 
day paper is done before Sunday. 


You’re a real old-timer if you 
can go back with 89-year-old Ear- 
nest Elmo Calkins in his Esquire 
article and pick Force’s “Sunny 
Jim” cereal campaign as one of 
the ten greatest in advertising his- 
tory. 


In its forthcoming review of 50 
years in the appliance business, 
Electrical Merchandising may want 
to tell how hard it was to persuade 
women to abandon the tub and 
washboard in favor of the power- 
driven washing machine. 

> 

The new 10¢ newsstand price 
for the Journal-American and 
World-Telegram will test the loy- 
alty of metropolitan readers to 
the heroes and heroines of the 
comic strips. 


© 

“All successful courtships re- 
sult in a name change,” philoso- 
phizes Retailing Daily with a bow 
to its industry as it prepares to 
assume its new title of Home Fur- 
nishings Daily. 

. 

Tragedy stalked the television 
screens as the cameras portrayed 
the sobs and tears of high school 
students witnessing the valiant but 
losing efforts of their teams in state 
basketball tournaments in the Mid- 
dle West. 

. 

Recognizing the shrinkage of the 
once proud U. S. dollar through in- 
flation and taxes, the Department 
of Commerce carefully reports a 
50% increase in “real” incomes 
since 1929. 


7 

“Washington is full of surprises 
these days,” says Station WRC. 

Like finding a congressman who 
is determined to reduce swollen 
government expenditures? 

- 

Dinah Shore is plugging the 
Chevrolet prize contest on her tv 
show, and unfortunately the top 
prize to be awarded isn’t going to 
be Dinah Shore. 


. 

History was made on the AT&T 
closed circuit telecast for the Yel- 
low Pages campaign when Andrew 
Heiskell of Life, Mort Bailey of 
the Post and Ed Sullivan of Bet- 
ter Homes appeared together and 
demonstrated complete agreement 
on every subject discussed. 
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CW, with 27 full-time editors, 180 
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while decisions are being made. 
Be there, be heard ... be sure. 
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Broadcast Promoters 
Plan Monthly Mailings 

David E. Partridge, head of the 
Broadeasters’ Promotion § Assn., 
New York, has announced that the 
group will start sending four 
monthly service bulletins to mem- 
bers. The mailings will cover sales 
promotion, audience promotion, 
merchandising and promotion per- 
sonnel placement. 

Coincidentally, Mr. Partridge re- 


ports that Ell Henry Jr., director 
of publicity and promotion for 
ABC’s central division, will serve 
as chairman of the BPA 1957 con- 
| vention committee. Responsibility 
for the monthly bulletins has been 
assigned to Jim Allen of WBZ-TV, 
Boston; Gene Godt, WCCO, Min- 
neapolis; Jack Frazier, Crosley 
Broadcasting Co., Cincinnati, and 
John M. Keys, WMAQ and WNBQ, 
Chicago. 


Excerpt from Starch 51st 


Magazine households surveyed own 
one or more automobiles. Each 100 
gis Magazine households own 
122.4 automobiles. In the car 
ownership classification, The 


Elks Magazine leads all others 


appearing in the report. 


1,180,296 Elks comprise a mass market 
with class incomes the median of which is 
$6,050. The Starch 51st Consumer 
Magazine Report gives the complete picture. 
Just write or phone to see a copy. 


THE 


' MAGAZINE 


New York + Chicago + Los Angeles - Portland, Ore. 


Lots of Art, Product 
Use Feature Top Ads, 
Conover-Mast Finds 


New York, March 26—Virtually 
all high-rated advertisements are 
illustrated. 

82% have illustrations that take 
up half or more of the space of 
the ad. 

45% of high-rated ads show the 
product in use. 

These and other facts about ads 
that get high ratings are presented 
in an analysis of Starch ratings of 
advertisements appearing in Insti- 
tutional Feeding & Housing, a spe- 
cial research report just released 
by Conover-Mast Publications. 

The brochure goes beyond the 
usual idea of presenting an album 
of high-rated ads. It suggests why 
the ads receive high ratings. 

The study shows 64% of high- 
rated advertisements show reader 
benefit in headlines. It points out 
that business paper readers do not 
read for amusement, but for ideas 
that can be put to use. 

“The easier you make it for [the 
reader] to grasp the idea,” it sug- 
gests, “the more successful your 
advertisement will be. His only in- 
terest in your product is what it 
will do for him. So, if you can, get 
the reward into the headline.” 


s In addition, it is pointed out that 
“usually there is no relationship 
between number of inquiries and 
Starch readership ratings. An ad 
may be high in sales impact and 
produce few, if any, inquiries. On 
the other hand, an ad with a mod- 
est readership rating may produce 
many inquiries. Inquiry production 
depends upon many factors, among 
them the aim of the advertisement, 
what is offered, and the newness 
of the product.” 

But the study emphasizes that 
“the end-all and be-all of adver- 
tising that pays off is not high 
Starch ratings. 

“You advertise for only one 
purpose—to sell goods. High Starch 
ratings, per se, do not mean that 
you got your money’s worth. But 
very low ratings provide assurance 
that you did not.” 7 
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from New York to 


Chicago when your 


destination is Albany. 


So why buy mass 


circulation to sell an 


“= q Sy important idea to the 


Pe ced 


7 a 
 — 


a BTTER. OEM FOR 


cous bs Sea 


* 


opinion-making public? 


Advertising Age, April 1, 1957 


Getting Personal 


“A Day of Infamy,” by Walter Lord, J. Walter Thompson Co. 
copywriter, is a dual selection of the Book-of-the-Month Club for 
April. Published March 25 by Henry Holt & Co., and first printed in 
Life magazine, the book tells what happened on Dec. 7, 1951, at 
Pearl Harbor... 

Station Manager Walter B. Haase of WDRC, Hartford, Conn., has 
been appointed a member of the international visitors committee of 
the Hartford Chamber of Commerce... 

Gwendolyn Wilson, in the tv-radio division of A. C. Nielsen Co., 
New York, will be married in June to Eugene D. Milener III... 
Priscilla Greene, secretary to James T. Aubrey Jr., ABC-TV pro- 
gramming and talent vp, was married March 1 to Carroll Howe... 


ARIZONA SUN—Soaking it up at Camelback Inn on the desert near 
Phoenix are Bowman Kreer, vp of Campbell-Mithun, Chicago, his 
wife and their son Tommy. 


Edward J. DeGray, ABC-Radio vp of sales relations, is passing out 
the cigars again. This time it’s a third daughter, fifth child, born 
March 13... 

Emily Whitehill, of the accounting department at Kudner Agency, 
New York, started out her 25th year in the agency business as guest 
of honor at a luncheon meeting of Kudner’s Quarter Century Club. 
She began her career with Erwin, Wasey & Co. in. March, 1932, 
and was one of the original group joining Kudner in 1935 when it 
was founded... 

F. Bourne Ruthrauff, Ruthrauff & Ryan vp and account exec, is 
chairman of the advertising division of the 1957 Red Cross campaign 
for members and funds for the New York chapter. . . Robert B. 
Brown, president of Bristol-Myers products division, is chairman 
of the celebrity committee of the May 7 celebrity cocktail party and 
dance to benefit the New York chapter, Arthritis & Rheumatism 
Foundation. Bristol-Myers is sponsoring the event as a public 
service. .. 

A daughter, Jane Ellen, was born March 2 to Mr. and Mrs. Wally 
Fisher (he’s with Office Appliances magazine). Mrs. Fisher, the 
former Nancy McAleer, resigned recently from BBDO after six 
years. .. 


SHIPBOARD MEETING—A surprise meeting on the S.S. President Wilson 

brought together Mr. and Mrs. Warren C. Platt (at left) and Mr. 

and Mrs. Jay Jenkins, both couples on their way to the Orient. Mr. 

Platt is founder and former publisher of National Petroleum News 

and Petroleum Processing, now published by McGraw-Hill. Mr. 

Jenkins is president of Jenkins Publishing Co., Los Angeles, pub- 
lisher of Western Metals. 


Harold L. Goldman, advertising director of the Westchester News, 
has accepted the Westchester chairmanship of the fourth annual 
Arthritis Telethon. . . 

Carmella Cucolo and Joseph Santa Lucia, assistant sales manager 
of Aluminum Co. of America, were married Feb. 23 in Spring Valley, 
N.Y. .. A June wedding is being planned by Patricia Ann Welling- 
ton and Robert Morgan Barron of Crosley Broadcasting Corp., New 
York. .. 

Dorothy Sarnoff, Broadway musical star, was married March 15 
to Milton H. Raymond, Dowd, Redfield & Johnstone vp, New York. 
The bride has appeared in four Broadway productions, including 
“The King and I.”. . 

Karyl Kudner, daughter of the late Arthur Kudner, founder of 
Kudner Agency, will be married in June to Wyatt Albion Armfield 
Jr... Announcement has been made of the engagement of Nancy 
Deane Day to Donald B. McCammond, in the pr department of 
Reynolds Metals Co., Richmond... 
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ACT NOW... 


to Get Your Full Share of the “Bigger Half of the 
PLUMBING-HEATING-COOLING Market! 


BIG PUSH HIGHLIGHTS... 
May Issue 


Announcement of BIG PUSH Remodel- 
ing Sales Contest, with a motor truck 
and scores of product prizes to the men 
who do the best selling job this year. 
Top sales incentive for your products! 

The Challenge of Competition in re- 
modeling. The suede shoes boys are hot 
after the business! Domestic Engineer- 
ing readers win, and win the sale for 
your products. 

The past merges with the future in the 
BIG PUSH issue, translating Bay City 
facts to practical merchandising. The 
post-graduate course in selling remodel- 
ing! 


Me ee 0 i RE cia aoa en 


Your destiny in 1957 depends upon your ability 
to sell the men who sell remodeling. 


This is true . . . because this year, for the first 
time, remodeling becomes the “bigger half” of 
your market, as well as the more profitable half. 
Remodeling is the hottest subject today, the rea- 
son for naming May as “Plumbing-Heating- 
Cooling Month.” 

Domestic Engineering offers you the men who 
sell remodeling. They have been pre-conditioned 
for your advertising by Domestic Engineering’s 
past triumphs in remodeling. The famous Bay 
City Story, for example, first delineated the re- 
modeling market. Last year’s Book of Remodel- 


EST 


aks 


a 


ing first showed the industry how to sell it. 


The May BIG PUSH issue will be best of all, 
presenting the post-graduate course in remodel- 
ing to contractor-dealers and wholesalers who 
realize their opportunity and are avid for infor- 
mation. Avid for information on your products, 
if they are suitable for any kind of remodeling— 
residential, commercial, institutional, industrial. 
It’s your job to give them this information. 

Destiny doesn’t drag its feet! Only two weeks 


to reservation deadline for the hottest issue on 
the hottest subject. Wire collect, now .. . or 


CONSULT YOUR ADVERTISING AGENCY! 


"INDUSTRIAL - COMMERCIAL - INSTITUTIONAL - 


wd m Sin! 1 ol > Steal (iia a pes igh Le td eae cate) lon Me lel i a. 2). Se ee - a, was — ae i ey ely oN ey : ein 
Poe a ae ee ie - Bah es ag ane, OP ons = ae a MT ns ne or we Bo mites eae poe ee Re ae ae SE ce om eee) a ee 
(8 aisles 8 ees SS eR ete) oe 2 ot SE cg Remus ts SA ge SCY ae eae a pee. > ema va : Oren) See “Oia eaner ae wee 6 
; : es St os a i at - a tee aa oe se ater eh Si ee ae a NS ou te to pee day 2 kee ae fy, a ee a ae 8 
ee a fe Be halk eee hi ¢ ea "lk a ae = ee Se ears oe ae ae Ee _ eae 8, ee 
eee ee tee, ae se mt ce oo eae > amet st meee ee a ee. gee. anne cee he 
eet! ey | ere ei ae Sa al ee Me A gM Sn Kt eee NE Bg Sn. arene eae See Janae mente ac: Mian i = ae nee 
ge ir a A ee PR sek Se et 0) a ae ise See — FE 2 RS eo ca Se aa a eet 
a * ls ee P d ; ; : F . gt ? es 
ee hina : we Be hs ; ‘ 5 , ; Me ce Ret a : ; 
¢ . ea ee % : _— woe - 2 rf ie ne 2 ee _ rf » Fd ae, Ss —_ 
eo: oo hte : . el r. me “SS y Pe he f tgp emt os hs eee rome eet en ak ag = Br 
est S. See . ere, ; ; : = ~ eS ha ee =: Semaine ae Ma eer ear ae oor: an Meg 7 a gS ae ee . 
ee PR co > Aes, Te a > tei all SS wieteae 2 e pres oa ec f ae wets A jae ® oe nigie as ae a 
Back | oe tee eS “ : - ; S Sagal ae i ‘weg a7 aif oii * 
ets, ; hag ays * via a be ame . oe ee, Pes an ia aes a 4" a eel = : 
‘a < a fae sal me ey : ce eee ee a a vai: ee _ 7 
i“ i See - I oe ’ “4 = . we ae ee hi ae ar eee, - 
aa : & . ag : , “4g i al = : 4 . ae, 2 net i. 4 angeles . a 
| i 3). an By a. i igads 
a Sis eee a =e 4 3 4 ~ i 
ee Loe a ie ae © . ere F Plain ~~ Ge >, = 
b ip = 3m - ( Bing |] be OK = \ 
—— - « a a. ; oe a ~ ae a : 
—— Ee ‘ F aad -3 er eee” : 
fae Kay ; | i! AES °Ating ~ — eA Odea . ae 
ge ee ee ae = ary ° a aver 
<a <a : a ° aaa. aye: 
: é % F ae » 
i sig ul tT . a nelit y oS See 
“a ae ip aan i . a e oa hii = aes 
i — — one ‘ g ——— Po. 
eee d : fe I i _ or Se i a ee 
ine i = Bs, a , : (oe See Ne 
we . ————— _ r ntl ay . ae ems. a Eek =| 
ie a iy 7 ‘ oo? : ie ° Fi ea f Bec. | 
- was ox, - e / - one. t ee ow Mea 4 : ae i 
Lp Ss: f p* * ie, apy > Bi vag oe 2 
ack “7 Saale : y ] 9 : ake hc | 4 
eee Bi Poe : - ; <c ° : * : ia a 
ene, ! = % F = a Rie oe f 
“4 eS eS ry n Bry rg Sh Re ¥ aoe id = 
PS = = a Pe : ie ae 
ae ces: = aes =a NG 
a his % a co IS Eee 
ares 2S y a Wea Fy ; : " wae 7 
i Ae y wt it oe 
, : ey “eis a bec bie P 
a “ta i po a2 
yt “it " = fa “oo My sa he us a 33 Bae i. 
a sit + ¢ «ey ; - — | » 
em "a rake oe) . : _— 
Bie ee ae: 4 2 ia 
wg et) i a . r a i 4 as a = q 
ae <a ae \ 
Rie igi \ : ; if ee 
/ . Fis 5 Ti a 
a ia 4 f j oo oy ey 
| : if see a Matas 
‘ee — sk ia 
aie "5 ie eas. ae 
we Th a ey 7 zi “ ok DR 
: 1 a ee. 
; ma 5 bi re 
. a a teal re 
. iH & tee 
s 4 i} i 
: : No UE Ke 
| f Nc} ye : 
r ‘ 2 i oe 
j ‘ amy ace: - pia ae 
cise ies: 3 : ' a, 
Le, Cree oe ae . ; _ Bee 
et oh ers 2 ay ® es , = ieee ow 
Hing aie . ‘ ., ean 
re ore _f gS rd 7 ee 
e * ; Pe om 
# re he? RE s a ~~ 
oo ‘ . a , 2 
iv APs : ; On 
Kae rei. cdl ‘ 7 5 
=f; : ‘ : ’ . k i E ; 
a a Ln es e 
et pe : 7 aac 
ee engin : ale G i ‘ bee aes 
ree i a aa * a v a os 
r e an ; A ae ig, s - | 7 
ae 27 e : Carat. e ‘ he — | 
ead fe ; : — non : 
it gs, whe . ; , ‘g ee 
Gea ee . part y ee Sst ain ge : mere i ; 
ioe - a 
tt he! 
a & ill 
rs QO 
os “4 
Bs: Be ; 
oe Hetes 
Be a 7 
ig ae 
i et ee 
= a 
BE oe 2 
‘tas fe) eG 
Te = 23 
(te _ 
“_ 
Wee 
Dae ea 
- ee pe 
eee ‘Dene 
C5, e3 R 
yO. 
‘sda cee 
be 7 
(ed ae 
& ae 
f. se 
he 
Pei 
rete 
Cer : 
one 7 
ety 
a : 
Ad : 
ey ao 1 Ee 
= ae = 
ea <= i= 
pe: ee 
ie : 
ay 7 
an 
me oe 
3 : tk. 
La E Tee 
or i‘ Ee ; a . act ats Fie Ochs bs gt Asta : “ % Z : ay Ca : . ) 3 hae = ee = ote ssi 
ic j { i es eee Pay oe 
= RRR > =~ —_ - * “ah ; its, ; ne eon — game | r grr J " =~ oO ee " ie ae 
ery f 1 ; : “= oe ies 
ie a ot: : Vv x 7 } | N pnd j $ mas = fe # f A g AR : cea) : 
Be, - C= 7 “~ : ] Seis | 5 { i ag; eee 
se ‘ f : % ' = om | & ; : es ee 
me 9 - | : : A 4 ° y - k * m Fs H #| us } - Z ci ak Cecke a aly 
5 “ oe we > od ~ > ee - ~~ a ry he OT, SO ck Oe ee ee vor : an ris 
pay ait é eee. e : : 7 Jes 26 id to ie " is ae a % a = ¢ + i 3 ida 
cay f “o : . A a gel ° * , A re : ES = 
a ; | rt Bapig 
= : : 1801 PRAIRIE AVENUE CHICAGO 16, ILL Lt Fas 
ae Mt irs : a ee bed - ‘ ‘ oe ei Whee Oe SS eee fe ae eee 
is IR CONDITIC _— SULATION - APPLIANCE i 
Be oe RESIDENTIAL —™ = 
een CE: .--rrmemers 3p ae Ree ee LS ee a 
are Nae om ii mp Tacs = NN eS eA oe a iO Se ey ~ oy ee onl! 
Par : . ‘ " ete 8 ee os ee sa We ‘ ge MT cca ne P z 
: Be a a “ ge ae : eer ic gee = oa | é et eer eee ty at ee ee 45 8 i Peet LP a ee et 
Ce ee ene ee ee en. ee ee ee Le pores OL ae sate aa S Bee Side yys ke AE dae iblog och slat Sake Be Nt ae ee et eres 
Ee ee yee pie nl Se Fe eae i hts ‘geen oS Dole 05 Sea aie: Boe ee oe eae oe EF Prana eta! ee ree Pg ae eee : Rests PU nick roe eh ate e 
_ ate ss aiid » sige = a ; Mee eek te iy At < inte Oa iy. ck ' : tied mi j j eh OE aes: Ee er Ea > ey Pes ce Moerman AE eg ee 
Se. 23 ie laa co te bt ee > ee ee Neha oe eee Te ae gle Wee pe fo te eer rae geo” s’ "> + eee - 2 lat | oe Pec ie 5 ee 
TT ee eae ee Boh ial Fo NEY <2 i oo ah ae eee ee, ee Eee gee 5 ee repeater OS G8. 2 ea laa oA eae 
et A ee ee Fe Weise ery aay > eine cy ‘Apes Cee ers Oe ea ctl 8 Se ee Nee So She es | omy Sherk De ree tr igkeea tae 2 


CIRCULATION GUARANTEE 
1. True Story 2,500,000 
2. TRUE CONFESSIONS 1,300,000 
3. Modern Romances ......... 1,000,000 


PERCENTAGE ADVERTISING LINAGE INCREASE 
1. TRUE CONFESSIONS (5,809). 24.6% 
2. True Story (3,290)........ cee om 
3. Modern Romances (654)....... 2.0 


Jan.-Mar. ’57 vs. Jan.-Mar. '56 


FACT NO. 13 


COST PER M — MARRIED WOMEN READERS 18-34 
1. TRUE CONFESSIONS (769,244) $4.48 
2. Modern Romances (581,260).... 4.76 
3. True Story (1,338,591)......... 5.45 


COST PER M — MARRIED WOMEN READERS 18-24 
1. TRUE CONFESSIONS (357,465) $9.65 
2. Modern Romances (268,856) .... 10.28 
3. True Story (642,524) .......... 11.36 


COST PER M— WOMEN READERS 18-34 
1. TRUE CONFESSIONS (995,004) $3.47 
2. Modern Romances (769,750).... 3.59 
3. True Story (1,720,952)......... 4.24 


oS ee 
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FACT NO. 2 


CIRCULATION DELIVERED 12/31/56 
1. True Story 2,688,987 
2. TRUE CONFESSIONS 1,382,853 
3. Modern Romances 1,083,849 


There’s romance 
in the cards 
for 


media 
buyers! 


Te Gifeutiy tO 


Ate, Young “mtn 


COST PER M— WOMEN READERS 18-24 
1. TRUE CONFESSIONS (511,296) $6.75 
2. Modern Romances (400,959) .... 6.90 
3. True Story (914,256) .......... 7.98 
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_ FACT NO. 3 


PERCENTAGE SINGLE COPY SALES TO 
TOTAL CIRCULATION 


1. TRUE CONFESSIONS (1,245,487) 90.1% 
2. Modern Romances (709,387)...... 65.5 
3. True Story (1,458,294)........... 54.2 


me More and more top media buyers are finding out about 
he millions of unduplicated young homemakers and 
mothers they can reach only through the romance 
agazines. New advertisers are continually adding 
these magazines to sell their products to this big-buying 
@emarket for food, clothing, cosmetics, babies’ and 
hildren’s items. If you are interested in this vast 
maudience, all three leading romance magazines should 
arry your advertiser’s story. If the budget has room for 
pniy two, check the cards and you'll be convinced 

hat TRUE CONFESSIONS must be one of them. 


° 
°, TRUE CONFESSIONS 


* on the air... 
° 5 days a week 
> 25 minutes 


°, NBC Radio Network 


rue 


A FAWCETT PUBLICATION 
NEW YORK + CHICAGO + DETROIT 
SAN FRANCISCO * LOS ANGELES + MIAMI 


Sources: Publishers’ Statements to ABC, December 31, 1956 
Standard Rate & Data Service, February, 1957 
Starch Consumer Magazine Report, May, 1956 
Printers’ Ink 


NO. 9 


COST PER M — CHILDREN UNDER 18 

1. TRUE CONFESSIONS (2,337,022) $1.48 
2. Modern Romances (1,766,674)..... 1.57 
3. True Story (4,463,718)........... 1.64 
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COST PER M— 1 PAGE, IT, B/W 
1. TRUE CONFESSIONS ($3,450). $2.49 
2. Modern Romances ($2,765) ..... 2.55 
3. True Story ($7,300) ..... ssceeus aan 


COST PER M— 1 PAGE, IT, 2-COLOR 
1. TRUE CONFESSIONS ($4,140). $2.99 
2. Modern Romances ($3,460)..... 3.19 
3. True Story ($8,762)...... FYRy we 


COST PER M— 1 PAGE, IT, 4-COLOR 
1. TRUE CONFESSIONS ($4,830). $3.49 
2. Modern Romances ($4,200)..... 3.88 
3. True Story ($10,585) ..... bie as ee 


COST PER M — CHILDREN UNDER 2 
1. TRUE CONFESSIONS (359,542) $9.60 
2. Modern Romances (260,124)..... 10.63 
3. True Story (672,247). ..s2ceec+s 1086 


COST PER M — CHILDREN UNDER 5 
1, TRUE CONFESSIONS (843,540) $4.09 
2. Modern Romances (661,148).... 4.18 
3. True Story (1,613,392)......... 4.52 
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Wires, Advertising, Freedom from FCC 
Feature Telemeter’s New Toll TV Scheme 


(Continued from Page 3) 
sons: 

1. Technically, there has been 
much work to be done to get 
equipment that would be reliable 
over a long period of time, and 
competitively priced. 

2. Politics that have caused the 
FCC to take time before making 
known its position on pay-as-you- 
see. Various petitions and exten- 
sive literature have caused them to 
delay a decision, but “it appears 
reasonably clear the subject is high 
on the agenda for the near future.” 
Mr. Novins feels this will result in 
experimental authorizations. On 
the other hand, he said, Telemeter 
is a closed circuit operation and 
does not require FCC approval. 

3. Economics, with such giants as 
motion picture and tv people op- 
posed to pay-as-you-see tv. How- 
ever, theaters continue to close and 
exhibitors are changing their at- 
titudes and now are interested. 
Syndicated films, steadily rising 
costs, and the stabilization of the 
number of sets is having its effect 
on the tv industry too, he feels. 


s Mr. Novins said there is nothing 


Government Business Is Good Business! 
Get your share through time-tested 


Official Journal of AFCEA 


pubeset 9 ints a year 


Through the ipenpensize pages of SIGNAL 
— reach the 10,000 primary Defense 

uyers and sub-contractors who, as mem- 
bers of the Armed Forces Communications 
and Electronic Association, firmly rely 
upon their “house organ” for authoritative 
information and news of current develop- 
ments. Equipment needs, technical im- 
provements, case histories authored by 
experts—SIGNAL feeds it to ‘em, and 
how they do eat it up! To skim the very 
cream of Government communications 
orders, advertise your wares and services 
in SIGNAL. 


No wasted ammunition here 

.. every shot goes home! 

Investigate this Bee-line 
route to profitable 
Defense business 


Wm. C. Copp & Associates 


1475 Broadway, New York 36, N.Y. 


academic about the new Telemeter 
System, and that beginning this 
week talks will start with exhibi- 
tors and community tv operators. 
“We are able to talk business,” he 
said. He reported Telemeter equip- 
ment will be leased on a percent- 
age of receipts basis. 

As Paul McNamara, Telemeter 
vp, described it, the distribution 
system for Telemeter consists of 
coaxial cables connecting the 
transmitting station to subscribers’ 
homes. Amplifiers are spaced along 
the cables to overcome the attenu- 
ation of the signals through the 
cable. Franchise holders are ex- 
pected to make arrangements with 
local telephone companies for the 
use of their poles. Cost of this was 
estimated at “from $25 to $50 per 
subscriber.” 

Leasing, installation and servic- 
ing of a Telemeter attachment for 
a subscriber was estimated at $100 
each. With the attachment, the 
subscriber turns on his tv set and 
attachment to hear the barker an- 
nouncing what is playing, its price 
and times of showing. The attach- 
ment then shows the price, and the 
subscriber puts in coins required. 
If he overpays, this is credited on 
the next program viewed. 


® Telemeter services the subscrib- 
er once a month to remove the cash 
drawer and a record of what pro- 
grams have been viewed. The 
record is tabulated to determine 
payment due to suppliers of enter- 
tainment. 

The Telemeter attachment to a 
set can be made in less than five 
minutes, it was said. It provides 
three channels at frequencies be- 
low the normal vhf band, and 
thus not available to the subscrib- 
er’s set before payment. After pay- 
ment a converter changes the sig- 
nals to channel 5 or 6. 

The transmission package con- 
sists of a master control console 
containing complete audio and 
video facilities for both film and 
live presentation. Without film 
projectors, the package is priced at 
less than $10,000. * 


Liquor . Importer Names Kimball 
ennis Huppert, New York, 
liquor importer, has appointed Ab- 
bott Kimball Co. to handle nation- 
al advertising and public relations 
for Boissiere vermouths and Mer- 


cier champagne. 


in gravure 


CR eT aa ee a eS 


—— 


for national advertisers 


- America’ 8 Finest Photoengraving Plant for Letterpress and Gravure 
OE Jel 


pe ot ER ie ole ee 


mL ape cea ioe 1p bles 


EDWIN L. FLETCHER has been ad- 
vanced to research director of Rus- 
sel M. Seeds Co., Chicago. Before 
joining Seeds, Mr. Fletcher held 
top research posts at McCann- 
Erickson and Buchen Co. 


Use of Sex in Ads 
Sold Once-Unknown 
Brand, Says Roberts 


(Continued from Page 3) 
points since cave man days, in his 
opinion. 

Noting that as a key motivation, 
sex ranks right after appetite, 
love of offspring and health, Mr. 
Roberts said an honest portrayal 
would show sex as a natural force 
—not evil, as it was considered in 
Victorian times, or love as it was 
interpreted in romantic times. 


s “After all, we didn’t invent sex. 
Some of our earliest cultures show 
a thorough preoccupation with 
sex and a charming lack of 
inhibition in applying it to their 
art forms and methods of commu- 
nication,” he said. 

As an example of the power of 
sex in advertising, Mr. Roberts 
cited the campaign of Hartog, Los 
Angeles men’s shirt manufactur- 
er. He reported that although the 
ads neither show merchandise nor 
describe it, the campaign, which 
has been running for several 
years, has increased Hartog’s 
business 55%. 

“The campaign was designed to 
help Hartog’s salesmen open up 
virgin territories. In the begin- 
ning hardly anyone who saw the 
ads knew what the product was, 
but the sex content invited inter- 
est. One store owner in the Mid- 
dle West even sent a check for 
$500 with a note that read, ‘I 
don’t know what you sell, but 
send me an order for this amount 


of merchandise’. . 


Court Denies C-C Employes’ 
Plea for Plant Sale Receiver 

A motion by 623 former em- 
ployes of Crowell-Collier Publish- 
ing Co., New York, for the ap- 
pointment of a receiver for the 
proceeds of the company’s recent 
sale of its printing plant in Spring- 
field, O. (AA, March 25), has been 
denied in New York supreme 
court. 

The employes of the suspended 
Collier’s and Woman’s Home Com- 
panion, who seek more than $1,- 
000,000 in severance and other pay, 
filed the motion for fear that the 
sale proceeds might otherwise “be 
lost as a source of satisfaction of 
any judgment that we may receive 
against the company.” The court 
said Crowell-Collier “has far more 
valuable assets than the property 
being sold, and from all appear- 
ances it would be able to respond 
to any money judgment.” 


Robb Heads MacLaren Branch 

MacLaren Advertising Co. Ltd., 
Toronto, has appointed James R. 
Robb manager of its new branch 
office at 635 Ouellete Ave., Wind- 
sor, Ont., which opens April 1. Mr. 
Robb formerly was a MacLaren ac- 
count executive in Toronto. The 
agency also has branch offices in 
Vancouver, Winnipeg, Montreal, 


Advertising Age, April 1, 1957 


ALABAMA 


ARIZONA 
ARKANSAS 
CALIFORNIA 


COLORADO 
CONNECTICUT 
FLORIDA 


INDIANA 

IOWA 
KENTUCKY 
LOUISIANA 
MARYLAND 
MASSACHUSETTS 
MICHIGAN 
MINNESOTA 
MISSISSIPPI 
MISSOURI 
NEVADA 

NEW HAMPSHIRE 
NEW JERSEY 
NEW MEXICO 
NEW YORK 
NORTH CAROLINA 
OHIO 


OKLAHOMA 
OREGON 
PENNSYLVANIA 
SOUTH CAROLINA 
SOUTH DAKOTA 
TENNESSEE 

TEXAS 


UTAH 
VERMONT 
VIRGINIA 
WASHINGTON 
WEST VIRGINIA 
WISCONSIN 
WYOMING 


Ottawa and London, England. 


FAMILY WEEKLY SATURATES 
THESE 156 STRATEGICALLY 
LOCATED MARKETS: 


Anniston, Dothan, Florence-Tuscumbia-Muscle Shoals, Gadsden, 
Huntsville, Tuscaloosa 

Yuma 

El Dorado, Hot Springs, Pine Bluff 

Bakersfield, Eureka, Monterey, Sacramento, Santa Ana, 
Santa Barbara, Santa Rosa, Vallejo 

Colorado Springs, Grand Junction, Pueblo 

New Hoven 

Daytona Beach, Fort Lauderdale, Fort Myers, Gainesville, 
Jacksonville, Orlando, Panama City, Pensacola, Sarasota, 
Tallahassee, Tampa, West Palm Beach 

Albany, Rome 

Boise, Idaho Falls, Lewiston, Pocatello 

Bloomington, Champaign-Urbana, Danville, Kankakee, 
LaSalle-Peru, Quincy, Springfield 

Anderson, Huntington, Marion, Muncie, Mew Albany, Vincennes 
Council Bluffs, Dovenport, Dubuque, Sioux City. Waterloo 
Ashland, Bowling Green, Owensboro, Paducah 

Bogalusa, Lake Charles, Lafayette 

Cumberland 

Lowell 

Grand Rapids 

Albert Lea 

Biloxi-Gulfport, Greenville, Meridian, Tupelo, Vicksburg 
Jefferson City, Springfield 

Las Vegas, Reno 

Manchester 

Asbury Park, New Brunswick, Trenton 

Hobbs, Roswell, Santa Fe 

Elmira, Poughkeepsie, Utico 

Concord, Fayetteville, High Point, Salisbury 

Athens, Canton. Coshocton, Ironton, Lima, Lorain, 
Mansfield, Middletown, Zanesville 

Ardmore, Duncan, Enid, Lawton, Muskogee 

Eugene, Klamath Falls, Medford 

Altoona, Lancaster 

Anderson, Florence, Spartanburg 

Huron, Rapid City 

Jackson, Kingsport 

Abilene, Austin, Big Spring, Denison, Denton, Galveston, 
Greenville, Kilgore, Laredo, Lufkin, Marshall, Midland, Paris, 


Port Arthur, San Angelo, Snyder. Texarkana, Tyler, Victoria, 
Waco, Wichita Falls 

Logan, Ogden, Provo 

Burlington 

Danville, Lynchburg, Suffolk 

Pasco-Kennewick-Richland, Walla Walla, Wenatchee 
Beckley, Bivefield, Fairmont, Parkersburg 

Racine 

Casper. Cheyenne 


re FAMILY WEEKLY MAGAZINE, Inc. 
153 NORTH MICHIGAN — CHICAGO 1 


- PETROIT 2: 3-223 General Motors 
2 CLEVELAND 1: 1066 Honno Building 
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A report of FAMILY WEEKLY 
progress in 1957 


In advertising, markets, 
and circulation— 


Mecady thie year —— 
ADD: 32 MARKETS 


ADD: 777,190 CIRCULATION 


ADD: $5 BILLION IN RETAIL SALES TO THE 
GIANT SUPERCITY MARKET SATURATED BY FAMILY WEEKLY 


MORE EFFECTIVE CIRCULATION: Since January first, <_o 
777,190 more families read FAMILY WEEKLY every ee 
week. Today, its total circulation of 3,983,901 delivers 
an average of NINE out of TEN families in 156 City 
Zones—and an average of 60% coverage of 512 pros- 
perous counties. Merchandisable coverage of 156 stra- | © 

ically-located markets. 5 
tegically-located e — 


BIGGER SALES POTENTIAL: Since January first, 32 
newspapers have started distributing FAMILY WEEKLY. 
These 32 markets have added $5,007,513,000 in re- 
tail sales, bringing the total in 512 counties effectively 
covered by FAMILY WEEKLY to a whopping $24,522,- 
807,000 — 13.2% of the U. S. total. 


MORE \EADING ADVERTISERS: Already in 1957, these Blue Chip advertisers, new 
to FAMILY WEEKLY, are helping to continue its dramatic advertising gains of 1956; 


FORD, WEBCOR, SWANS DOWN, JELLO, MINUTE TAPIOCA AND RICE, A. E. STALEY, 
BUFFERIN, N. Y. LIFE, BREEZE, KOOLS, MARLBORO, PHILLIP MORRIS, SAMSONITE, 


ADVERTISING 
GROWTH ; HAWAIIAN PINEAPPLE, SCRIPTO PENS, PALL MALL, POLIDENT, POLIGRIP, REYNOLDS 7 
MORE ADVERTISING, TOO: During the first METALS, PEPSI-COLA, CARDINAL CRAFTSMAN CARDS, INTERNATIONAL FURNITURE, é 
bien Ba bal c: B pe tie net WESTINGHOUSE (REFRIGERATORS AND FREEZERS), MODESS, AUNT JEMIMA, CASH- : 
129.5 same period in 1956, Check the list of Blue MERE BOUQUET, SCOTT TISSUE, REGUTOL, MAIL POUCH, RELAX-A-CIZOR, SCHAEFFER 
pages Chip advertisers who have added FAMILY PENS, CALORIGA SPRAY CO. 
bond WEEKLY to their media schedules. 


First quarter First quarter 
1956 1957 


ee eee a jp Se gg et el IR a I EE cor i ee Ol eo ee de met 
a ee a a <i Ba ty. c ee oe ie = - 3 a ss ee. CS eee om ag bo og: oh Ce iee ees \ eee Va fs iy ede ea oS ae ae 
ea oes eae ok See ee ere ne rs OS eee ee eee <diggh nae hy oareee. _ ae as oN eae ies. Bei 3 ee, eae 
sie ~ ‘ee _ eae eee oe 4 ay: ee = ae gs e bk ioe Na eos re RRR Oe EE ee aoe apse te we Pa aay ao eee ptt on - ee a ue 
a 
, - . 7 E 
. , e 7 ew awh eee eiat Ce: - “ 2 " a a 
| America's fastest-growing Sunday magazine a ioe 
we ——————————— eS Bee 
_ ‘ - ° ] , ee ; 
woe fine ee 
7 +: eat! ae po Srl . ® , si me = 
aa — 6 . — ige- 
; Nin’ —— orian | 7 
as mee Vi " j tot : 
F ss Pon. fe ees. : 
- ad ial ae ; ate 
_ a ue ) él ee 
i Sen ‘i ee 
p 4 epee ists 
oe “gee ae 
3 a ‘ .% 
bao ‘ ‘ es ey 
a — P rs 
a) 7) 
: J “a " 7 P a? , F 
Be, —— = ee: a Sines 
<e ll . ee fe 
re ‘ Seg e a «a <gy 
ie ‘ x Scr ie p ] 3 ree 
e 3 " - i ae i : oe S 2. . r* vs a 
; oad Ahh ees, 
ve ae eR a 
Re x . - ae ee. * fh poe * 
ee f co _> - a = 
ie ie lcall ?. Le “> 
a ae aunt - ag eg ¢ 
: i ate i x - 7 -? = . 
Rid a a Ve, ey a“ 
. ‘ a - a 
—— = 
in ” ™ re 
2 cack 
a 
Se 
re 
aa ; os 
oe. ss a Z 
Po) ae 
“ia pee 
an iss ’ : eh: 
i: “ * i 
2 so) ————_/ 3% L REE 
ee 7 “Ee 4 stash ee 
gis “Ate east = DS re = 
< a] : ; : « B} Ric Neus 
. a ( ONE i ae 
Pag “4 ‘ 2 4 — igor 
a a4 : : , 
Bos , one a 
poe one} Bis 
ae eo? i-4 
ca 8 eae 
re : , ’ ‘s be: 
os a 
ap = * — 
es i 1 = aah 4 
a "| ne a 
rv Bae 
fe sea 
re. | e 
le : a 
By ai 
Male 
ie 
toed 
a+ 
bi 
Se 
ef Se % ' | case 
eae t ’ aa bi pele a : ie ek ete a ee 
: ae . : ; ; \ : ‘c y oa r ; 
— Fa a ag eS OE EE : 7 SB | 
tal Mi os MN IME ave | WORLD'S LARGO! 
———- oh ae eee Oy ENG ye a ees oe eA Ae bei? 2 Yc. eee - 
: gat ; ere oe ek ea ees I aa io ES ees” : » ie 
’ f ~ ; ng Pa a has Li a f » ;: J ' wz 
— 2 Mee a ens ae ee ee ee , i 
. - — = ae ms 5; ak Mies 5 iecagiae Eyes » dal oS agent — Oe ES ee ce od Tia. - 2 a 
3 Ae? . r hp ie . » | A - , : a 
ay i i bn . 4 Rae: 
y -——_i Gee Pee 
. i . ron ® pe? q ae 
Mise ae % . Ce a : Lp ira emeiewas re ke ne S ; : ? . “ee bg, ; s 
; : : : , tewling - 
= 
ii " 
a * 
Pee Nae ae ii 6 ecipaenes <i Las Faia ii fom is a pron i inc rs ae a on eae eae ee ES NSS IR EAST SEL ETE oe eA ey ewe Ene OS Oey ed a eae | Te ; PT fe ere re has 
Serenade 5 ie ne eae Sin I et 5 I iON bee ss tet 
NR A ns oe MRT WE il i GE TI LN MC ae, ETS WS CPR REI Gt nas ~ a =i neni er—nnanen Re eee erst vp magne seein sr Stays Le hs orem 5" so a alias CF aba. Pe Ae 
ey ee ee Sed a ee eer Soe chy ee ee Pe ee ee Ge a ee ae ae RM bog ey ey eats Seretns? 200, fa re ii} Ser eee se Wee > 
cee eee ae heel il eee ee re oe Ns 
; mr 7 ee tle I ar cote eee ae ee gS OEE eR CREST Pema re eR RR Ee 


24 


This Week in Washington ... 


Progressive Corporation Tax Would 
Hurt Small Investors, Humphrey Says 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, March 28—Treas-| 
ury Secretary George Humphrey 
assured Congress this week that 
the 52% tax rate on corporation 
income isn’t hurting business a bit. 
As proof of the vitality of the busi- 
ness community under the exist- 
ing tax system, he reported busi- 
ness population in 1956 reached 
a peak of 4,252,000 companies, 
with a record 140,775 new corpo- 
rations founded in the year. 

The secretary is against propos- 
als to give a tax break to compa- 
nies with incomes under $100,000. 
He said this special relief for small 
business isn’t necessary. And be- 
sides, he said, it is unfair to the 
widows and orphans who own 
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stocks in the nation’s big corpora- 
tions. 

One of the bills he opposes 
would reduce the rate on the first 
$25,000 of corporation income from 
30% to 22%. Another sets up en- 
tirely new progressive tax rates, 
starting with 5% on the first $5,- 
000 and rising by 5% and 10% 


steps to 55% on incomes over 
$100,000. 


® Discounting the need for this 
special consideration for the 
smaller and medium-size compa- 
nies, he said most of these compa- 
nies are owned by a few individ- 
uals who have good-size incomes. 
On the other hand, he contended, 
two-thirds of the 8,630,800 share- 
holders who have invested in com- 
panies listed on the New York 
Stock Exchange have incomes of 
less than $7,500, and almost 38% 
have incomes of less than $5,000. 

“The effect of a progressive cor- 


| porate tax,” the secretary conclud- 


ed, “would be altogether unfair, 
in that it would indirectly impose 
a disproportionately large tax 
burden on the small investors who 
buy stock in large companies.” 


Congressman Questions 
‘Free’ Job Printing by P.O. 
Rep. E. Y. Terry (R., S.D.) de- 

scribes what appears to be one of 
the biggest bargains in America. 
Under this arrangement, the Post 
Office will provide 500 stamped 
or plain envelopes with your name 
and address printed on them, any- 
where in the U.S., for $1 to cover 
printing and delivery. In one re- 
|cent year, he reported, more than 
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500,000 orders were taken for more 
than 1 billion envelopes. 

He figures this is unfair to local 
printers, who charge $4 to $5 for 
similar jobs. And he isn’t sure the 
Post Office can afford it, either. 
For example, he points out, parcel 
post fees alone from Toledo (where 
the printing is done) to Los An- 
geles would be $1. 

“The Post Office has either lost 
a dollar,” he exclaims, “or it has 
had the printing done free.” 


Senator Reveals $25,000,000 
Auto Insurance Overcharge 


A Senate commerce subcommit- 
tee under Sen. A. S. (Mike) Mon- 
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roney (D., Okla.) has received evi- 
dence showing how car buyers 
were bilked of millions of dollars 
by insurance companies which au- 
tomatically assessed them for 
Class II rates on collision policies 
without attempting to determine 
whether they were entitled to the 
30% discount allowed a motorist 
who has no car operator under age 
25 in his household. 

The practice, which even in- 
volves insurance subsidiaries of 
some of the big nationwide fi- 
nance organizations, was initially 
uncovered two years ago, when 
the Texas insurance commission 
noticed that 80% of instalment 


purchasers paid Class II rates, 
compared with 20% of car buyers 
nationally. 


s Finance companies explained 
the higher rate was charged be- 
cause auto dealers, who arrange 
financing (and get a commission 
for doing it), failed to provide 
information showing the buyer 
qualified for Class I rates. Never- 
theless, a year after rebates were 
offered in Texas, some of the same 
companies were caught classifying 
a very large percentage of their 
New York customers under Class 
II. Witnesses told the Monroney 
committee $25,000,000 will be a 


conservative estimate of over- 
charges since 1950. 


Movie Exhibitors’ Lot Is a 

Happier One, Senate Is Told 

Sen. Hubert Humphrey (D., 
Minn.) took the Senate floor to 
tell his colleagues there is good 
news from the movie front. His 
small business subcommittee, 
which has looked for ways to help 
hard-pressed theater operaters, 
has reports showing that ticket 
sales are up and that more films 
are being offered to the neighbor- 
hood theaters. 

He explained that he decided to 
make the report from the Senate 


floor because so many senators 
have indicated their concern over 
the problems of the theaters. “It 
appears,” he said, “that the public 
is becoming more selective in its 
television watching and is more 
inclined to consider seeing a mo- 
tion picture at the theater even 
though this means leaving the 
comfort of home and paying thea- 
ter admissions.” 


Adds You-All French Dressing 

Seeman Bros., New York, is add- 
ing You-All french dressing to its 
Pique division line of sauces and 
seasonings. Plans call for future 
introduction of a low-calorie, non- 


_ usership 


the step beyond readership 


Usership is the step beyond readership. It’s a force so powerful 
...80 rare...it is creating a brand new measurement of a 
magazine’s ability to do a job. STEEL has Usership because its 
editorial content is geared directly to the needs of a certain kind 
of reader... a more alert, progressive reader with the power to 
make things happen. STEEL’s editorial content, by keeping faith 
with this type of executive, has developed a close relationship 
with him. He has come to depend on what STEEL says. He uses 
STEEL to spark metalworking’s forward moves. For instance: 
advanced management methods in STEEL’s famous “Program 
for Management” were picked up and used by over 1500 progres- 
sive companies throughout metalworking. Usership works for ad- 
vertisers, too. That is why more advertisers to metalworking are 
placing more advertising in STEEL than in any other magazine. 


usership is the strength of GMaa3 


igh —— vee 


| fattening salad dressing, a Roque- 
fort dressing and an Italian dress- 
ing under the same name. In a 
restyled package, You-All will re- 
ceive expanded distribution on a 
market-to-market basis with ad- 
vertising support planned for 
newspapers, magazines and radio. 
Anderson & Cairns, New York, is 
the agency. 


Soundtracks Formed 


Soundtracks, a new producer of 
dialog and musical soundtracks, 
has been formed by Donald Fel- 
lows and Harry Basch, both cur- 
rently on the sales-production staff 
of Animation Associates. The new 
company is located at 236 W. 55th 
St., New York. 


Carl Brown Names Two 
Carl S. Brown Co., New York, 
has appointed Earle G. (Duke) 


Truax and Richard A. Trea to its 
media department. Mr. Truax for- 
merly was with the Woman’s Home 
Companion, and Mr. Trea previ- 
ously was with Benton & Bowles. 


There are all kinds, but if you 
want to get in on the rating 
revolution that's taking place 
in Southern California, move 
a little closer... 
In January, 1953, 
KTTV's nighttime 
share of audience was 
9.9. Last January, it 
had nearly doubled— 
17.6 to be exact. 
This is a popular revolution 
... sparked by the continuing, 
growing audience acceptance 
of the alert independent pro- 
duction and programming 
that has become a buy-word 
for KTTV. 


Want to start a sa/es revolu- 
tion with your product? 

Get full instructions from your 
wide-eyed, dedicated Blair 
man, today... 


;> 2s & “a 
Los Angeles Times-MGM 
Television (— ) 


Represented nationally by BLAIR-TV 


*ARB Share Of Audience 
6:00 PM—Midnight 
Sunday through Saturday 
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Devcon Regards 
Pillar Display 
as Its Top Ad 


DANVERS, Mass., March 28—Dev- 
con Corp., manufacturer of “the 
plastic steel,” has made its “poured 
pillar of steel” symbol nationally 
recognizable within the short pe- 
riod of 18 months. 

Devcon (which is 80% steel, 20% 
plastic), was introduced to the 
consumer market in the fall of 
1955, following two and one-half 
years of industrial sales. The com- 
pany has half a dozen point of 
purchase materials available for 
its 15,000 dealers. Its point of pur- 
chase budget for 1956 was about 
$10,000. 

The company made use of two 
basic display aids—a poured pil- 
lar of steel balanced on a base 
with a can poised at the apex of 


the column, and a spike imbedded 
in a jar filled with Devcon. The 
company president, Albert M. 
Creighton Jr., says he is convinced 
that these simple displays have 
sparked a 200% jump in sales since 
the product’s introduction to the 
consumer market. All expenses for 
the display program are ticketed 
to the advertising department. 


s Devcon uses four types of point 
of purchase aids: (1) merchandise 
aids, (2) aids linked to consumer 
and trade advertising, (3) display 
aids added to the product and (4) 
counter display packaging. 

After selling the industrial mar- 
ket, Mr. Creighton was convinced 
he could crack the consumer mar- 
ket if Devcon could be demon- 
strated at the consumer level. 

“The pillar concept produced 
the image we wanted to achieve— 
that out of a jar or can comes a 
malleable material that ends up 
tough and usable for endless re- 
pairing jobs,” he said. 

Devcon’s key merchandise aid, 
the “poured pillar of steel,” comes 


in several sizes. At present some 
5,000 Devcon retailers are using 
the 9” model. Cost is about 10¢ 
each. Several other sizes are avail- 
able, ranging from 2’ to 5’ and 
costing up to $10. The larger vari- 
eties are generally used by whole- 
salers, department stores and in 
window displays. The “pillar” is a 
permanent store promotion. Pam- 
phlets entitled “The Devcon Story” 
are provided to dealers for distri- 
bution to the consumer. 

By the use of counter displays 
(generally blowups of ads and 
stories about the product) Devcon 
shows how effectively its product 
has been used industrially. A 
handbill-sized pamphlet is at- 
tached to the display, pointing up 
the consumer uses. Sometimes a 
newsletter is used. These displays 
cost at most 50¢ and are changed 
at frequent intervals. 


® Enclosed with each of the six- 
kit packages of Devcon is the ad- 
ditional key point of purchase aid 
used by the company—-the spike 
imbedded in a jar of Devcon. 


oe ges 


| These are displayed with the mer- 
| chandise; cost is 10¢ each, and they 
|are a permanent part of the pack- 


A world of inspiration and a million dollars’ worth of ideas! 
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DRAMATIC—Use of 
the poured pillar 
of steel symbol 
extends through 
all point of pur- 
chase material 
for Devcon Corp. 


aging. 

All packaging for the consumer 
kits displays the plastic steel 
theme. Within the next few 
weeks, the Devcon pillar will be 
imprinted on all jars and cans of 
the product. 

All materials used by Devcon, 
from letterheads to prepared 
pamphlets and direct mail, now 
bear the pillar. Since its introduc- 
tion, Devcon has been granted in- 
junctions against five companies 
which have tried to use the 
symbol. 

The company has prepared 100 
window displays, all of a perma- 
nent nature. Blowups of the prod- 
uct are used, showing industrial 
and consumer use of the product. 


How the Program Works 


Devcon is the leader in its field. 
Its competitors include Loy Met- 
als of England and Duro Metals, 
Chicago, according to Mr. Creigh- 
ton. During 1956, Devcon spent 
about $30,000 on advertising. 
Plans call for an increased budget 
this year approaching $100,000, 
with the point of purchase budget 
expected to hit $30,000. 

Devcon in 1956 used Popular 
Science and Popular Mechanics, 
as well as newspaper advertising, 
to highlight its consumer cam- 
paign. It also used about 35 trade 
magazines, mainly in the hard- 
ware and engineering field. Tip- 
pett & Co., Wellesley, Mass., is 
the Devcon agency. An intensive 
pr campaign is being conducted by 
Vernon Pope, New York. 

Advertising by Devcon heavily 
features industrial use and its 
economies. This theme is dove- 
tailed into the display program by 
the use of the ads in counter dis- 
play cards. 

Though Devcon feels home ap- 
plications immediately suggest 
themselves to the consumer, a 
handbill-sized pamphlet is at- 
| tached to the display pointing out 
some of the many consumer uses. 


How the Dealer Is Reached 


All point of purchase aids are 
available free from the manufac- 
turer. The only aid which is in- 
cluded in the packaging (and 
which is not part of the printed 
packaging) is the spike imbedded 
in Devcon. Each package contains 
one of these units. The poured 
pillar must be requested from the 
company. 

Enclosed with all the packaging 
is a postpaid card on which are 
listed many of the display mate- 
rials available. Direct mai] is used 
in the same way. 

Devcon, whose point of purchase 
program still is in its infancy, is 
aiming to get the poured pillar 
into all its retail outlets. It is now 
used in about one third (5,000). 


The company considers use of the 
|display symbol more effective in 
| pushing the product than its trade 
and consumer advertising. ° 
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Gillette Supports 
Ad Program with 
2,000,000 Display Aids 


Boston, March 26—The Gillette 
Safety Razor Co. annually distrib- 
utes some 2,000,000 point of pur- 
chase aids to its 200,000 retailers 
and it spends over $500,000 on 
p-0-p displays and devices. In 1956, 
Gillette spent nearly $28,000,000 on 


| between the transitory and perma-_; 


nent varieties. The life of the aver- 


jage temporary p-o-p aid varies 
|from one week to a month. 
All display materials reach the| 


dealer free of charge. In many 
cases displays are delivered to 
dealers through salesmen, while 


others are ordered by salesmen for | 
direct shipment to the retailers. | 


Frequently different types of 
stores are given different types of 
materials. 


advertising, according to estimates 
by ADVERTISING AGE. |@ Special displays are designed 
The advertising and sales de-|with an eye toward conventions, 
partments are charged with the re-| primarily in the drug, tobacco and 
sponsibility for the p-o-p program. | grocery fields. Many of Gillette’s 
The company regards this pro- | p-o-p devices are tied to special 
gram as a highly important tie-in | seasonal promotions like Father’s 
with its national advertising. | Day, the World Series and Christ- 
All p-o-p aids, with the excep- | mas. 
tion of window displays, are com- Among the newer aids which} 
pletely pre-made and require no|Gillette uses is its “blade depart- 
adaptations or additions by the re- | ment,” which is adaptable to high | 
tailer. In the case of window dis-|traffic locations where customers 
plays, they are set up by installa-|do impulse buying. The display is 
tion service companies. constructed so it can be hung on 


| Known as the “Target Display,” it 
|comes packed with a multiple as- 
sortment, and is geared primarily 
| for use in food stores. 

With food stores accounting for 
42% of all razor blade sales, Gil- 
lette has developed several display | 
devices slanted for this market. It 
|has developed a new compact-size 
ery merchandiser for increasing 
sales of all popular brands, as well 
“Mighty Midget” i 


Gillette 


BLADES 


las its 
| rack. 

| The rack has six razors with} 
|blade dispensers, which enables 
| the retailer to carry less inventory 
|and to use less counter space, while 
allowing the customer to compare | 
the various models. The “Baker’s | 
Dozen” rack is a twin-sized version | 
lof the “Mighty Midget” which| 
|measures 8” by 34%”. 


IMPULSE—This Gillette dispenser-| _ In May, Gillette introduced a 
display is adaptable to high traffic|new counter display case with 
locations. |hinged see-through lid for featur- | 

|ing razors and blades, designed for | 

Made of plastic, it has a replace-|qg balanced inventory turnover. 


Advertising Age, April 1, 1957 


Store interior displays and win-| walls, stand on counters and com-j|able cardboard display front for | Made of plastic with fixed mer- | SPORTS-TYPE—Gillette’s 1956 Father's 
dow displays are divided equally! bines a gravity-feed merchandiser.| replenishing the stock of blades. | chandise dividers, the lid serves as|Day display promotion featured a 


FREE OFFER! 


Get this valuable point-of-purchase 
planning tool today 


a change tray. In size, the case is 
|the same size as its predecessor, 
|measuring 1734” long, 13%” wide | 
and 2%” deep. Space is provided | 
for all popular brands. 

Maxon Inc., Detroit, handles ad- 
|vertising for Gillette shaving 
| equipment. + 


Blue Plate Buys MCA Series 
Blue Plate Foods, New Orleans, 
/has bought the new MCA TV 
film series, “If You Had A Mil- 
lion,” for presentation in eight 
southern markets. The food dis- 


For all your bright ideas... BOLD fluorescent cot 


Meo testn ted ewen.. ree pein age 


USE IT IN 
DESIGNING AND LAYING OUT: 


POP DISPLAYS * 24 - SHEETS 


COUNTER CARDS + GAS STATION STREAMERS 


WINDOW BANNERS + DIRECT MAIL PIECES 


razor-record combination. 


tributor, which already has signed 
for one station each in Arkansas, 
Florida, Georgia, Louisiana, Mis- 
sissippi and Tennessee, has an op- 
tion to buy the show in 20 addi- 
tional markets. “If You Had A 
Million” is the syndicated title 
for re-runs of “The Millionaire,” 
which Colgate has sponsored for 
several years on CBS-TV. Fitz- 


|gerald Advertising Agency, New 
| Orleans, services the Blue Plate 


account. 


PRESSURE 


NEW PACKAGING + CONVENTION AND SALES PROPS 


'BOLD DAYLIGHT FLUORESCENT 


SCREEN PROCESS COLOR CARD BROCHURE 


Helps you in 


1. A COMPLETE DAYLIGHT FLUORESCENT SCREEN 
PROCESS COLOR SELECTION ...7 brilliant BOLD 
color swatches: Red, Orange, Cerise Red, Medium 
Orange, Gold Yellow, Lemon Yellow, and Green... 
select the best color for your particular job 


2. PERFORATED COLOR SWATCHES YOU CAN TEAR 
OFF AND CLIP TO LAYOUTS... SWIVEL MOUNTED 
TO BE PLACED DIRECTLY ON LAYOUTS AND ART 
IF YOU DESIRE ...all color swatches identified on 
back to assure color matching to your own and 
clients’ specifications. 


BOLD®. "Lovalll wou bright duaa’ 


PIECES... 


LAWTER CHEMICALS, INC. 
3550 Touhy Avenue + Chicago 45, Illinois 
AM bassador 2-8400 
Newark, New Jersey + San Leandro, California 


Consult your Silk Screen Printer 
for helpful P-O-P Suggestions 


WRITE TODAY! 


| Please send my FREE BOLD DAYLIGHT FLUORESCENT 
} SCREEN PROCESS COLOR CARD BROCHURE. 


these ways: 


3. ACTUAL DAYLIGHT FLUORESCENT SILK SCREENED 
SAMPLES SHOW DIFFERENT EFFECTS YOU CAN 
ACHIEVE ON ALL TYPES OF DISPLAYS.. 
sample screenings enable you to judge final effect 
of your layout before going into production: give 
you a visual choice of techniques. 


WHICH TYPE OF DAYLIGHT FLUORESCENT COLOR 
TO USE ON PAINTED BULLETINS... 
. TRADE EXHIBITS... 
daylight fluorescent colors are briefly discussed as 
they apply to your promotional requirements: 
valuable quick guide to aid you in planning your jobs. 


-8 BOLD - all the advantages of 


. DIRECT MAIL 


Different types of which combines the speed and 


is needed for the simple, fast 


restrictions as to design, shape 


either halftone or poster style. Hurry... 


REVOLUTIONARY! 


NEW MEYERCORD © 


SENSITIVE 


pressure sensitive application! 
- all the permanence of a true decal sign! 


Meyercord research has produced a new Point-Of-Sale sign 


simplicity of pressure sensitive 


application with the permanence and brilliance of a Meyercord 
Decal. Among the national advertisers successfully using 
Meyercord Pressure Sensitive Decal Signs are Admiral TV, 
Stag Beer, Seven-Up, Amtico Flooring, Canada Dry, 

Gunther Beer, Arkansas Traveler Boats and others. No water 


application. As a result, 


far more of these Meyercord Pressure Sensitive Signs go up 
on location. Routemen, salesmen and field crews welcome this 
mew convenience in Point-Of-Sale Decals. There are no 


or colors. They're available in 
let us send you samples 


and full information. Write on your company letterhead to: 


Dept. F-201 
5323 West Lake St. 


Chicago 44, Illinois 


; ls ean A A, i ge pS i eg CMa ea On nea Be ne Se) cy Ae 7 Pe ee ee Cees ea eras oe 
ent a eee ee Ae ee ae Sf eee ee: een ek 
nea By ae ee Pe ee ie ee ae Peedi ce) en oe eek i, OOD: aie ee 1 hier tamele eee a es dee See aaa Ree | pees ee 
J = 2 ee My es ieee eat Ea ae a i gS aariemnate i s ilamae =O aces ny : chien 2 dni tree ea aCe Ort ee tae es oe Ee) oe ia a i i a 
ere ONS Sr aR ee Er ee ea ae NS “se hi ae ee ae aaa uaa ei ty ae Ps 
(et AR PG IES 2 sett eer oi oe Sees : : ee ee eee ona ons fs 2h sae A ; aS eR ame: ‘ = ; CULE cp tai petite Se pata Monae 
r / ae i 
Pes 
= . ee 
| ee ______] MART . 
# R Sees , 
: bs a tine, ee > 
i MS ekye . 
Saleels x ia) ens 
a EN 4 aN ct as 
age Some! Veen af 
oe i ia a 
ae : i - 2 
4 fe <i OF em Mone ae 
— : : cont NTS 7 
' ¥ Po . a . os a ee oe 
Fe ; J cont NTS " 
ise ae S Ei ee falc 
UC ae b - rt ae 
a F _ Bree 
Sars * te Con OMEN, : 
begga $ eae The ' “ BD La a] =o = 
e ; Se E * . OE ne 2° a 
ie . ae ‘ ‘5 fn) NTS in | 
4 a SPOR Re ! 
ae OR j é 
tice 4 10 Ts 3 
Er: on THIN paves THIN@AGSS Fs - Shs 
ee 10 38° - on 
PIS E 4 9S crue pisces ” ‘ . 3 
a : ae : . Me E i 
ih 2 i i ‘ 2) 
Rt 7 E ‘ 
my, i | fo 
ie Kw "See 
ein ~ An~ ss 
ha z — | a . 
ie > aw 
= | Se ee 
on ie <d Paks : 
a ; ; 
_ Fe - 
giieth Ge Ls, 
ae i 
5h ee i 
evi — s 
= — t 7 
2 aes - 
SER a 
sete =a ws e 
7 pe 3 
: 
AS poy 4 bas 
veal a 
; e 
4 a 
"gaa ors | Mm 
- nen gue , 
- = . . = Pp “a - | 4 - 
Hest >. SS holm ee 
wares} De 0 2anmnaseones aL ; . s 
bs Te aati,  SRLP GDI CADED-SEES One = te ‘i 
; waesae ee | 
coe a Oe ee Ree ew rege Meee em tte SS — wn a fren, | 
Mh ecg a ° WO 0 eeeemne t 
Sones’ eomnenaas ; ; iS ; te) Mong | é 
Aig ten raed 2 = es . : ' - ' *o _ | ‘: 
ee” : ; i } 7 So | ae * 
a a Sh? we pte etre eage : ; ; ' ‘ 4 Pow, I | : 4 
WS ie > ’ ‘ 5 ; 
se oe : ‘ ; . a) >. Ses, : ae 
Le acm > 7 ; " 7 “any ‘en, f : 
ae: r sail ras & i } rs ‘. i 
a = = “ 
: = = Cites : + 
ee anee- ae $ : ; 
eons = ' e in 1 
roe); as r, mez 5 . a P ; = 
emi ypeti =< i 3 | : 
, — ; eae : : on i 
oe 7 ®o,, &. | DECAL SIGNS ,; 
i ea ; ae, = a7 2 < "4 
at ee eet ‘2 —- | . ' be 
eo i ts, Rr ———— 
oe K peal ® . ° : es ae: 7 
ena . % » ; i 
Sime”. Sea ' ~ | NOne F i 
lee es f ey | Neer oo \ So : 
vo Appa oa oer \} \~ OP : 
gah. : wy CAN U % 7 ; 2 
ee Be. + i ‘ 
er : gy s | a 
éy s % 
7 ¥ a os ? ie 
LJ : ae a 
praia ave rit 2 ones a oart 2 
i: Mean ”~ ; 
oe de am pe Neos any ¥ ’ on 
facia ADS ; ™= men ™ ~ ” , : 
Re he guat 
ni eee 
(ele hie = 
MAE ee | Fe 
A Yer bn 
ae ee 
ma aN a Ps 
Ce ya peat pe 
ee 
4. ; ; 
| 
am? 
| ig 
| is 
es gs 
i ae | Ss 
peer | ; 
weed : 
ai i i ee 
cry a . 
ow % ! 1 
eae Pia i Name eebeaniaied : sibiaiaiaebacnidiia delenit = 
Af ind ! " 
2 1] THE MEYERCORDCO.5 | 
7 I city. ee. TT, | Unlai Lergest Decabeomania Manufacturers | 
J cream MRRRRRRRE NR cara ope | 
: ae re Y pia eu rors ; haat , ot r . ae re € spas Pi ee ‘ hale, tie ind So paar og fanaa a ke a a 4 2 jor aaa da Fe See a ie sea x ple SO evoage OA 
ites yess See et Pe ee ee Tee ee OE eee FIT e eee oe Te rs err rye etry Nee Sane Se MESH Pe a ea ee A Se Tl ee ae eee ey Nee SNe arn Se ES ar ek NR a ne Boia a2 
OMCs. ee te ey he eee nee ee ellie aula wi Et Sl Rm ei Sa a pi ii Sa 8: AN RIO aces i eile ge bay ea hs eee, 
Ne Saeet re Pre ghd On ig ee RES EEE ey al POW ae Or gerne ate ok ae ee eG og al eer ae A ee cae = go eae ard tae em bie otc ot Fe wea oe Ce (2: Wipe MSc 
Otte “SL GLENS Ee Ch NON SEE ean to ee LAA Lk Oe See eta ee Aah er 9 ik erates ane lise oar Stas akon kt le aes eee Tae Oe oe ete "NR eo Os a Rtas Fi re mee we emmy EF os te 
eee ee gee Ce oe ey ate Tle tau ha ae Cee ieee ti Po ea ot ae Geer Se Os ies pu Tae ee ae EL mien re | So A ee eee ee = ae 
Cure aioe EE IO RA nes Lei aip nie geet 7 ime ee ee MOPS Gals a ee va eM ir ce 2. ase ae oe ag ee es er Rs 


Advertising Age, April 1, 1957 


Industry Groups Frame Bill to Ease 
Copyrighting, Reduce Design Piracy 


New York, March 26—That 
old problem of design piracy 
has again raised its controver- 
sial head. Once again a bill is 
being drafted to extend copy- 
right protection to designs and 
offer relief to designers who 
suffer from having their crea- 
tions copied. 

Prepared by the coordinating 
committee of the National 
Council of Patent Law Assns., 
the proposed legislation is slat- 
ed to be introduced in the cur- 
rent session of Congress. 

The purpose of the proposed 
measure is to provide a simple, 
quick and inexpensive method 
of protecting a design which is 
primarily ornamental, not util- 
itarian. Included would be a 
wide variety of articles—jewel- 
ry, textiles, apparel, millinery, 
china, silverware, household 
gadgets, etc. 

The committee decided to use 
the copyright rather than pa- 
tent law approach because the 
process of securing a patent is 
a long and costly one, involving 
a search by the patent office to 
make sure that a design actually 
is a novel creation. A copy- 
right, on the other hand, re- 
quires only originality, not nov- 
elty of design, thus offering 
protection to a greater number 
of designs. 


® The bill, which has been sev- 
eral years in the making, is now 
circulating among various in- 
dustry and legal groups for crit- 
ical comment. Final revisions 
will be considered April 29 at 
a meeting of the council’s co- 
ordinating committee in Wash- 
ington. 

The committee is composed 
of representatives of several in- 
dustries, including the National 
Federation of Textiles, Textile 
Fabrics Assn., Automobile 
Manufacturers Assn., National 
Assn. of Manufacturers, Fur- 
niture Manufacturers Assn. of 
Grand Rapids, Plastic Coating 
& Film Assn., and local and 
national patent groups. 

Passage of the measure is far 
from certain. If it is passed, it 
will be only after a long, hard 
fight, observers believe. While 
there are many who suffer from 
piracy, a great many others 
thrive on it, and it would be 
virtually impossible to draft a 
bill that would receive univer- 
sal approval. 


® Many manufacturers of vol- 
ume and medium-priced mer- 
chandise get their styling from 
the higher-priced designers, it 
is pointed out. Piracy is an in- 
herent part of their business, 
and they are expected to put 
up strong resistance to the bill 
—just as they have on occasions 
in the past. 

Actually, the trend-setting 
designers themselves benefit 
from piracy, in that it helps 
launch and popularize their 
style trends. What the high- 
style designer needs, proponents 
of the bill explain, is a little 
head start to allow time to in- 
troduce designs properly before 
they are “knocked off” by low- 
er price houses. 

This would vary with the in- 
dustry, of course, the season for 
a dress or hat being shorter than 
for a set of china or silverware. 


s The new measure is primarily 
the work of Judge Giles 
S. Rich of the U. S. court 
of customs and patent ap- 
peals, acting in his capacity 
as chairman of the coordinating 
committee. 

As explained to Apvertis- 
inc AcE by Judge Rich, these 
are the main points of the 


draft bill: 

e Term of the copyright has been 
shortened from the customary 28 
years to five years, with one five- 
year renewal. 


e Protection commences with ei- 
ther (1) filing of an acceptable 
application or (2) making the de- 
sign known to the public through 
a prescribed form of notice, and 
then filing application within six 
months of its being made known. 


e The bill requires only “original- 
ity” in a design. It does not require 
“invention,” as in the case of pa- 
tent law. 


e Infringement consists only in 
copying the protected design for 
sale or use in trade. Sellers, dis- 
tributors and importers are not 
liable, unless they act in collusion 
with the design pirates or refuse 
to disclose source of goods. 


e The copyrighted article must 


bear a designated symbol to show 
that it is a protected design. Prob- 
ably this symbol will be a circle 
with a D inside, plus the date of 
copyright. 


s The design pirate, the law now 
says, is not a pirate at all, but a 
lawful copyist. This was exempli- 
fied only last month in a ruling by 
the appellate division of the New 
York supreme court in a case 
brought by Oleg Cassini, dress de- 
signer, against the partners of 
Dorene Fashions Corp. 

The court held there was no 
proof of unfair competition by the 
defendants, who asserted they 
copied Cassini models lawfully, 
without making misrepresenta- 
tions. 

In effect it held that if a design- 
er or manufacturer comes by an 
original number lawfully (such as 
buying or seeing it in a store) 
once the creator has sold it, that 
particular design may be freely 
copied. 

In another recent decision, the 
appellate division also held that if 


a dress manufacturer makes the 
details of its designs public by is- 
suing a “press release,” it cannot 
maintain a claim for style piracy 
against a competitor who copies 
an original design through this 
type of publication. 


s In this suit, Richard J. Cole Inc. 
charged Manhattan Modes with 
wrongfully copying two designs. 
The official referee, Carroll Wal- 
ter, pointed out that it was estab- 
lished principle that one may not 
copy on the basis of “knowledge 
that has come to him through a 
breach of trust or confidence.” 
However, he said, an imitator may 
copy with impunity an original de- 
sign that has become public prop- 
erty. 

In this particular case, represen- 
tatives of the trade and fashion 
press had been invited to a fashion 
showing by Cole, and a press re- 
lease was given out to aid in re- 
porting the designs in Women’s 
Wear Daily. 

By doing this, Cole “published 
its designs and made them public 


property,” Mr. Walter said. 


s Other court decisions, however, 
have been sharply critical of style 
piracy and may help achieve pas- 
sage of the bill. Excerpts from 
these fiery decisions will probably 
be quoted liberally in the fight, 
and are expected to help give focus 
to public opinion. 

The court decision that really 
lit the tinder was the one handed 
down in November in New York 
supreme court by Justice Irving L. 
Levey. In this decision he urged 
legislation to cope with the “un- 
regulated and primitive conditions” 
that openly permit “unreserved 
pilfering.” 

This six-page blast was deliv- 
ered in a suit by Charles James, 
well-known dress designer, against 
Samuel Winston Inc., dress man- 
ufacturer. Although Justice Levey 
did not find Winston guilty of style 
piracy, he used the case as an op- 
portunity to indict the “pernicious 
practice” that is “eating away at 
the very roots of the garment in- 
dustry.” ~ 


SOLID KLEEN-STIK 
ADHESIVE 


pened a 


NLEEN 


7300 WEST WILSON AVENUE « 
Pioneers in Pressure-Sensitives for Advertising and Labeling 


WE DO NO PRINTING— 
so contact your regular printer, 
lithographer, or silk screen 
printer—he’ll be glad to show 
you how America’s leading 
advertisers are using KLEEN- 
STIK in its many forms! 


Put more 
Selling "Horsepower" 
in your PoP displays with 


KHLEEN-STiK* 


MOISTURELESS, SELF-STICKING ADHESIVE 


If your present P.O.P. lacks the power to pull your sales load, 
hitch up to KLEEN-STIK! These lively, long-lasting, 
self-sticking displays dominate at the point of sale. Help your 
displays move more of your product by harnessing the selling 
power of KLEEN-STIK—“work-horse” of effective P.O.P.! 
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‘Threat’ of $30 Billion in Personal 
Debt Is Over-Stressed, FRB Reports 


(Continued from Page 3) 
for autos, household equipment or 
other non-mortgage purposes. 

The Council of Economic Ad- 
visers became concerned with the 
economic significance of consumer 
credit after the outstanding vol- 
ume of debt increased by $5.5 bil- 
lion in 1955, with particularly dra- 
matic impact on automobile sales. 

“One question raised,” the Fed- 
eral Reserve Board explained to- 
day, “was whether instalment 
debt might be contributing to eco- 
nomic instability.” Among the 
other questions which were con- 
sidered was whether the growing 
volume of contractual debt repay- 
ment represents a dangerous bur- 
den on consumer purchasing pow- 
er. 


s The report itself is divided into 
four main parts. Part I, which 


fills nearly 700 pages in two vol- 
umes, contains the board’s analy- 
sis of the growth and role of con- 
sumer credit, together with a 
number of special supplementary 
studies (including the big Census 
Bureau survey). 

Part II, also in two volumes, 
consists of analytical and discus- 
sion papers by university scholars, 
prepared for the board under a 
contract with the National Bureau 
of Economic Research. 

Part III is a digest of views col- 
lected from business men and or- 
ganizations, and Part IV, which is 
still at the print shop, is based on 
interviews with nearly 5,000 auto- 
mobile buyers. 

The basic reason for the devel- 
opment of consumer credit, the 
study notes, has been the emer- 
gence of products “attractive to 
consumers and amenable to mass 


production methods, but too costly 
to be widely purchased without 
resort to financing other than cur- 
rent income.” 


® Experience with instalment 
sales of automobiles was so favor- 
able that manufacturers, lenders, 
dealers and buyers increasingly 
came to accept instalment credit 
as a normal way of financing pur- 
chases. 

“Once it was successful for one 
type of product,” the report ob- 
serves, “the instalment sales 
method was inevitably applied to 
others.” 

Meanwhile the use of credit be- 
came socially acceptable, the re- 
port says: 

“Each use of credit made subse- 
quent uses easier. Financial ar- 
rangements for the extension of 
such credit were gradually im- 
proved and acquired increasing 
respectability in the financial 
world.” x 

The report notes that the evolu- 
tion of the economy in the past 
decade has led many observers to 


the view that the present-day 
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LABOR FORCE ACTIVITY AND DEBT, MID - 1956 
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EMPLOYED 


ferent person from his counterpart 
in previous generations. 


s “According to this view,” it 
says, “the consumer has become 
more voracious in his appetite for 
goods and services, more intent 
on acquiring goods at least equal 
to those of his neighbor, and less 


UNEMPLOYED 


DEBT—These FRB graphs point out that a higher percentage of fami- 
lies in which the wife also works are in debt and that parttime 
workers also have a high rate of debt. 


American consumer is a far dif- | concerned about incurring debts. 


“About a quarter of a century 
has elapsed since the low point of 
the Great Depression,” the report 
recalls, “and, because memories 
fade and new generations come 
along, few consumers are depres- 
sion-conscious or greatly worried 
about economic insecurity. Lend- 
ers also tend to respond to the 
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Consumer Debt Status by Age, Mid-1956 


(Percentage of all households) 


Debt status’ 


Any debt 
Debt excluding mortgage 
Mortgage debt 


we hald ; + . au 


Car debt’ 
New 


All ages Under 35 35-54 55 and 
over 

59 75 68 36 

46 64 51 26 

34 40 17 

Gmina 36 52 39 20 
20 30 23 9 

9 WW 12 4 

10 17 10 a 


" Household units may have more than a single type of debt. 
* Includes purchasers who bought both new and used cars. 


spirit of the times and thus to ac- 
cept credit terms that would not 
have been regarded as prudent in 
earlier periods.” 

The development of instalment 
credit is treated as a vital part of 
the revolutionary change in living 
standards and income distribution 
which has taken place in recent 
years. 

Noting that credit compensates 
for inequities in buying power, the 
report observes that instalment 
buying enables consumers to ob- 
tain high priced goods as oppor- 
tunity or need dictates, without 
reference to immediate cash posi- 
tion. 


® Broadening of the market for 
autos and durables through the 
use of credit is regarded as a ma- 
jor factor in the industrial evo- 
lution that has been under way 
in recent years. Complementary 
services, such as gasoline, elec- 
tricity and tv repairing, benefited; 
while competitive goods and serv- 
ices—ice, laundries and _ public 
transportation—were hurt. 

“Without instalment credit,” it 
explains, “automobiles might well 
have been simpler and less highly 
styled.” 

Much of the present volume of 
credit merely reflects a tendency 
by consumers to acquire assets, 
such as homes or durables, instead 
of paying rent or buying services 
such as laundry, household help 
or motion picture theater admis- 
sions, the report said. 

While the volume of credit has 
expanded rapidly since World War 
II, this expansion may have rep- 
resented a “catching up” process, 
and the current volume need not 
be regarded as excessive in the 
light of recent increases in con- 
sumer income. The report implies 
that the period of rapid expansion 
is probably over and that future 
changes in the volume of credit 
will be more moderate. 


# Along this line, a study of “The | 
Burden of Consumer Installment 
Debt” found that the growth in | 


volume of debt since 1951 stemmed | 


from an increase in the number of 
debtors, rather than the amount 
of debt saddling individual debt- 
ors 


come is adjusted for estimated 
changes in the proportion of 
spending units in debt,” it said, 
“it is seen that there is very little 
increase in the ratio of instalment 
debt payments for individual debt- 
ors to income since 1951.” 


Special attention was paid to | 
the upsurge in automobile sales in | 
1955, when instalment terms were | 


lengthened to 36 and sometimes 48 
months. The experts indicated the 
spurt eased up as the initial im- 
pact of the relaxation of credit 
wore off. 

They expressed a belief that 
lenders will hesitate to go along 
on further modification of terms 
for autos in view of the low equity 
which buyers have in cars as the 
length of the instalment contract 
is increased. 


s Studies of the fluctuation of 
credit during the past half cen- 
tury left the experts convinced 
that instalment sales can add 
strength to a boom, but provided 
no clear proof that they accentu- 


“If the ratio of payments to in- | 


ate a decline in sales. The discus- 
sion concluded, however, with the 
observation that instalment sales 
have been growing more rapidly 
than the economy as a whole. 

“If the rapid growth continues, 
its potential contribution to the 
expanding side of the cycle also 
will increase,” the report said. 

The Census Bureau’s survey is 
based on interviews with 26,000 
households in August, 1956. Be- 
cause of this large sample—larger 
than other known sample studies 
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of consumer purchases and con- 
sumer financing—detailed tabula- 
tions were made on the basis of 
economic and population charac- 
teristics. 

According to the Bureau, hus- 
band-wife families, which make up 
three-fourths of all households, 
have five-sixths of the debt. Three 
out of five of these families have 
children, the tabulations showed, 
and two in five of these families 
include more than one worker. 
Two out of three of the husband- 
wife families reported some form 
of debt. 


= Housing debt was most frc- 
quent among households in the 
upper income brackets and in the 
middle age groups. Automobile 
debt was reported by a large pro- 
portion of middle income and 
younger households. 

Borrowing for the purposes of 
buying household equipment, used 
cars or miscellaneous purposes oc- 
curred with greatest frequency 
among lower income and younger 
age groups. 

Married couples used credit 
most extensively (1) when set- 
ting up housekeeping, (2) after 
they are parents and (3) when 
they reach middle age and income 
status. 

Percentage of households in debt 
was constant in the $4,000 to $10,- 
000 income group, with about 70% 
in each bracket reporting some 
type of debt. Household equip- 
ment and miscellaneous debt was 
more common among those with 
incomes under $5,000, while in the 
$10,000-and-over bracket, more 
than 50% have mortgage debt and 
only 20% owe for household 
equipment and miscellaneous pur- 
chases. 


= Families headed by individuals 
up to age 34 accounted for 25% of 
all households and one-third of 
those with debt. The 35-45 group 
constituted 40% of the households 
and 50% of those with debt, while 
the over-55 group was one-third 
of the households and only 20% of 
those with debt. 

Experts were particularly im- 
pressed with the high proportion 
of families with working wives 
which used consumer credit. 

“In every income class,” the re- 
port says, “families in which the 
wife is an additional worker (1) 
have the highest frequency of new 
or used car purchases, (2) use 
auto credit to a greater extent, and 
(3) have non-mortgage debt more 
often than families in which there 
is only one wage earner.” 

As a by-product, the report 
pointed up the fact that the in- 
crease in multiple worker families 
has been an important factor in 
the recent increase in the number 
of upper-bracket households. 

In the $7,500 and up income 
group, the report showed, more 
than 50% of the families have 
more than a single worker; in the 
$5,000-$7,500 bracket, just under 
50%, and in the less-than-$3,000 
bracket, just under 25%. 


s Census Bureau said it was not 
sure whether increased employ- 


the lowest proportion of house 
debtors and the largest percentage 
owing for household equipment 
and miscellaneous items. 

Debt status differed widely by 


occupation, with self-employed 
and agricultural families pictured 
as modest users of consumer cred- 
it (other than mortgage credit), 
and 70% of all manufacturing em- 
ployes in some form of debt, in- 
cluding 56% with non-mortgage 
debt. 


= Larger proportions of debtors 
were found among mining, con- 
struction and durable goods man- 
ufacturing employes, where aver- 
age wages are relatively high. 
Among government employes, 
however, the portion using credit 
to buy cars was unusually low, 
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PURCHASERS OF CARS AND USE OF CREDIT, JULY 1955 - JUNE 1956 
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CArS—Earners of $10,000 and more are more likely to pay cash for 
cars than other groups, according to this FRB chart. 
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while the frequency of mortgage 
debt was unusually high. 

On the basis of its study the 
Census Bureau found that more 
than 60% of non-white households 
are still in the less-than-$3,000 
bracket, compared with 30% of 
white households. Incidence of 
non-mortgage debt at all income 
levels ran high for non-white 
households, reflecting heavy use 
of credit to acquire household 
equipment and for miscellaneous 
purposes. Proportion of household 
units with car debt is almost the 
same for the two groups, but a 
much larger percentage of the 
white households had mortgage 
debt. 

In its study of automobile deal- 
ings, the bureau said 20,000,000 
households reported purchase of 


Colgate-Pa 


arte 


ment of wives caused the family 
to incur debt, or whether the 
wives went to work to ease house- 
hold pressures caused by the de- 
sire to own additional durables. 
However, the report noted, lim- 


ited data which are available show 


high incidence of credit use by 
families where the head is em- 
ployed and the wife unemployed 
but seeking work. 

“This would lend some weight 
to the hypothesis that financial 
pressures are a factor influencing 
the wife to enter and remain in 
the labor market,” the report said. 

Census experts found the high- 
est proportion of debtor house- 


holds in the South and West—| 


63%. The proportion owing auto or 
house debt was particularly high 
in the West, while the South had 
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cars in the 30 months between 
Jan. 1, 1954, and June 30, 1956, 
with almost 10,000,000 buying 
more than one car. In 12 months 
ending June 30, 1956, 12,500,000 
households bought new or used 
cars. 


® As auto sales boomed, the per- 
centage of credit buyers went 
from 62% in 1954 to 65% in 1955 
and 69% in first half 1956. Where 
more used cars than new cars 
were bought on credit in 1954, the 
ratio was reversed and more new 
car sales were completed on credit 
than used car sales after the re- 
laxation of terms in 1955. 

Of the nearly 10,000,000 house- 
holds which bought more than one 
car in the 30-month period, Cen- 
sus Bureau found these impor- | 


Chort 8 
HOMEOWNERS AND RENTERS 
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MORTGAGES—The percentage of home owners goes up as income in- 
creases, this FRB chart shows. 


tant distinguishing characteristics: 
They have high median income; 
more often than not, they are mul- 
tiple-worker families; and they 
tend to live outside heavily urban- 
ized areas. 

“Significantly,” the report said, 
“households purchasing more than 
one car have much higher rates 
of credit use and current indebted- 
ness than are found among pur- 
chasers of only one car.” 

Auto purchases seemed to rise 
directly with income, from 8% in 
the “less-than~-$1,000” bracket to 
47% in the $10,000-or-more group. 
The percentage using credit 
ranges from 66% to 73% in the 
$2,000-$10,000 brackets, and only 
40% in the “over-$10,000.” 


= Younger persons more often 
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Colgate-Palmolive Co. 150th Anniversary floor stand pro- 
duced by Gibralter. Lithography by Kindred-Macleon. 


os 15 Uanniver 
ALITY GUAR 


© Ae em oan 


a 


\TEp, 


ee 


Gibraltar’s pleasure, to be tapped as tops 
by those who are themselves tops in the 
production of point-of-purchase merchan- 
disers ... especially so because Gibraltar 
pioneered the combination of corrugated 
floor stand with lithographed material, the 


At the 1956 Competition and Exhibit of the 
Lithographers National Association, awards 
were based on Talent as well as Sheer Beauty: 


1. Quality of reproduction from a technical viewpoint. 
2. Excellence of design, art, typography and composition. 
8. Effectiveness of the piece for its intended purpose. 


ing of “Re-order.” 


category in which these ‘| Beautiful Win- 


ners |; were chosen. 


DISPLAY DIVISION 


Gibraltar 


CORRUGATED PAPER COMPANY, INC. 


Rheingold Barbecue floor stand produced for Lisomann 
Breweries by Gibraltar. Lithography by Einson-Freenan Co. 


Equally pleasing are the unsolicited testi- 
monials that come in a day’s work... from 
a client’s approving comment interjected 
into a routine call...to his eloquent confir- 
mation of a job well done under the head- 


Everybody loves a winner. For yours, just 
call The Man From Gibraltar. 
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buy cars and use credit than older 
people. More than half of all 
households headed by persons un- 
der 35 bought cars in the 30- 
month period, and 80% of them 
used credit. The young group ac- 
counted for one-third of all car 
purchases; the 35-54 group for 
half of all car sales and the over- 
55 group one-sixth. 

Up to 35, used cars predominate, 
while for older age groups, the 
proportions of new and used cars 
were fairly similar. Car purchases 
were reported by only 15% of non- 
white households in 12 months 
ending June 30, 1956, compared 
with 27% of white households. But 
90% of non-whites used credit. 

Auto purchases were most fre- 
quent in the South, where 72% of 
the sales were on credit. Only 19% 
of the units in big cities (more 
than 3,000,000 population) bought 
cars in the 12-month period, com- 
pared with 26% in moderate-size 
communities (under 250,000). But 
new car sales were more frequent 
in the big cities. 


s From the same study, Census 
Bureau concluded that recent 
trends toward home ownership 
have been strongest among groups 
which formerly included large 
percentages of renters. It credited 
the change to higher income, sta- 
bility of employment, availability 
of financing and other economic 
developments. 

With 60% of all family units 
now owning their homes, Census 
Bureau said, two out of three mar- 
ried couples are home owners. 
(Only two out of five households 
consisting of single persons or un- 
related persons were in their own 
homes.) More than 90% of recent 
purchases were by married cou- 
ples. 

More than 20% of all owner- 
occupied homes had been pur- 
chased between January, 1954, 
and June, 1956. 

The 25-44 age group accounted 
for two-thirds of home purchases 
between January, 1954, and June, 
1956. About four out of five among 
the self-employed and two out of 
three government workers were 
home owners, but in most in- 
stances the purchases antedated 
1954. 


s A relatively large percentage in 
non-farm industries, such as man- 
ufacturing, construction and trade, 
were among the buyers in 1954-56. 
Only 40% of non-white households 
were home owners, but at the 
$5,000-and-above income level, 
the proportion of non-white 
households owning their homes 
became somewhat similar to white 
households. 

Moreover, non-whites were in- 
creasing their rate of home own- 
ership in 1954-56 faster than 
whites, with 40% of the non-white 
home owners in the $3,000 to $5,- 
000 bracket buying in that period, 
compared with 25% for white 
homeowners. o 


‘Merchandise Control in 
Retail Pharmacy’ Published 
“Merchandise Control in the Re- 
tail Pharmacy,” by Richard J. 
Hampton, has been published by 
the bureau of economic and busi- 
ness research, State College of 
Washington, Pullman, Wash. 
The 96-page book, giving the 
results of a survey plus a sug- 
gested control system, is available 
from the university for $1.50. 


Sanders, Bag, Join Borden 
Richard G. Sanders, formerly 
with Stewart, Dougall & Associ- 
ates, has joined the special prod- 
ucts division of Borden Co., New 
York. His duties will include for- 
mulating long-term marketing 
plans for the division. Borden also 
has named Mrs. Carol Bag, former- 
ly an account executive of Jack 
Gilbert Associates, assistant ad- 
vertising manager of its chemical 


division. 
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BOCK & BUNS—The upper half of 
the bottle held by Sandy Smith is 
filled with caramelized malt, used 
in making Bock beer, contrasting 
with the regular malt in the lower 
half. Minneapolis Brewing Co. uses 
the bottle as a display to tell the 
story of Bock beer. The “brick 
wall” display shows the dimen- 
sional vinyl wall covering line 
made by Decro-Wall Corp. A life- 
size cut-out promotes beer for 
Narragansett Brewery. The lith- 
ographed apron on the figure is 
covered with a cloth one which be- 
comes dealer property after the 
promotion ends. 


SEAAGA@ EL 


GUNS & BRAS—Procter & Gamble of- 
fers “Buntline Special” revolvers 
as a promotion for its Gleem and 
uses this floor stand as a point of 
purchase reminder. Compton Ad- 
vertising is the agency. The forms 
for the display of brassieres are 
produced in clear, blue, and black 
plastic and are provided with a 
tongue and slot device so they can 
be pyramided one above the other. 
Old King Cole Inc. designed the 
display for Lovable Brassiere Co. 
Libby, McNeill & Libby recom- 
mends a more reliable way of 
making money than growing it. 
This year’s dealer kit includes the 
centerpiece shown here. Harry 
Gadau, vp and ad director of Rival 
Packing Co., and Donald McKenna, 
president of Action Displays, are 
shown with a spinning-while-re- 
volving Rival display being tested 
in a Chicago supermarket parking 


lot. ee ae eae ME ON eee 


oa ae Se 


SEASON-UP—The back design being 
a repeat of the front, this Bauer & 
Black counter merchandiser can 
: be used in any store location. Zip- 
Please em i. : prodt Inc., Chicago, created the 
: jwitht ‘chee . display. Illustrating A. Sagner 
.” : Son’s featherweight sales story, a 
: red feather moves with the slight- 
est air current in this cut-out. Con- 
solidated Lithographing Corp. pro- 
duced it. J. M. Williams (left), 
manager, advertising and sales 
promotion, RCA Victor tv division, 
explains RCA’s portable display to 
C. P. Baxter, vp and general man- 
ager. A rollup (consisting of post- 
ers rolled and shipped in a tube) 
provides Jax beer dealers with a 
related item promotion. The dis- 
play was produced by Einson- 
Freeman Co. 
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‘Superman’ Is 
‘Superbilge’ to 


‘Guardian's’ Critic 


Lonpon, March 26—British crit- 
ics continue to lambaste tele- 
vision programs, particularly 
American imports. The latest as- 
sault, in the Manchester Guardi- 
an, is on “Superman.” 

“Superman” now appears on 
commercial television once a 
week. Guardian critic Bernard 
Levin characterizes the program 
as “moronic” and an “unashamed 
appeal to illiteracy.” 

After quoting the voice-over in- 
troduction (“Is it a bird? Is it a 
plane? It’s Superman!”), Mr. Lev- 
in goes on to say: 

“With these enthralling words 
there is launched every Wednes- 
day evening the crudest, shoddi- 
est and most uncompromisingly 
cretinous program that has ever 
filled half an hour on screens 
tuned to Independent Television.” 

Mr. Levin notes that last year 
when a series of “Superman” car- 
toons was introduced on a chil- 
dren’s program, they “proved to 
be so horrific that a group of 
producers made a collective de- 
marche, and the series was with- 
drawn in mid-career.” 


® The new series, the critic points 
out, is not animated but consists 
of films of real people and is 
shown slightly later in the even- 
ing. “What is more, the horror- 
comic element has been to some 
extent diluted—mad gorillas, tor- 
tured women, and other things 
considered suitable for the chil- 
dren are missing. Instead, we 
have an unashamed appeal to il- 
literacy.” e| 


Drive Announces WGBI-TV 
Letter Change to WDAU-TV 

To herald and announce the 
change of call letters of WGBI-TV, 
Scranton, Pa., to WDAU-TV on 
April 1, the station will use 21 
daily and three Sunday newspa- 
pers, 65 outdoor posters and 10 
trade publications, plus daily spots 
on its own cameras. The campaign 
is being handled jointly by the 
Scranton station’s promotion staff 
and the staff of WCAU, Philadel- 
phia, which owns controlling in- 
terest. 


McGovern Named to Edsel Post 

R. J. McGovern has been ap- 
pointed executive assistant to J. C. 
Doyle, general sales manager of the 
Edsel division of Ford Motor Co., 
Dearborn, Mich. Formerly corpor- 
ate zone manager of Chrysler Corp. 
in Pittsburgh, Mr. McGovern as- 
sumes the position formerly held 
by Norman K. VanDerzee, recently 
named assistant general sales man- 
ager—marketing of the Edsel divi- | 
sion (AA, Jan. 21). 


Hassenstein to ‘Contractor’ 

Don Hassenstein, formerly an) 
account executive with Davis & | 
Sons, Chicago, publishers’ repre- 
sentatives, has been appointed | 
sales representative in the Midwest 
for the Contractor, New York, | 
semi-monthly news tabloid in the 
plumbing, heating and air condi- 
tioning field, effective May 1. The! 
publication was formerly repre- 
sented in the Midwest by Davis & | 
Sons. } 
Transitads Promotes Mazza 

Thomas J. Mazza, formerly as- 
sistant secretary and treasurer of 
National Transitads Inc., Philadel- 
phia, has been appointed vp in 
charge of operations of the trans- 
portation advertising company. He 
has been associated with the or- 
ganization since it was started in 
1940. 


Wright Joins Lennen & Newell 
Walter H. Wright, formerly with 
William Esty Co., has joined Len- 
nen & Newell, New York, as an as- 
sociate director of merchandising. 


se ear 


DISNEY’S LATEST—A new cartoon 
character, Swifty Flyer, has been 
created by Walt Disney for the 
B. F. Goodrich Footwear Co. (for- 
merly the Hood division of Good- 
rich). Swifty will pitch for Good- 
rich’s P-F canvas shoes on tv. 


Creditors Will 
Recoup Off Top of 
‘57 Fashion-O-Rama 


New York, March 26—Fash- 
ion-O-Rama Management Corp., 
which dipped into the red on its 
first Fashion-O-Rama exposition 
last year, is promising its creditors 
100% out of income from its next 
show. 

This information is contained 
in its first general report to all 
creditors since the first Fashion- 
O-Rama was held last November 
in the New York Coliseum. 

Although the company declined 
to disclose the amount owed, ob- 
servers estimate that it is in the 
neighborhood of $50,000. 

The report also notes that plans 
for a 1957 show eliminate “the 
costly first year’s pioneering mis- 
take of seeking out the individual 
manufacturers, instead of more 
economically approaching and 
dealing with the coordinating as- 
sociations.” 


Instead, the company has pre- 
sented to various trade associa- 
tions a plan to form a National 
Council of Fashion Industry 
Assns., with an annual industry 
showcase at the Coliseum, the re- 
port says. 


s The New York Coliseum man- 
agement, which is not a creditor, 
has cooperated by reserving Sept. 
12-26 for the 1957 show. Budget 
plans call for about $25,000 initial 
outside money to tide the compa- 
ny over until operating revenue 
starts coming from the sale of 40,- 
000 sq. ft. of floor space at $8 a 
sq. ft. This would produce $320,- 
000 gross for a one-floor exposi- 
tion. 7 


NBC-TV Cuts Program 
and Sales Department 

About 40 sales and programming 
people have been given pink slips 
by National Broadcasting Co., New 
York. The cutbacks came in the 
areas where Booz, Allen & Hamil- 
ton, management consultant, found 


| has 
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the network to be overstaffed. 
Many of the salesmen—NBC was 
said to have twice as many tv 
salesmen as CBS—were in the 
“Today,” “Home” and “Tonight” 
unit headed by Roy Porteous. In 
the future these participating tv 
shows will be sold by the regular 
tv network sales department. Mr. 
Porteous will be given an assign- 
ment with NBC’s radio network. 


Nabisco Appoints Three 
National Biscuit Co., New York, 
has appointed three of its sales 
and marketing executives to new 
posts in the company’s biscuit sales 
and special products. divisions. 
E. F. Waters, formerly assistant 
divisional sales manager in Chi- 
cago, has been named director of 


|chain store sales of the biscuit 


division. Harry V. Wissler, for- 
merly assistant director of sales, 
been appointed marketing 
manager, dog food, and Al K. Bell, 
formerly product manager, has 
been named marketing manager, 
cereals, both in the company’s spe- 
cial products division. 


This is the show 


... and this is your biggest OPPORTUNITY of 1957 


to see for the first time, new ways displays can 


Trademark Mystik Registered 


Merchandising at the 


promote and sell your products. Pian to visit every 


booth at the POPAI exhibit. And while you're looking 


over the various exhibits, be sure to stop in and see 


Chicago Show's. We'll be looking for you. 


*Point-of-Purchase Advertising Institute 


® Lithographed disp! 


POINT-OF-SALE 


and outa 


use * Animated 


Displays ¢Cioth and Kanvet Fiber Banners and Pennants 


@ Mystik® Can and Bottie Holders « Mystik® Seif-Stik ODispiays 


@ Mystik® Seif-Stik Labels *Moided Piastic *Squee-zel* 


* Econo Truck Signs *¢ Booklets and Folders 
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HOMELIKE—A portable room for 
demonstration of RCA color tele- 
vision is offered to distributors by 
Radio Corp. of America. The 
Wings display, made by Kirby- 
Cogeshall-Steinau Co., Milwaukee, 
for Piedmont Shirt Co., can be 
stood on a counter or hung. It is 
made out of injection molded plas- 
tic. The Scotties mass display unit 
can be adjusted up to 11’ for store- 
wide impact, according to Scott 
Paper Co. The display, topped by 
“powderpuffs,” wuses the same 
theme as the new Scotties ad cam- 
paign. 


Point of Purchase Displays at Work 
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CARRIERS—William Melish Harris 
Associates worked out this in-store 
display for a new line of men’s 
canvas luggage to be sold exclu- 
sively through men’s wear stores. 
Bert Bacharach, in cooperation 
with Atlantic Products Sales Corp., 
markets the luggage. Argus’ sales 
promotion activities tied in with 
producers of leisure-time products 
is exemplified by this dealer dis- 
play. It is a cooperative effort by 
Argus Cameras division of Syl- 
vania Electric Products with John- 
son outboard motors. “Pop-up” 
pops up and down in the Wesiing- 
house Electric Corp. display here, 
created by Berger-Rivenburgh, 
Chicago. A cossack offers free vod- 
ka recipes to promote Wolfschmidt 
brand by General Wine & Spirits 
Co. 
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IT’S SPRING—Home gardeners can 
get a garden guide with each 25¢ 
roll of Texcel cellophane tape, ac- 
cording to this display by Permacel 
Tape Corp. A new change pad 
made of Vinylfoam sealed to a 
vinyl sheeting is being supplied 
by Seagram Distillers Co. to the 
retail liquor trade. At right, pretty 
Lois Conway is backed up by 
clean-up time materials in a pro- 
motion sponsored by Church & 
Dwight Co., manufacturer of Arm 
& Hammer sal soda concentrated. 
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Popai Ethics Code Slowly Winning 
Adherents, but Value Is Still Untested 


(Continued from Page 2) 
to support an appeal since a favor- 
able decision would benefit the en- 
tire industry. 

But while Popai was considering 
a proposal to establish an industry 
arbitration board generally and 
seeking examples of cases with 
favorable decisions against design 
plagiarism, the supplier decided 
not to follow through with an ap- 
peal. 

2. A supplier in Greenwich, 
Conn., served papers on a custom- 
er, charging that the user took the 
display design to a lumberyard for 
production. The supplier had asked 
Popai to back him as friends of 
the court. However, the user set- 
tled out of court when served 
with the papers. The user, happily, 
is still a customer. 

3. Two suppliers, one in New 
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York and the other in Brooklyn, 


asked Popai separately to recom-| 


mend how they should handle a 
situation in which one accused the 
other of design piracy. Both sup- 
pliers recently agreed to drop the 
subject, however, on their own. 


s The code endorsed by Popai but 
not enforced in the first and third 
cases mentioned above is similar to 
one adopted in June, 1955, by the 
National Assn. of Permanent Dis- 
play Producers. 

In fact, the NAPDP was formed 
specifically to force the issue of an 
industry-wide code of ethics when 
it appeared that Popai would not 
do so. Popai is composed of most 
major display suppliers plus many 
national advertisers and advertis- 
ing agencies. The NAPDP is a 
small but influential group whose 
members are also members of 
Popai. 

For example, Popai estimates 
through a survey of members for 
1956-57 that the display industry 
will total $1 billion this year. And 
the NAPDP estimates that the per- 
manent display industry represents 
an annual volume of $250 million, 
representing 25% of the industry. 

Before the recent decisions by 
the suppliers in two cases to drop 
their charges, it appeared the code 
was turning out to be a powerful 
weapon which would change the 
facade and interior of the indus- 
try. Members were asking Popai 
for its support. 

Neither Popai nor NAPDP view 
the code as an unworkable tool, 
however. 


® In a three-months-later report 
last November on the effects of 
the code, Popai president Stanley 
L. Wessel of Stanley L. Wessel & 
Co., Chicago, said, “The code is 
still being violated here and there, 
but plagiarism and_ speculation 
aren’t as rampant and complaints 
are not as numerous or as serious 
as before.” 

He explained that it had been 
the practice of some national ad- 
vertisers to take an original design 
display and shop around. Five, six 
or seven suppliers sometimes were 
called in to pitch speculatively for 
a display, but now they seem to be 
limiting their approaches to fewer 
suppliers, he said. 

NAPDP president Charles Peck- 
ar, president of Chespac Mfg. Co., 
Greenwich, Conn., who agitated 
for the code in both groups, reports 
that users and advertising agencies 
when told about the code say, 
“Hell, that’s OK with us.” 

According to Mr. Peckar the 
NAPDP code of ethics has become 
standard operating procedure in 
the permanent display industry. 
“The practice of the code is now 
the rule rather than the exception,” 
he said. 

It has become common practice 
for the supplier to charge for his 
preliminary sketches and samples, 
he said, adding that advertising 
agencies and users now accept the 
idea of paying for preliminary 
renderings. 


s Meantime, Popai is attempting 
to build a file showing cases where 
precedents on design plagiarism 
have been set. Members have been 
asked to contribute instances they 
know about. These will be turned 
over to the Popai attorney, Harry 
Dulman, for reference when need- 
ed. It may be interesting to note 
that the counsel for the plaintiff 


;meeting in Chicago (the annual 
|symposium and exhibit is sched- 
luled for April 10-12) will be a 
plan to arbitrate such cases of 
plagiarism charges within the or- 
ganization or before the American 
Arbitration Assn. 

The proposal was made by Nor- 
|ton Jackson, Popai executive direc- 
tor, at the February executive 
committee meeting and discussed 
further at the March 11 meeting. 

“I would like to see arbitration 
within the association and avoid 
the courts,” he said. 

According to the plan, a commit- 
tee of three mutually agreeable 
parties would consist of two, who 
would pick a third party, plus the 
Popai counsel, Mr. Dulman. 


appear as friends of the court in 
the supplier vs. user case, already 
settled out of court. 


s Other developments in the in- 
dustry in the past year, while less 
obvious but more spectacular, in- 
clude: 


display medium, long neglected by 
agencies unwilling to handle dis- 
plays since it’s difficult to treat a 
non-measured medium as 15% 
commissionable, has been gaining 
agency recognition slowly over the 
years. 


cies are making arrangements 
more and more with clients to in- 
clude displays. Among them have 
been mentioned McCann-Erickson, 
Gardner Advertising Co., Fuller 
& Smith & Ross, Lennen & Newell, 
MacManus, John & Adams and 
Cockfield, Brown in Canada. 

2. Coordination with other me- 
dia. This often requires agency di- 
rection and participation, and it 


At the April 10 meeting members | 
also were to vote whether they | 
wanted the executive committee to | 


1. The ad agency question. The | 


Point of purchase-minded agen- | 


ranges from considering displays | 


as one of a number of important 
tools at the advertiser’s disposal to 
the extremist viewpoint that “tuere 
ain’t no other medium except dis- 
plays.” 

3. Publication of the Popai-ANA 
book on displays. Long overdue, 
“Advertising at the Point of Pur- 
chase” was published early this 
year by McGraw-Hill. As a text- 
book, handbook or primer on the 
industry, it incorporates a Popai- 
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;sponsored survey by the Assn. of 
National Advertisers with the 
|views of a number of experienced 
admen about the industry. The 
author is Julian Boone, public re- 
lations director of McGraw-Hill. 

4. Formation of a Popai-ANA 
‘committee. Neither organization 
wants to let its relationship die 
with the publication of the book. 
| Problems of mutual interest to dis- 
| play suppliers and users and na- 
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in the design plagiarism case set- | 


tled out of court is the same one 
who helped set up the NAPDP 
code of ethics, Joseph Corn. 


One proposal that the Popai ex- | 


ecutive committee will present to 
the members April 10 at its annual 
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SUPER HI-TORQUE TIMING 


Ideal for short term application operating turn- 
tables, display wheels, rotating signs, etc. Easily 
adapted to ay special display motion. 30 inch 
ounces guaranteed torque at 1 RPM. 


SYNCHRON 20 HI-TORQUE TIMING MOTOR 


For long term operation of turn-tables, display 
wheels, and rotating signs. Easily adapted to 
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Here was a new problem. The product was already 
known for perfection. A new customer-tested assortment containing even more 


Candy Cupboard favorites was being introduced at no increase in cost. 


The question brought to Schmidt was ‘How do we 


merchandise something which is literally an improvement on perfection?” 


Schmidt's creative designers had the answer—a dramatic store display which was 


also an “improvement on perfection.” Imagination, product - realism and 
a liberal application of merchandising know-how produced the 


desired results—an outstanding sales increase for Candy Cupboard. 


Insure your sales success at the point-of-sale. Call on Schmidt! 


New York 
Chicago 
Orlando 
San Antonio 
Harlingen 
Portland 
Seattle 
Honolulu 
Fresno 
Sacramento 
Los Angeles 
San Francisco 


Point-of-Purchase Materials * Posters * Labels © Cartons * Shipping Cases © Calendars 
Recipe Booklets © Catalogs * Corrugated Floor Stands * Seed Packets © Gift 
Boxes * Brochures * Direct Mail Materials © Ad Pads * Outserts 
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PENNANTS & BANNERS 
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GRAPHED & SILK SCREENED 


MCA BANNER 
TENDER SYSTEM 


Patent No. 2,764,830 
lithographed on drill in 44” to 8 
@ Simple to install 
@ Ships via parcel post in a tube 
@ Four years in testing 
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HOOKS ON AT TOP 


be dis- 
meetings. 


will 
periodical 


advertisers 
at 


tienal 
cussed 


|Popai’s executive committee has 


| 


approved the plan to continue the 
tie with ANA. 

5. The growth of permanent dis- 
plays. Perhaps this is best exem- 
plified by the influence the unsung 
NAPDP has been wielding separ- 
ately and in Popai. In many in- 
stances of display use, suppliers in- 
clude research providing basic 
|facts about the product and sales 
| potential before a decision is made 
}on what type display to use. 
| . 6. Foreign expansion of the dis- 
|play medium. Popai has recently 
|/been instrumental in advising the 
Canadian Packaging Assn. and the 
European Packaging Federation, 
which have formed the Canadian | 
Point of Purchase Advertising In- | 
stitute and the French Point of 
Purchase Advertising Institute. | 

They are patterned along the | 
lines of Popai and Mr. Jackson | 
went to Canada for the formation 
jof that group. Members of the 
peeenet group will be guests at a 
| Popai cocktail party April 11 at the 
Popai symposium and exhibit. In 
laddition, Popai claims two mem- 
bers from Sweden, one from Can- | 
ada (Cockfield, Brown), England | 
and Brazil, which Popai sees as 
a trend in the growth of the medi- 
um outside the confines of the U.S. | 

7. Visual aids and packages as 
selling tools in themselves, apart 
from displays. The package as a 
isplay in itself is quite obvious. 
And both Chrysler and Buick have 
visual aids which serve as training 


selling aids. 

With the growing demise of the 
salesman as an effective selling 
weapon, Chrysler and Buick deal- 
ers have been helping their sales- 
men, Chrysler with an oversize 
flipchart book containing turndials 
and pullout tabs emphasizing car 
features, Buick with a Color Selec- 
tor which enables the woman to 
see or select almost any combina- 
tion of color for the car she might 
buy with her husband. Paint and 
color schemes otherwise are limit- 


the Point-of-Purchase Advertis 


supplier against design plagiar 
recommends, for example, that 


name and address).”.. . 


quantity shal] remain the prope 
ll} 


submitted to you in confidence, a 
to single units, and all quanti 
(supplier’s name and address). 


a sketch, model or previously-p 
plier)... 


of inese specifications, terms and 
read: ‘In accordance with specif 
your proposal (date)’.” 


Popai Code: Salient Points 


The principal points in the code of ethical trade practices by 


Assn. of Permanent Display Producers supposedly protect the 


corporated by members in their contracts, orders and bids: 


e “This is an original design submitted as a confidential presen- 
tation. The right to use same in whole or part thereof, in any 
form, is, and shall remain, the exclusive property of (supplier’s 


e “All designs and sketches relating to this model have been sub- 


mitted to you in confidence and all rights to produce same in 


e “Designs, sketches and models for this project, having been 


e “We are submitting this proposal on a design which you rep- 
resent to be owned by you.” (Members are urged not to quote on 


e “In placing your order with us, 


ing Institute and the National 


ism and speculation. The code 
the following suggestions be in- 


rty of (supplier’s name and ad- 


ll production rights, with respect 
ty production are reserved by 


” 


roduced display of another sup- 


please indicate your acceptance 
conditions by having your order 
ications, terms and conditions of 
* 


ed or by-guess-and-by-gosh. l 

Carter & Galantin, Chicago, pro- | 
duced the Chrysler combination | 
booklet-display. William Melish | 
Harris Associates created the Buick 
Color Selector. 

Another display—for the future | 
—is an electronic sign employing 


patent and the broker is Industrial 
Developments, New York. 

The electronic sign or display 
measures 114x3’ and has two rows 
|of letters, 15 letters to a row, each 
|letter 2144” high. The letters come 
|in various color choices. There are 
| 100 interchangeable letters or fig- 
janes. But the news, of course, is 
| that the sign is electronic, with no 
wires, batteries or moving parts. 
lUnits will be sold for $75-85 
apiece. o 


eee cae 


this is where buyers 
meet your products head-on. 
Get the best locations. Give your 
product every competitive 
advantage it deserves 
and needs, to cash in on all 
your other advertising 
up to this point. . . 
Display it First Class in 
AMDCO Quality METAL Displays 
for First Class results . . . 
Call or write A. M. Deeco. Find out 
how other big sellers do it... 


SALES DISPLAY FOR EVERY TYPE OF PRODUCT 


HELD TAUT AT 
BOTTOM WITH 
SPRING 


MASSILLON-CLEVELAND-AKRON 
SIGN CO. 


Walnut Road, S. W. 
MASSILLON, OHIO 


COMPLETE PROMOTIONS, MANUFAC- 
TURED IN 200,000 SQ. FT. PLANT 
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Ad Typography Is 
Deteriorating, 
Hopper Says in ‘AR’ 


CuicaGo, March 26—Ad typog- 
raphy and layout have been dete- 


aids for the salesman as well as|no wires or batteries. Mercu-Ray|riorating in the past few years. 
| Industries, Columbus, O., owns the| And the deterioration has _ in- 


creased in the past six months. 

| This is what A. Raymond Hop- 
per, advertising typography con- 
sultant, asserts in the April issue 
| of Advertising Requirements. The 
article is the fifth in a series on 
typography which Mr. Hopper has 
written for the magazine. 

“There is apparent a nihilism 
| in layout and a disorganization of 
| typographical elements. Many de- 
| signers seem bent on violating all 
| .ne fundamental principles we all 
used to hold so dear. We used to 
| believe that the function of ty- 
pography was to make advertising 
more inviting, more readable, and 
|hence more_ productive,” he 
| writes. 


s “These rules no longer seem to 
apply, at least with an increasing 
| number of designers. Their frac- 
ture is most noticeable in the use 
|of hand-lettering and photo-com- 
position, since these make it 
somewhat easier to go off in all 
| directions. They seem to invite 
| distortions and weird textures and 
| erratic malalignment. 

“These deviations from the tra- 
ditional have their place, of 
course,” Mr. Hopper says, “but 
they could be handled more 
adroitly and with a constructive 
purpose. But too often they are 
used merely to attract attention 
| to themselves rather than to the 
message of the advertisement.” 


® There are hundreds of good 
ads, he says, but the “sinners” 
are becoming so frequent “they 
are emerging as a trend.” 


Mr. Hopper’s analysis is based | 


|} on 4,031 full-page ads he has col- 


| lected in the past few years. He | 


|has broken them down into five 
| categories to show variations in 
over-all average for each publica- 
tion. 

The five categories are Hand 
Letter (including photo-reproduc- 


tions), Gothics, Sans Serifs, Bodo- 


}nis and Century Schoolbook. 

“Of the total 4,031 
ments,” he writes, “24.4% used 
|Hand Letter wholly or in part, 
|20.2% used conventional Gothic, 
26.7% Sans Serifs, 6.5% Bodonis 
and 7.2% Century Schoolbook.” 
These five types accounted for 
|85% of the total and ranged from 
180% to 93.5% in the individual 
magazines. 


advertise- | 


Advertising Age, April 1, 1957 


Heinz Pickle Promotion Offers 
_8¢ Deal on Relish Purchase 

The major 1957 pickle promotion 
for H. J. Heinz Co., Pittsburgh, 
will be the sale of Heinz hamburg- 
er relish and Heinz hot dog relish 
in a twin-package cardboard 
sleeve. A printed coupon on the in- 
side of the sleeve will be redeem- 
lable for 8¢ toward the purchase of 
hot dogs or hamburgers in the 
store in which the relishes are 
| bought. Called “the largest pickle 
promotion in our more than 80 
years in the pickle business,” the 
first major impact is aimed for the 
Memorial Day picnic market. First 
deliveries to retailers will be about 
May 1. 


Rose-Derry Names Langevin 

Paul Langevin has been named 
advertising manager of Rose-Derry 
Co., Newton, Mass., maker of 
Kantwet juvenile goods and Derry- 
Made adult mattresses. Mr. Lang- 
evin formerly was sales promotion 
manager of Lawrence Process Co., 
North Andover, Mass. 
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.»» MAKE IT A MOST EFFECTIVE 


point of profit 


for you! 


Be sure to see us 

at Booth 3, 

The POPAI Exhibit — 
Palmer House, Chicago, Ill. 
April 10th, 11th, 12th 
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The Best Egg iso Nest Egg” 
Stor! Saving Here Today! 


: DANCER—A 3’ dancing rooster and 
oversize papier mache egg promote 
thrift for Mercantile Trust Co., St. 
Louis, in this animated lobby dis- 
4 play. The egg is a bank with a slot 
for coins and locking door. Der- 
massage, manufactured by S. M. 
Edison Chemical Co., is promoted 
with this window display which 
ties in with the national ad cam- 
paign. Stern, Walters & Jaster, 
Chicago, is the agency. Consolidat- 
ed Lithographing Corp. created the 
three-piece window display for 
Chas. Pfizer & Co. The cardboard 
piece to display Prince Gardner 
matching accessories is available 
to stores throughout the country. 
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7 Modern Aids farts 
‘Health ad Beauty ” 


AIR POWER—Berger-Rivenburgh, 
Chicago, created the Glassfloss 
hanging unit which turns in air 
currents. The unit incorporates an 
actual Glassfloss product. The four 
product cards on the Curity display 
are activated by a battery-powered 
motor. Zipprodt Inc., Chicago, de- 
signed it. A _ wire-like flexible 
pocket saw is demonstrated on this 
p.o.p. merchandiser designed by 
Varco, Jersey City, distributor of 
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RADIOS & RUGS—Dechar Corp. de- 
vised the displays for General 
Electric portable radios and Alex- 
ander Smith rugs. The GE display, 
which holds four radios, revolves. 
The rug display exhibits 12 quali- 
ties of chenille, holds an assort- 
ment of 105 colors in two drawers. 
Coordinated packages provide 
counter appeal for these chocolate 
; Easter bunnies. The boxes were 
ae designed by George Reiner, New 
- York, for R. M. Palmer Candy Co. 
7 The Buick color and trim selector 
display was created by William 
Melish Harris Associates, New 
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Point of Purchase Displays at Work 


ASSORTMENT—AIl-Rite Pen is dis- 
tributing a new turntable display i 
which holds 29¢ and 39¢ pens. It ’ 
holds 72 pens with a retail value : 
of $24.48. Nestle backed up its 
super-ad in Life with this point ss 
of purchase piece using one of the - 
illustrations. Einson-Freeman Co. ? 
produced the display. Old King 
Cole Inc. designed the 11” figurine 
used to promote Danskin skating 
tights made by Triumph Hosiery 
Mills. Another piece by Einson- 
Freeman is a “do-it-yourself kit 
for bankers (of all people),” says 
E-F. The American Express “Pan- 
elrama,” composed of wire links, 
24 color scenes and six ad signs, 
can be set up in 100 different ways. 
American Express conducted a : 
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contest for the best use by bank 
display people. 


CARD & PILLAR—P. Baliantine & Sons 
distributed over 40,000 of these 
card holders to dealers with a 
year-round change of litho inserts 
for promoting sales of related 
items. Kay Inc., New York, created 
the display. Miss Melody swings to 
and fro in the Webcor display 
whieh ties in with national adver- 
tising. Kling Displays, Chicago, is 
the producer. In another Kling- 
designed item the gloss effect of 
Carnu is accomplished by spot- 
varnishing “sweep” over the lith- 
ographed sheet. A “poured pillar 
of steel” promotes Devcon Corp.’s 
Plastic Steel. The pillar (which 
must be requested) and the jar 
with imbedded spike (included in 
all Devcon packaging) have 
sparked a 200% increase in sales 
since the product’s introduction in 

the fall of 1955, the company says. 
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THREE-IN-ONE—A single louvred dis- 
play provides Formfit Co. with 
three scenes in this window piece 
manufactured by Gilman-Amour, 
Chicago. The passerby first sees 
Miss Formfit in a mauve suit, then 
in foundationwear and finally in 
a yellow cocktail sheath. William 
Melish Harris Associates produced 
a low-cost illuminated cardboard 
display for American Export Lines. 
The unit replaces expensive itin- 
erant displays and an agent can 
have one permanently. Helene 
Curtis Industries plans a stepped- 
up campaign for its new Stopette 
stick deodorant, shown here in a 
new display box. 
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M. J. GIBBONS, General Advertising Mgr. 


THE BRANHAM COMPANY — National Representatives 
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“Indiana’s Best Balanced Market” 


J. L. McDERMED, President 
Cc. L. DIETZ COMPANY 
Indiana’s Oldest Food Brokers 


“Lafayette . . . . Indiana’s best balanced market, can not be 
influenced by the metropolitan newspapers. In our many years 
of covering this market, we have found that the food dollars of 
this rich nine-county market can be tapped only through the 
food pages of the Lafayette Journal and Courier.” 


This Important Indiana Market 
Is Covered Only by the 


JOURNAL* "COURIER © 


Member of federated Publications 


LAFAYETTE 
WEST LAFAYETTE 
INDIANA 


Indiana's Best 
Balanced Market 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


Inadequate Data in 
Ads Led to Consumer 
Testing, Warne Says 


Cuicaco, March 26—The failure 
of advertising to give the consumer 
sufficiently accurate and informa- 
tive product data has led to “the 
rapid rise of the consumer testing 
agency.” 

This failure of advertising is not 
due to a general conspiracy to mis- 
lead or defraud, according to Col- 


| ston E. Warne, economist and pres- 


ident of Consumers Union, which 
publishes “Consumer Reports.” It 
is because in this competitive sys- 
tem most advertising takes on the 


| character of a “lawyer’s brief,” Mr. 


Warne told a meeting of the Chica- 
go chapter of the American Statis- 
tical Assn. and the business re- 
search and statistics committee of 
the Chicago Assn. of Commerce & 
Industry. 


® Because of this “lawyer’s brief” 
characteristic, most advertising ac- 


on-the-market Dove! According to the 


cover 1957 St. Paul Consumer 


10 percent of St. Paul’s soap trays . . 
on the retailers’ shelves! 


St. Paul Dispatch-Pioneer Press! 


Brand Preference in 


BRAND 1957 
OS Ere 21.9% 
Oe ee 19.1 
Gen ae 12.6 
AR eee 10.8 


do they look for YOUR product . . 
Just a glance at the 1957 St. 


St. Paul Market* 


“buy-word,” 


sumer Analysis, Dept. B. 


Source Ma 
Survey of 


REPRESENTATIVES 


p DISPATCH 


a 


RioOoer NEWSPAPER 


What on earth did Dove do to deserve 
stantaneous display of enthusiasm and acceptance? 
made a good product. 2. They promoted the daylights out of 
it with a consistent hard-hitting advertising campaign in the 


: THIS TWIN'S INA: 
LATHER OVER - 
: Dove! : 


Excited? You just bet they're excited. St. Paul's buyers 
have worked themselves into a real sudsy 
all-new-from-cover-to- 
Analysis Survey, 
Dove.so ardently that it’s the preferred product on better than 
. after less than a year 


lather over new- 
they love 


such an in- 


1. They 


St. Paul 


eeceecevevseses 


When St. Paul’s shoppers head for their store or dealer's 
. or do they over-look it? 
Paul Consumer Analysis Sur- 
vey will tell you. This comprehensive study reveals the buying 
habits and brand preferences of the 486,100 pcople in the 
who spend 596 million dollars a year .. . 
and who rely on the Dispatch-Pioneer Press to bring them the 
For your copy, contact your Ridder-Johns rep- 
resentative or write, using your company letterhead, to Con- 


*Ramsey, Dakota and Washington Counties 
10, 1956 Sales Management 
uying Power 


RIDDER-JOHNS, INC. 
NEW YORK - CHICAGO - DETROIT 
SAN FRANCISCO - 

ST. PAUL - MINNEAPOLIS 


LOS ANGELES 


Advertising Age, April 1, 1957 


cents a product’s strong points, 
glosses over its weak points and 
seeks “to array valid and dubious 
arguments in an attempt to win 
over members of the consumer 
jury which is constantly sitting in 
judgment. 

“While some of these briefs may 
be modestly stated and even may 
be devoid of any suspicion of ex- 
aggeration, the total impact of ad- 
vertising has to date been to stim- 
ulate the growth of consumer be- 
wilderment and thus to give rise to 
the rapid development of the con- 
sumer testing agency,” he said. 


s Mr. Warne described to the 
group how Consumers Union tests 
products and picks the types of 
product to be tested. 

He said there are certain limita- 
tions inherent in comparative con- 
sumer testing. One is the fact that 
it is impossible in some cases to 
test all the brands of a given prod- 
uct or to test a product at regular 
intervals. Another limitation is 
that quality control for some 
brands may be poor, or the quality 
may vary for the brand from one 
regional factory to another. This 
makes it difficult to give the brand 
any kind of rating, he said. 

He pointed out, also, that con- 
sumer testing would be impossible 
without the existence of branded 
products. 

The type of product to be tested 
is chosen after some 100,000 of the 
850,000 “Consumer Reports” sub- 
scribers have been polled on what 
they are interested in having 
tested. 


s “We are anxious to know more 
about consumer behavior, and par- 
ticularly about the qualities which 
create consumer satisfaction or dis- 
satisfaction with the performance 
of a product,” Mr. Warne said. 
“We do not accept the often- 
repeated idea that the consumer is 
by nature irrational. It is our faith 
that consumers do want to know 
about the value of products, that 
they do wish analyses and that the 
response of business to informed 
consumers will serve to improve 
the quality of articles available on 
the market and to place a premium 
on quality. 

“In brief, the impact of the con- 
sumer testing agency has been that 
of providing a ‘feedback’ mechan- 
ism, by which manufacturers can 
better adapt their output to con- 
sumer needs. Increasingly the crit- 
icisms of these groups concerning 
product design and performance 
are being heeded as companies re- 
appraise their goods under this 
prodding.” - 


Jerome Moss Forms Company 
Jerome A. Moss, formerly na- 
tional sales promotion manager of 
the Kessler division of Seagram 
Distillers Co., has formed his own 
company, Jerry Moss Inc., to spe- 
cialize in the creation, develop- 
ment and production of sales pro- 
motion material. Offices are at 216 
E. 26th St., New York. 


Here's that dream market 
of never-ending spending . . 


the do-it-yourselfers. They 
are free-spenders and marathon 
spenders. To keep their hobby 
going they keep on spending. And 
every issue of Home Craftsman 
stimulates their ceaseless activity 
with new, sound ideas. These send 
them right out after new tools and 
more materials. Why not profit by 
our latest information on the pur- 
chasing habits of these multi buy- 
ers? Write today to 


115 Worth St. 
New York 13 
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“Because Stanley Magic Door Controls are used 
almost exclusively in non-residential buildings — in- 
dustrial, commercial and institutional — we must 
direct our sales message at all the men who build 
and modernize these buildings — owners, architects, 
engineers and contractors.” 


*SOURCE: HOW BUILDING PRODUCTS ARE SOLD. 
Dun and Bradstreet’s report on a personal interview 
study made among leading building product sales 
directors and distributors. Write for your copy: 
Market Research Manager, Architectural Forum, 
9 Rockefeller Plaza, New York 20, New York. 


“Wie must direct our 


sales message at all 
the men who build” 


says 
Rodman W. Chamberlain 


Vice President STANLEY 


in Charge of Sales THE sTANLEY WORKS 


of SORE, be 


“We have to convince the owners of the many ad- 
vantages to be gained by using our product. But our 
job doesn’t end there. We have to sell the other 
members of the building team, too, on the design, 
operational and maintenance values of Stanley 
Magic Door Controls.” 


“Forum is the only magazine which gives us this 
over-all coverage of the building team. So we put 
all our Magic Door advertising in Forum. Through 
Forum we beam the Stanley sales story direct to all 
the men who decide on the products that go into a 
new or modernized building.” 


Rod Chamberlain of Stanley Works, a rugged individualist 
in most respects, has one thing in common with every other 
successful building products salesman. He knows that effec- 
tive selling in the building field is the direct result of influenc- 
ing and selling the entire building team.* That is why Stanley 
Magic Door Control advertising runs exclusively in Forum. 
And, when Stanley Magic Carpet Door Controls were made 
available in a range of colors, it was only natural for Forum 
to be selected as the only advertising medium to announce 
this development. More than any other magazine, Forum 
delivers the highest concentration of building team members. 
In addition—of course—to the country’s most important and 
busiest architects, engineers and contractors, Forum is read 
by the decision-making clients who are actively building new 
buildings, modernizing old buildings. 


Architectural Forum/the magazine of building/ published by TIME INC. 
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$100.000.000.000.°° 


MIDWEST INDUSTRIAL MARKET 
... and M.P.A. Covers the Purchasing Agents ! 


Industrial adman’s dream come true! Buyer 
coverage of World’s richest concentration 
of industrial purchasing power—at low 
regional rates. M. P. A. is Official Publication 
of all P. A. Associations in fabulous “Heart 
of Industrial America”. Nothing like it for 
selling the buyers at the essential local level. 
Send for rates and data. 


647 Penton Bidg. 
Cleveland 13, Ohio 


Information for Advertisers 


Mail order advertisers and their 
agencies will be interested in a 
record sheet recently devised by 


the New York Herald Tribune. It | 


is devised for checking results of 
keyed advertising. It is an 
8%x11” sheet punched to fit a 
three-hole binder. It has space 
for filling in all important infor- 
mation to gauge the effectiveness 
of an ad program. Sample copies 
may be had by writing to A. Jo- 
seph Auerbacher, mail order ad- 
vertising department, New York 
Herald Tribune, 230 W. 41st St. 
New York 36. 


e “Pattern of Distribution—Gro- 


‘}cery Brands in the San Francisco- 


Oakland Market” is a new study 
about to be released by KROW, 
San Francisco. The study meas- 
ures not only how much of a 


The story of... 


THE MUSHROOM GROWTH OF A 


MARKET 


as told in the news columns of THE ANN ARBOR NEWS 


am 


tp 


| _ 


THEE Gn 


daily (6.7 per cent) over the 1955 audit... 
Ann Arbor population climbs to 65,445! ... 


City area figure of 7,555 acres double that of 10 years ago... 


employ 1,400 people... 


BOOTH 


THE BAY CITY TIMES «= THE AW ARBOR WEWS 
THE SAGINAW NEWS JACKSON CITIZEN PATRIOT 


THE FLINT JOURNAL 
KALAMAZOO GAZETTE 


NATIONAL REPRESENTATIVES: AH. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476; Sheldon B. Newman, 435 N. Michigan Ave., Chicogo | |, 
Superior 7 4680, Brice McQuillin, 785 Market St., San Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1.0972 


Ann Arbor’s retail sales hit a new estimated high of $108,000,000 in 1956... 
Total value of all building in Ann Arbor last year reaches $39,872,750 ... 
Audited net paid circulation of Ann Arbor News increased 1,637 copies 


Two nationally known firms announce multi-million dollar research 
centers to be located near University of Michigan North Campus and to 


THE GRAND RAPIDS PRESS 
THE MUSKEGON CHRONICLE 


| brand is distributed in this mar- 
ket, but also the degree of pene- 
| tration of each brand in various 
segments of the market. 

All brands showing 10% or 
more of distribution are listed 
with detailed data. Since no cor- 
porate chain operates more than 
10% of the stores in the market, 
private label brands do not ap- 
pear in the detailed listing. How- 
ever, private labels and brands 
with limited distribution are 
shown in a separate section. Cop- 
ies are available to grocery prod- 


uct manufacturers and _ their 
agencies from A. Leo Bowman, 
Reinhardt Advertising, 1736 


Franklin St., Oakland 12. 


e Readers of consumer auto mag- 
azines are mostly young, with 
specialized interests. They have a 
higher than average family in- 
come. These are among the con- 
clusions reached in a survey con- 
ducted by A. S. Bennett-Cy Chai- 
kin Inc., New York, for Petersen 
Publishing Co., Los Angeles. Pe- 
|tersen publishes Motor Trend, 
Hot Rod and Motor Life. 

As a group, the survey shows 
automotive publication readers 
are young. Their median age is 
23.3 years. Less than half, 44.7%, 
are married. Questionnaires were 
received from 3,574 readers, rep- 
resenting a 79% response. Be- 
sides covering age and income, 
the survey also touches on auto 
ownership and brand choice in 
automotive products. Copies are 
available for a survey of any of 
the three publications separately 
or for all three combined from 
|Petersen Publishing Co., 5959 
| Hollywood Blvd., Los Angeles 28. 


Colgate’s Total Sales Reach 
New High, Income Drops 

Worldwide sales of Colgate- 
| Palmolive Co. passed the $500,000,- 
|000 mark for the first time last 
| year. The company’s annual report 
showed combined domestic and 
|foreign sales of $508,523,000 in 
1956, compared with $468,578,000 
the previous year. Colgate’s inter- 
national empire had a 19% sales 
increase of $34,554,000 for a total 
of $217,555,000. Domestic sales rose 
$5,391,000 to total $290,968,000. Net 
income was $10,518,000 or $4.05 per 
share, compared with 1955 figures 
of $14,008,000 or $5.50 per share. 
While foreign dividends increased 
$588,000 over 1955, domestic net 
income plummeted nearly 50% to 
$5,182,000, compared with $9,260,- 
000 in 1955. 

Company operating expenses in- 
creased some $12,000,000, reflect- 
ing “the higher level of all ex- 
penses and heavy expenditures for 
the development and promotion of 
new products,” the report states. 


Doyle Dane Boosts Klein 

Paul L. Klein, with the sales re- 
search section of Doyle Dane Bern- 
bach Inc., New York, since Febru- 
ary, 1955, has been promoted to 
research department manager. Da- 
vid Manber, previously with Shal- 
ler-Rubin Co., has joined the 
agency’s copy department. 


“You get better local or national 
press clipping service by using a 
bureau with just one office—where 
there is no delay instructing those 
who do the clipping.” 


? 


Est. 1888 
PRESS CLIPPING 
Folesheene BUREAU 


165 Church Street, New York 7, N. Y. 
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ILLINOIS’ 2nd BIG MARKET 


we = @ x 
Presiteou: 


@ 28.1 Avg. (7 AM—Midnight) 
@ 47.6 Avg. (5 PM—Midnight) 


@ HIGHER than 19 of the top 
major TV markets 
(compiled from ARB 11/56) 


PEORIA ‘‘SETS-IN-USE’’ RATINGS TOP 
19 MAJOR TV MARKETS 


witty bed Channel 19 —— Peoria, Illinois 


affiliated with Peoria Journal Star, Edw. Petry @ Co., Nail. 2 


” 


Only WTVH blankets Peoria with 
CBS and ABC 


@ 14 of the top 20 shows 


@ 151 of 196 evening Y4 hours 
(ARB 11/56) 


® covers 18 rich counties 


Forms Research Company 

Dr. Philip Eisenberg, a research 
psychologist with the Columbia 
Broadcasting System for 12 years, 
has set up a new radio-tv pro- 
gram research service to be called 
Motivation Analysis. His offices 
are at West End, N. J. Dr. Eisen- 
berg said the new company will 
study “all the factors that make for 
the success or failure of a program 
and recommend practical ways of 
raising the rating.” 


Venard, Rintoul Named 

Venard, Rintoul & McConnell, 
New York, radio-tv representative, 
has been appointed to represent 
KGNO, Dodge City, Kan. Arthur 
H. Hagg & Associates formerly 
handled the station. 


Brandt Joins Swiss Air 


Jesse Brandt has been appointed 
advertising manager of Swiss Air 
Lines, New York, a new position. 
Mr. Brandt was formerly a partner 
in Travel Promotions, New York. 


a 
WHEN SHOULD A 


Ever wonder whether or not to use a coated 
paper for a mailing piece? It can give a 
mailer a quality look. On the other hand, it 
may be too costly for your budget. 

Your printer, lithographer, or screen processor 
can give you the answer. He’s a storehouse 
of information and ideas. Because of his wide 
experience, he can help you avoid pitfalls, 
help you save money and get your job out 


OUR 


——— 


Sales Offices: Mead Papers, Inc., 

118 West First Street, Dayton 2, 

Ohio - New York « Chicago - Boston 
Philadelphia - Atlanta 


MAILING PIECE WEAR A 


COAT? 


faster. That’s why it’s so important to talk 
with him before you start work on any 


mailing piece. 


You'll like working closely with your printer, 
lithographer, or screen processor. We know 
because we’ve done it for years in bringing 
them the quality papers they need to serve 


you best—the most complete line in the world! 
The Mead Corporation, Dayton 2, Ohio. 
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Cost May Force 
Sweden to Permit {| 
Commercial TV 


SrocKHOLM, March 26—The door 
has been left open for commercial 
television in Sweden. 

As yet it is only a tiny crack, but 
supporters of commercial tv are to- 
day more hopeful than they have 
been for many years. Previously, 
they were confronted by a solid 
wall of opposition. 

The question of the development 
of Swedish television has been de- 
bated heatedly for the past three 
years. The 1956 parliament ap- 
proved in principle the operation 
of tv under government direction, 
with advertising in any shape, 
form or manner strictly prohibited, 
as it is on Swedish radio. 

In the past, the Social-Demo- 
cratic government has turned a 
deaf ear to pleas by business 
groups for a commercial system 
similar to the one established in 
Britain in 1955. 

Socialist and cooperative organ- 
izations have argued that introduc- 
tion of advertising in television 
would mean a deterioration in the 
quality of programs. They also 
have maintained that small com- 
|panies would not be able to com- 
pete because of the high price of 
| tv time. 


® These objections are still raised, 
and they carry weight here. How- 
ever, what the Swedes have come 
up against is the astronomical cost 
of developing a television system. 
A five-year plan submitted to the 
government earlier this year en- 
tails an extremely limited sending 
time. Even so, it is believed that li- 
cense fees would not be enough to 
finance the program. 

According to some estimates, a 
set owner will have to pay an an- 
nual license fee of $15 to the gov- 
ernment. (The British fee is $8.50.) 

As a result of this hard dollars- 
and-cents problem, commercial tv 
advocates may be granted a new 
hearing. The government, signifi- 


cantly, has not categorically dis- 
| counted the possibility of introduc- 
| ing advertising at a later date. 
New proposals for commercial tv 
are therefore expected to be draft- 
ed in the coming months. One sug- 
gestion recently made was that 
every commercial program be 
“clearly announced as such.” 


|@ A government authority would 
be empowered to veto any program 
deemed to be out of step with the 
professed aims of Swedish televi- 
sion—namely, “to be of true serv- 
ice to the community as a means of 
cultural influence for nation and 
the home.” . 


‘Luther’ Controversy Dims 

| Now that tv stations in Chicago 
(WBKB) and Milwaukee (WISN- 
TV) have stepped forward to show 
the film, “Martin Luther,” Protes- 
|tants in Chicago have decided to 
|drop their FCC complaint against 
WGN-TV for canceling it last De- 
cember. A Protestant committee 
noted that the film premiered in 
Milwaukee March 8 without con- 
| troversy, and drew an ARB rating 
of more than half the viewing 
audience. It will run in Chicago 


April 23. 
Marie does It 


| GG 
«e FASTER 
S eee 


complete mailings, multl- 
graphing, a 
ing, addressing, fill-in on 
multigraphed letters, 
planographing. 
Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 


uick service and fast delivery 
ALL WAbash 2-8655. 
a Sue 


431 S. Dearborn St 


5, Dl. 
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THE CHEMICAL ENGINEER US A MEDICINE MAN 


a .. he, too, “changes his face” according to his function ... production or processing, management, maintenance, 
design and construction, research and development . .. the all powerful, multiple buying influence of CPI* 


THE CHEMICAL ENGINEER IN TECHNICAL SERVICE... 

Bill Gravlee, an operations analysis man at Esso Standard Oil's Baton 
Rouge plant, writes “Editorially, CHEMICAL ENGINEERING forms a sort of 
post graduate course for me. I enjoy the ads and information received 
through Reader Service, too. They keep me up to date on what's avail- 
able to help me solve on-the-job problems.” 


Catch up with the busy chemical engineer in the *Chemical Process Indus- 
tries, and you'll find him wearing many masks, functioning under several 
different labels. Perhaps he’s a Field Engineer trying to iron the “bugs” out 
of a new giant process plant. Or he might be a Process Engineer, concerned 
with product quality and operating efficiency. Or a Technical Director, Plant 


Manager, Maintenance Engineer... THE CHEMICAL ENGINEER IN PRODUCTION MANAGEMENT... cn 
A key man in all buying decisions involving material or equipment is 

This is why, no matter where he fits in the CPI spectrum, pilot plant to front George Weber, Plant Manager of Stauffer Chemical’s Brooklyn plant, . 

office, the chemical engineer is your single most important sales target. You who telle us, “cucmical sncinennine Reope mo Sally iabemed on Rew % > 
products, new technology and engineering techniques. Nowhere else . 

can have him on your side if you'll just bear in mind these three basic facts: can I get such a wealth of the information I need.” 


1. All CPI buying begins with him. No new equipment, materials or supplies 


THE CHEMICAL ENGINEERING CONSULTANT... 
get into the plant except at his instigation. 


The influence of an independent engineering consultant like James J. 
Flynn of Philadelphia is felt in many plants during critical, decision- 
forming moments. He says, “To solve the wide range of problems a con- 
sultant meets, he needs the kind of up-to-the-minute technical informa- 
tion CHEMICAL ENGINEERING furnishes.” 


2. He recommends and specifies at every stage in the buying procedure. 


3. His primary source of product information, and of brand preference, has 
always been CHEMICAL ENGINEERING—the 3-to-1 choice among chemical engi- 
neers in all functions. 


No Johnny-come-lately, CHEMICAL ENGINEERING has been the basic building 
block of successful CPI sales for more than half-a-century—just as its edi- 
torial pages have been a post-graduate course for chemical engineers in all Cc H E Mi I Cc ay L E N G I N _—! E Ri N G 
functions, And as the industry grows ever larger and more complex, as the ...to sell the engineer, whatever his function 
influence of the chemical engineer grows daily more pervasive, the domi- 

nance of CHEMICAL ENGINEERING as the industry’s primary marketplace 

grows ever more valuable to you. 


A McGRAW-HILL PUBLICATION (ABC-ABP) 330 W. 42nd STREET NEW YORK 36,N.Y. 
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75% in cash and 25% 
stock. 


DuMont Buys WNEW 
spokesman for DuMont sai 
for $7,500,000 ‘io reson b — Dailont 


New York, March 26—The sale | stations will remain unchanged. 
of WNEW to the DuMont Broad- |The call letters of DuMont’s New 
casting Corp. for $7,500,000 finally | York tv outlet, WABD, are ex- 
was announced last week by the| pected to be changed to WNEW- 
principals in the record-breaking | TV when the deal has been ap- 
transaction (AA, March 11). |proved by the FCC. . 

This is the third time in three 
years that this high-grossing in- FCC Proposes Grant of 


in DuMont 


mission Hearing Examiner J. D. 
Bond has proposed to decide a 
| seven-way competition for tv 
|channel 11 in Toledo in favor of 
|Great Lakes Broadcasting Co. His 
decision, which is subject to re- 
view by the full commission, 
would give Toledo its second tv 
| outlet. Great Lakes is owned by a 
' group of local business men, with 
Arthur Reichert, president of Bee- 
| son-Reichert, Toledo agency, hold- 


Losing applicants included To- 
ledo Blade Co., Community Broad- 
casting Co., Unity Corp. Inc., Cit- 
izens Broadcasting Co., Maumee 
Valley Broadcasting Co. and An- 
thony Wayne Television Corp. 


BofA Names Duschnes, Lloyd 
Philip L. Duschnes, former 

manager of Woman’s Home Com- 

panion’s shopping section, and 


Advertising Age, April 1, 1957 


| joined the eastern sales staff of 
the Bureau of Advertising, Amer- 
|ican Newspaper Publishers Assn. 


McConnell, Eastman Adds 3 
McConnell, Eastman & Co., 
London, Ont., has been appointed 
to handle advertising for three 
new accounts. They are Imperial 
Furniture Co., Stratford, London 
| Concrete Machinery Co., and Fram 


} 


dependent radio station has been Toledo Channel to Great Lakes ing 14.7% 


sold. In 1955 it went for $4,100,000; 
in April, 1954, the station brought 
$2,100,000. 


® DuMont, which operates tv out- 
lets in New York and Washington, 
will pay the $7,500,000 in cash and 
stock. Richard D. Buckley, presi- 
dent of WNEW, a post he will con- 
tinue to occupy under the new 
ownership, will be paid in DuMont 
stock for his 25% interest in 
WNEW. J. D. Wrather Jr.,. WNEW 
chairman, and investment broker 
John L. Loeb, who own the re- 
maining 75% share of the present 
WNEW company, will be paid 


170,000 Women who 
make or influence buying decisions 
read NATIONAL BUSINESS 
WOMAN 

170,000 business and professional 
women add up to a lot of. PURSE 
POWER. With higher-than-aver- 
age income and with the responsi- 
bility for business purchase, their 
BUYING POWER is tremendous. 

Here are the consumer magazines 
they read:* 

Better Homes and Gardens 20% 


Coronet 18% 
Good Housekeeping 24% 
Ladies Home Journal 28% 
Life 28% 
McCall's 21% 
Reader's Digest 60% 
Saturday Evening Post 20% 
Time 20% 


But 100% read National Business 
Woman, their own magazine. 


You and your products and serv- 
ices can be represented in the maga- 
zine that all these 170,000 decision 
making women read for only $5.28 
per thousand (12x b&w page). 
rhat's real advertising power. Write 
for fact sheets, rate card and circula- 
tion breakdown. Find out about 
PURSE POWER. 


* survey of members of the National 
Federation of Business and Profes- 
sional Women’s Clubs. 


NATIONAL BUSINESS WOMAN 


1300 CONNECTICUT AVENUE, N. W. 
ROOM 311 WASHINGTON 6, D. C. 


and serving as presi- 


Federal Communications Com- | dent of the company. 


George Lloyd, formerly vp and ad- | Canada Ltd., Stratford, subsidiary 
vertising director of Teen Age Re- | of Fram Corp., filter manufactur- 
|view and Teen Age Life, have) er. 


XPERTS SAY it is harder than ever for a new food 

product to break into the American market. When so 
many good brands compete for consumer attention, the 
newcomer faces a monumental challenge. 


Here is how one young company met that challenge: 


How sales stepped up 4,000% 


Back in 1949, two young men met for dinner in a Los 
Angeles steak house. Steak fanciers both, they ordered the 
budget-priced steak with some misgiving. But they ate it 
with delight. How could such mouth-melting beef be sold 
for so little? 


Restaurateur Adolph Rempp provided the answer—a 
special meat tenderizer made from papaya. Sprinkled on 
meat before cooking, it improves any cut, and makes in- 
expensive round steaks as tender as sirloin. 


; — 
-_ P ~ 


Examples of the power of a few words in print: 


“Its incredible force helped 
_us build a multimillion- 


dollar business” 


They could hardly believe what they tasted 


The two diners invested their small capital in Adolph’s 
Meat Tenderizer. The first money went to perfect the 
product for grocery store distribution. Then they started 
to manufacture it. By 1952, they were grossing $500,000, 
confining their sales efforts to California. 


Editors of Reader’s Digest learned about this new 
kitchen magic, and after months of investigation had con- 
vinced them of its effectiveness, they published a Report 
to Consumers about it in February, 1953. 


What happened? Here is what Adolph’s president, 
Lloyd E. Rigler says: 


“I could never have imagined the results. The incredible 
force of that article stepped up the pace of our sales by 
4,000%—almost overnight. 


“Our annual sales of $500,000 jumped to the rate of 
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Heileman Names Terry A.M. 

in Series of Exec Changes vp and general manager, early 

G. Heileman Brewing Co., La this year was named president to 

Crosse, Wis., has appointed Robert | Succeed Mr. Johanson. The brew- 

Terry, formerly assistant adver- | ¢ry also has had shifts in top sales 

tising manager of M. K. Goetz | personnel in the past few months. 

. Brewing Co., its advertising man- | Stephen A. Wanecke, previously 
iu ager. The post has been vacant Chicago division manager of Theo. 
: since Ralph W. Klapperich re- | Hamm Brewing Co., was named 
af signed as Heileman’s ad manager | general sales manager, following 
last October along with Ralph T.| the retirement of C. L. McCall, 


Johanson, Heileman president | vp and director of sales, and Dale 
(AA, Oct. 22, ’56). Snyder was promoted to a new 
: Roy Kumm, with Heileman/|post in the brewery, assistant 


since 1933, most recently as exec | sales manager. 


CBS Film Sells to Japan 

CBS Television Film Sales has 
stepped up its program sales to 
Japanese television. “Annie Oak- 
\ley,” “Buffalo Bill Jr.” and “The 
| Adventures of Champion” have 
|been sold there. CBS has already 
sold its newsfilm, “The Whistler” 
and “Terrytoons” in Japan and is 
currently negotiating the sale of 
“TI Love Lucy,” “Gunsmoke,” “The 
|Phil Silvers Show,” “Air Power,” 


“Whirlybirds” and “San Francisco 
Beat.” 


K&E Named by Cryovac 

Kenyon & Eckhardt, Toronto, has 
been appointed to handle advertis- 
ing in Canada for the Cryovac di- 
vision of Dewey & Almy Chemical 
Co. of Canada Ltd. K&E’s Boston 
office was recently named to han- 
dle advertising for the American 
parent company. Cryovac mar- 
kets a plastic film used in food 
packaging. 


$20,000,000 per year three weeks after the issue hit the 
stands, then leveled off at far above the original figure. 


“On publication day, phone calls built up to a continual 
block of our switchboard, wires and cables came in so fast 
that Western Union asked us to put in a direct line. In 
three months’ time, the count was more than two million 
responses!” 


A record-breaking story? Yes, but not the only one. 
Many another case history can testify to the impact of a 
few words in print, if those words are believed—as words 
are, when people read them in Reader’s Digest. 


An old firm that found new fame 


S. S. Pierce of Boston had catered to epicureans for over 
a century when an article about this “fanciest of fancy 
grocers” appeared in Reader's Digest. It carried the Pierce 
name, fame, and branded products around the globe, and 


into markets the firm’s owners had never dreamed of 
trying to attract. 


“Although I had always known that Reader’s Digest 
reached a large audience,” says President Wallace L. Pierce, 
“I was astounded at the interest created by your short 


article. Nothing was offered for sale, yet our Boston store 


was deluged with inquiries from all over the world, And 
additional response was felt by stores across the country 
that stock our foods.” 


Orders for such exotic fare as escargots, macadamia nuts, 
and rare teas kept streaming in. 


4 “Even today, six years later,” Mr. Pierce adds, “custom- 
’ ers still mention the Digest article. Certainly our experience 
indicates that a quick way to national, and even interna- 
tional attention is to have one’s name appear in Reader’s 
Digest.” 


4 Often response to a Digest article comes from businesses 
as well as from individuals. Here is a case in point: 


Retailer demand increased 62 times 


In October, 1955, Reader’s Digest published a Report to 
Consumers about Ac’cent, a popular brand name for 
monosodium glutamate, the crystals that point up the 
natural flavors of foods. Introduced some years before, 
Ac’cent was already widely distributed, and selling well. 


Food retailers, told about the article in advance, antici- 
pated the power of a story in the Digest. They were pre- 
pared. For a month before publication date, warehouse 
shipments of Ac’cent mounted steadily. Orders reached a 
peak in the last week of September when wholesale sales 
were more than 6! times the weekly average for August! 


“Our sales figures demonstrate the effect of the Digest 
article,” the company reports. “First, retailers were willing 
to increase stocks with the prospect of increased consumer 
movement. Second, and most important, the continued 
high level of monthly sales after the appearance of the 
article, indicates the increased consumer acceptance of 


Ac’cent resulting from the Digest’s endorsement. 


“These two factors combined increased our sales for a 


Retailers stocked up in advance 


four-month period to 51% above those for the correspond- 


ing period the year before.” 


No matter how old or how new a worth-while product 
or service may be, its sales can be spread to new millions 
everywhere when people are told about it in Reader’s 


Digest. 


Why? Because more people read the Digest than any 
other magazine—and because the Digest is read with the 
attention, with the interest, and with the faith that makes 


people respond to what they read. 


Here are some advertisers who used the power of the 
Digest in 1956 to move products through food outlets... 
Adolph’s Ltd.; Campbell Soup Company; Chun King 
Sales, Inc.; Colgate-Palmolive Co.; Duffy-Mott Co.; Gen- 
eral Foods Corporation; General Mills, Inc.; Green Giant 
Company; Hunt Foods, Inc.; Andrew Jergens Co.; Kel- 
logg Co.; Kitchen Art Foods, Inc.; Kraft Foods Co.; Life 
Savers Corporation; Pillsbury Mills, Inc.; The Quaker 
Oats Co.; Realemon-Puritan Co.; Reynolds Metals Co.; 
Scott Paper Co.; Standard Brands, Inc.; Sunkist Growers, 
Inc.; The Wander Co.; The J. B. Williams Co. 


tomers in a single issue! 


magazine circulation. 


messages noted and read.* 


Unique value for food advertisers: 


NEVER BEFORE has a magazine offered an advertiser 
so many opportunities to catch the eye of so many cus- 


11 MILLION COPIES of Reader’s Digest are bought 
each month in the U.S. alone; it is the nation’s largest 


32 MILLION PEOPLE read an issue of the Digest—on 
more than five different days apiece. This provides a 
minimum of 168 million “exposures” per issue—168 
million opportunities for advertisers to have their sales 


People have faith in 


fReaders Digest 


America’s largest magazine audtence 


*From “A Study of Seven Publications,” by Alfred Politz Research, Inc. 
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Rival Packing Co. Names Fork, 
Lajeunesse to New Posts 
Rival Packing Co., Chicago, has 
appointed Alden E. Fork sales 
promotion and merchandising 
manager and Thomas B. Lajeu- 


Alden E. Fork 


Thomas Lajeunesse 


nesse national sales manager, both 


new positions. 

Mr. Fork formerly was adver- 
tising and sales promotion manag- 
er of Hill Packing Co., Topeka, 
Kan., dog food manufacturer. Mr. 
Lajeunesse previously was assist- 
ant national sales manager of 
Nestle Co., White Plains, N. Y. 


HEY, KBST HAS CHANGED IT'S ) 
NAME AND JOINED THE K Dug 


oereeeeee 
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», (ANT, ECONOMY- SIZE 
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KDUB-TV 


LUBBOCK, TEXAS 


| KPAR-TVYV 


ABILENE-SWEETWATER, TEXAS 


| KEDY-TV 


BIG SPRING, TEXAS 


President ond Gen. Mgr, W. 0. “DUB” ROGERS 
Netione! Soles Mgr. E A “Gurr” Hossett 
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@ SELF LIQUIDATORS 
@ PACKAGE INSERTS 
© TRAFFIC BUILDERS 


— THAT “TIE-IN” WITH 
ADVERTISING — TELEVISION AND RADIO PROGRAMS 
CONTACT US FOR SEASONED COUNSEL AT 
INCEPTION OF YOUR NEXT CAMPAIGN 


PERFECTION PREMIUMS, INC. 
2306 NO. KNOX AVE. © CHICAGO 39, LL. ©  HUmboldt 9-3524 


Ashley Ogden, John Strouse 
Form Ogden & Strouse Co. 

John Chase Strouse has joined 
Ashley G. Ogden Jr., president of 
Ogden Advertising, Towson, Md., 
to form a new agency, Ogden & 
Strouse Co., with offices in its own 
building at 412 Delaware Ave., 
Towson. 

Mr. Ogden, who has operated 
his own agency since 1949, is pres- 


ae 
— 
ail 


J. C. Strouse A. G. Ogden Jr. 


ident. Mr. Strouse formerly was 
vp of Cunningham & Walsh, New 


pervisor on the Colgate-Palmolive 


and Folger’s coffee accounts. All 
members of Mr. Ogden’s staff will 
remain in their positions with the 
new agency. 


NBC Promotes Henderson 

Charles A. (Chuck) Henderson, 
who has been handling publicity 
for NBC Radio, New York, has 
been named manager of publicity 
for NBC-owned stations and NBC 
Spot Sales. He also remains in 
charge of press relations for the 
radio network. Don Bishop, whom 
Mr. Henderson replaces in the 
owned stations and spot sales as- 
signment, recently was appointed 
director of community relations 
for the NBC-owned stations. 


Goodman Heads Toronto Y&R 
Trevor B. Goodman has been 
promoted to vp and manager of 
Young & Rubicam’s Toronto office. 
He succeeds R. B. Collett, who re- 


| signed recently to join Lever Bros. 
York, where he was account su- | in Canada. Mr. Goodman has been 


with Y&R in Canada for 10 years. 


...And WORCESTER’S OWN LOCALLY 


Edited SUNDAY SUPPLEMENT 


Worcester 
Sunday Telegram 


FEATURE 
PARADE 


has shown a 


33.37% 


LINAGE 
INCREASE 


1956 vs. 1955 


Feature Parade, the Sunday Telegram 
Magazine Supplement, has carried 301,- 
968 lines of advertising for the year 1956 
—a gain of 105,032 over the year 1955. 
The circulation of 106,881* offers you 
strong local impact on the Metropolitan 
Worcester County Market. 


— 


eel 


woncestes 


SECTION F 


*ABC Audit Dec. 31, 1956 


B&W plus 1, 2 of 3 colors. 
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\TURE 
“PAR 


The Worcester 
TELEGRAM ano GAZETTE 


WORCESTER, MASSACHUSETTS 
Howard M. Booth, Publisher 
MOLONEY, REGAN & SCHMITT, Inc. 


Notional Representatives 
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Coming 
Conventions 


*Indicates first listing in this column. 

April 7-11. National Assn. of Radio and 
Television Broadcasters, annual conven- 
tion, Conrad Hilton Hotel, Chicago. 

April 10-12. Point-of-Purchase Adver- 
tising Institute, 11th annual symposium 
and exhibit, Palmer House, Chicago. 

April 13-18. National Business Publica- 
tions, spring meeting, Americana Hotel, 
Bal Harbor, Fila. 

*April 14-16. National Assn. of Trans- 
portation Advertising, 16th annual meet- 
ing, Casa Blanca Inn, Scottsdale, Ariz. 

April 22-25. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 25-27. American Assn. of Adver- 
tising Agencies, The Greenbrier, White 
Sulphur Springs, W. Va. 

April 25-27. Advertising Federation of 
America, Fifth District, Fort Wayne, Ind. 

April 25-27. Advertising Federation of 
America, Ninth District, Hotel Mayfair, 
Sioux City, Ia. 

May 2-3. International Advertising 
Assn., Hotel Roosevelt, New York. 

May 3-4. Eighth annual Advertising In- 
stitute sponsored by the Atlantic Adver- 
tising Club, Dinkler-Plaza Hotel, Atlanta. 

May 5-7. Magazine Publishers Assn., 
The Greenbrier, White Sulphur Springs, 
W. Va. 

May 10-11. International Affiliation of 
Advertising and Sales Clubs, 55th annual 
conference, Sheraton-Brock Hotel, Ni- 
agara Falls, Ont. 

May 12-15. National Newspaper Promo- 
tion Assn., Jung Hotel, New Orleans. 

May 16. Fourth annual advertising 
conference, University of Michigan, Ann 
Arbor. 

May 16-18. Southwestern Assn. of Ad- 
vertising Agencies, Galveston, Tex. 

May 20-21. Chicago Tribune's 8th an- 
nual Forum on Distribution and Adver- 
tising, audience studio, Station WGN, 
Tribune Square. 

May 26-29. Associated Business Publi- 
cations, annual spring conference, The 
Homestead, Hot Springs, Va. 

June 5-7. National Sales Executives, 
22nd annual international distribution 
congress, Biltmore Hotel, Los Angeles. 

*June 6-11. National Advertising Agency 
Network, annual management conference, 
Sun Valley, Ida. 

June 8. Advertising Federation of Amer- 
ica, Fourth District, Hotel Fontainebleau, 
Miami Beach. 

June 9-12. National Industrial Advertis- 
ers Assn., 35th annual conference, Wal- 
dorf-Astoria, New York. 

June 9-13. Advertising Federation of 
America, 53rd annual convention, Hotel 
Fontainebleu, Miami Beach. 

June 10-11. Outdoor Advertising Assn. 
of America, 5th painted display confer- 
ence, Hotel Sherman, Chicago. 

June 16-19. Poster Advertising Assn. of 
Canada, Sheraton-Brock Hotel, Niagara 
Falls, Ont. 

June 16-19. Newspaper Advertising Ex- 
ecutives Assn., Grand Hotel, Mackinac Is- 
land, Mich. 

June 19-21. American Marketing Assn., 
national convention, Hotel Statler, Detroit. 

June 19-22. Trans-America Advertising 
Agency Network, annual convention, San 
Diego, Cal. 

June 24-28. Advertising Assn. of the 
West, 54th annual convention, Hawaiian 
Village, Honolulu. 

June 28-30. Northwest Daily Press Assn., 
summer meeting, Madden Lodge, Gull 
Lake, Brainerd, Minn. 

July 1-5. First Advertising Agency 
Group, annual conference, Hotel Plaza, 
San Francisco. 

July 4-7. National Assn. of Advertising 
Distributors, The Greenbrier, White Sul- 
phur Springs, W. Va. 

Sept. 7-10. Mail Advertising Service 
Assn. International, Sheraton Park Hotel, 
Washington, D.C. 

Sept. 10-13. Direct Mail Advertising 
Assn., 40th annual convention, Sheraton 
Park Hotel, Washington, D.C. 

Oct. 14-15. Agricultural Publishers Assn. 
annual convention, Chicago Athletic Assn. 

Oct. 21-22. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

Oct. 28-31. National Industrial Packag- 
ing & Handling Exposition, Convention 
Hall, Atlantic City. 

Nov. 10-14. Outdoor Advertising Assn. 
of America, 60th annual convention, Jung 
Hotel, New Orleans. 

*Nov. 14. Advertising Research Founda- 
tion, 3rd annual conference, Hotel Plaza, 
New York. 


]WT’s Saunders to Head 
British Agency Association 

Douglas Saunders, chairman of 
J. Walter Thompson Co., London, 
is slated to be the next president 
of the Institute of Practitioners in 
Advertising—Britain’s equivalent 
of the American Assn. of Adver- 
tising Agencies. His formal ap- 
pointment is due April 17. 

Mr. Saunders joined the New 
York office of JWT in 1928, mov- 
ing to London in 1929. He was the 
first European ever hired by the 
agency in New York. 
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For example, these four shows. ..| " — 


ah ce 
part of CBS Radio’ s new , IMPACT plan, sits aver- 
age 77% more commercial minute family impres- 
sions per dollar than seven years ago. Here are the 
actual increases in advertising value that have 
taken place at a time when the dollar is buying 
less and less: F.B.I. in Peace and War-—29% more 
family impressions per dollar; Suspense—51% more; 
Our Miss Brooks—65% more; and Amos’n’ Andy— 


150% more, since 1949! sams so sient ter nit at tres 
IMPACT is a plan for weekend selling. 


It offers over 20 established, tested programs to 
choose from. And they cover the full range of audi- 
ence favorites: news, music, variety, comedy, public 
affairs, drama, personalities, sports. 


An advertiser can use IMPACT as a precision buy: 
to pinpoint the kind of listeners he wants to reach. 
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Or he can use IMPACT for saturation: by sponsoring 
a segment in each program in the full schedule, his 
message reaches more than 8 million different fami- 
lies over three separate times in a single weekend. 


An advertiser buying IMPACT gets solid commer- 
cials in major programs. The program setting is 
right for those commercials—because the adver- 
tiser selects it. The audience setting is right—because 
the listener seeks out the program. And IMPACT 
programs are easy to publicize and merchandise— 
by name, by star, and by broadcast time. 


The good old days? IMPACT makes them better. 
For more productive selling and even greater dollar 
values, have us tell you all about it. 


IMPACT 


on The CBS Radio Network 
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chants’ Assn. of Ontario—leading 
forces in the anti-stamp ranks— 
appear prepared to spend the es- 


Anti-Stamp Drive in 


Canada Stalled Over 


Judicial Procedure 


Ottawa, Ont., March 26—Ef- 
forts to litigate Canadian trading 


WEET 


timated $20,000 it would take to 
battle the case to the Supreme 
Court. 


s Ontario Attorney General Kelso 


stamp companies out of business | Roberts, who has been under fire 
reached an impasse last week in a | for refusing to prosecute the stamp 
hot-potato-tossing exchange be-| companies, told the legislature in 
tween legislative and judicial au-| Toronto that a study of the repre- 


thorities. 

Neither the federal nor Ontario 
| judicial powers are willing to pros- 
ecute trading stamp companies un- 
der the federal criminal code un- 
|til the code is broadened to a 
point where they believe they 
could win. The federal government, 
on the other hand, is unwilling to 
amend the code until the judicial 
can demonstrate a need for amend- 
ment—which means _ prosecution 
first. 

The only other route of attack 
open is suit by an individual group 
}or organization, but neither \the 
Canadian Assn. of Consumers, the 


MARKET; 


To Tap this SOLID and SWEET 
market, address Room 516, Statler — 
Office Bldg., Boston 16, Mass. 


VERMONT ALLIED DAILIES 
Barre Times 9 Bennington Banner ¢ —_ Burlington Free Press 
Brattleboro Reformer # Rutland Heraid «St. Johnsbury Caledonian-Record 


sentations made thus far against 
the stamp companies indicates that 
they could not be prosecuted suc- 
cessfully under the criminal code 
as it now reads: 

The provisions covering stamps 
in the 50-year-old code had the 
obvious intent of barri:.g trading 
stamp companies, he said, but law- 
yers for the stamp companies have 
devised ways of operating through 
loopholes in the law, operating 
“just outside the border of the 
law,” he added. 

Changes in the code to plug these 
loopholes is-the job of the federal 
government, the attorney general 


labor groups or the Retail Mer-|said. “If it [the federal govern- 
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Your product will be a sales-winner in the Prosperous 

Piedmont section of North Carolina and Virginia when you 

buy WFMY-TV. Why? Because no station or group of stations 
delivers the sales wallop in this mighty industrial area of the South as 
does WFMY-TV. Call your H-R-P man today for details. 
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ment] thought it advisable to 
broaden the code, the province 
would enforce it,” he added. 


Meanwhile, 


in Ottawa Justice 


Minister Stuart Garson, speaking 
for the government, said the crim- 
inal code affecting trading stamps 
will not be amended until it is 
proven inadequate. 


® The Crown should prosecute in 
every instance where the law is 
broken, “win or lose,” protested 
Robert Ford, president of the Ot- 
tawa and District Trades and La- 
bor Council. “If prosecution fails,” 
he pointed out, “then the way is 
open for the government to make 
amendments to existing legisla- 
tion.” 

Mr. Ford charged the Retail 
Merchants’ Assn. of Ontario for 
“lack of fortitude” in not pushing 
its case against stamp companies 
and said that he would carry the 
fight against stamps up to Justice | 
Minister Garson if no one else was 
willing. 


a 
McCann Boosts Lorne, 
Names Roberts in London 
McCann-Erickson Advertising 


Ltd., London, has appointed Peter 
V. Lorne assistant managing di- 
rector, a new executive post. Mr. 
Lorne, who joined McCann as di- 
rector of marketing in 1955 from 
Alfred Bird & Sons Ltd., a divi- 
sion of General Foods Corp., will 
assist the chairman, W. E. Mc- 
Keechie, on all matters affecting 
the management of the London of- 
fice. 

The agency also has named 
E. A. Roberts an account execu- 
tive on Kraft Foods in London. Ap- 
pointment of Mr. Roberts follows 
closely on the appointment of Mc- 
Cann to handle new product de- 
velopment for Kraft Foods Ltd. 
J. Walter Thompson Co. has the 
remainder of the account (AA, 
Feb. 11). Mr. Roberts formerly 
was with the public relations sec- 
tion of the United Nations in New 
York and later joined the Unilever 
organization, where he became 
product manager for Lever Bros. 
Ltd. 


Bernz Names Dittman A.M. 

Fred W. Dittman has _ been 
named advertising manager of Otto 
Bernz Co., Rochester, N. Y., man- 
ufacturer of propane gas appli- 
ances. Mr. Dittman formerly op- 
erated his own display business in 
New England and prior to that 
was sales promotion and display 
manager of Hickok Mfg. Co. 
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You’ve seen “Waterfront.” It appears on film in many markets . . . in Philadelphia it’s 

the number one local television show. You just don’t get a rating like that 

for a syndicated show without well-executed publicity, promotion and merchandising. 

And that’s just the kind of support WCAU gives its programs. One sponsor, 

La Rosa macaroni products, canceled other forms of advertising because, “‘the combination 
of WCAU-TV coverage plus ‘Waterfront’ audience is actually delivering more 

per dollar than anything we ever used before.”” The co-sponsor, Foremost Dairies, 
reported lightning reactions to a special cottage cheese offer made on the 

Sunday night program, with driver-salesmen selling out on Monday morning. 

So you see WCAU sells with drama. WCAU can sell for you. 


WCAU, WCAU-TY Tre Philadelphia Bulletin Radio and 
TV stations. Represented nationally by CBS Spot Sales. By far Philadelphia’s 
most popular stations. Ask ARB. Ask Pulse. Ask Philadelphians. 
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Investing...a two way street 


Last year advertisers invested twice as many dollars in 
the pages of Farm Journal as they did in any other farm 
publication—nearly as much as the next three farm 


publications combined. 


Substantially larger investments by advertisers have 
enabled Farm Journal to make larger than ordinary 


investments in editorial content. 


This has resulted in a winning combination for all con- 
cerned. It enables Farm Journal to provide the features 
and services which farm families everywhere want and 
need and can’t get anywhere else. This, in turn, enables 


advertisers to achieve greater coverage and greater 


impact at a lower cost. 


FARM JOURNAL 


One of the nation’s truly great magazines 
More than 3,500,000 subscribing families 


Graham Patterson, Publisher Richard J. Babcock, President 
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AND ILLUSTRATIONS @ 
. ARI FOR FAST LAYOUTS 
There's nothing like the monthly Clipper for 
fast layout in emergencies. BIG NAME firms 
that you know depend on the Clipper for Clip- 


MULTI-AD SERVICES, INC 


Box 806M Peoria. Iilinois 


Home 


ment. 


Clarke to ‘House Beautiful’ 


Gerald Clarke Jr., formerly sales 
presentation manager of Woman’s 
Companion, 
House Beautiful, New York, as a 
member of the promotion depart- 


has joined 


“2. RED HOT OPPORTUNITY FOR 


CONTACT 


with thousands of 
important marketing 
f planners, media 
/ ri specifiers, 
who go through 

ail this issue with 
a fine-tooth 
comb—and send 
thousands of 

requests for 

Market 
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Co-Op Grocery Wholesaler Dominates Food 
Distribution Scene, Mueller Tells NAWGA 


Cuicaco, March 26—A revolu-, of retail volume and are still gain- 
tion has taken place in the U. S.| ing. Superettes are showing re- 
food distribution business in the | markable 
last decade. And with it the whole-| their own with 29% of the market. 
saler-retailer team has become the| The small stores, now doing only 


Stability and holding 


| dominant force in the business, ac- | 9% of the volume, continue to de- 


| cording to Robert W. Mueller, edi- 
tor of Progressive Grocer. 

The teams, cooperatives and vol- 
}untary wholesaler-retailer combi- 
| nations, did 59% of all wholesale 
food sales last year. This compares 
with 41% for all other wholesalers, 
Mr. Mueller said. This is a dra- 
matic switch from 1948, when the 


together did only 38% of the sales 
volume and all other wholesalers 
| did 62% of the sales, he noted. 
Speaking before the National- 
American Wholesale Grocers 
Assn.’s 5lst annual meeting here 
last week, Mr. Mueller said that 
supermarkets (both independent 
and chain) now account for 62% 


cooperatives and voluntary groups | 


cline rapidly. 


s In the struggle between chain 
and independent stores for a larger 
share of grocery sales, said Mr. 
Mueller, “we seem to have reached 
a remarkable balance and one that 
may endure for many years to 
come. Retailing talent is about 
evenly divided between chains and 
independents today.” 

The chains (11 or more stores) 
are doing 37% of the sales now, 
which is roughly the same per- 
centage they have held for 25 
years. The independents, 10 stores 
or less, do a fairly steady 63% or 
64% as they have for about 25 
years. 


Central lowa 
Loves WHO-TV! 


NCS No. 2 CIRCULATION 


DAYTIME HOMES 


NIGHTTIME HOMES 


WEEKLY DAILY 


WEEKLY 


DAILY 


WHO.-TV 
Station B 
Station C 


181,490 
175,650 
176,340 


121,620 
123,430 
104,930 


211,500 
204,280 
218,690 


166,460 
163,920 
148,320 


It gives us a lot of satisfaction that the new Nielsen 


N.C.S. No, 2 runs very parallel to the audience coverage 


shown by the 1955 Iowa Television Audience Survey. 


N.C.S. No. 2 now proves again that, day in and 


night out, WHO-TV gets into more Central lowa homes 


than any other television station in the region! 


You who have known the WHO Radio operation, over 


the years, will understand the Central lowa audience 
preference for WHO-TV. Decades of highest integrity, 
public service, confidence and believability all add 


up to a QUALITY audience and QUALITY RESULTS. 


WHO.-TV is part of 
Central Broadcasting Company, 
which also owns and operates 

WHO Radio, Des Moines 

WOC-TV, Davenport 


WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 


Channel 13 - Des Moines 


Col. B. J. Palmer, President 


P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 


Peters, Griffin, Woodward, Inc. 
National Representatives 


ee 


Affiliote 


Advertising Age, April 1, 1957 


“If we stop to think about it,” 
Mr. Mueller said, “we find that 
chains are beginning to act like 
independents and independents 
like chains in their efforts to im- 
prove their positions . . . chains 
are striving for the personal touch, 
for more flexibility in inventory, 
promotion and pricing .. . to em- 
ploy more capable managers, to 
offer more inducement and to 
build initiative and responsibility 
at the store level . . . Notable ex- 
amples of this new policy are Safe- 
way, Kroger and Grand Union,” 
Mr. Mueller pointed out. 

On the other hand, “independ- 
ents are trying hard to adopt many 
chain methods to their own use 
... Among them are consolidated 
buying . . . adoption of ordering by 
mail, joint advertising and promo- 
tion and distributor participation 
in new store financing,” he said. 

“The outcome of all this,” Mr. 
Mueller predicted, “will be an 
even stronger and more competi- 
tive retail industry.” 


® Some secrets to success in the 
food processing business were of- 
fered by W. B. Murphy, president 
of Campbell Soup Co. Campbell 
has been able to achieve wide mar- 
ket coverage and good profit mar- 
gins for wholesalers by pursuing 
two principles, he said: (1) gain- 
ing the lowest marketing costs pos- 
sible through efficiency and auto- 
mation and (2) adhering strictly 
to uniform pricing practices, he 
told the wholesalers. 

“We will have to say that almost 
invariably, the really successful 
companies over the long pull have 
been those who are strait-laced in 
their methods of doing business 
and I think the most successful of 
the companies have relatively low 
marketing costs per unit of product 
sold,” Mr. Murphy said. 

“What about cooperative adver- 
tising allowances? We have no 
quarrel with them, but we insist 
that for us the decision to use them 
or not must be ours since it’s our 
advertising money being spent. 
Furthermore, we think that they 
shall not be used as a means of 
buying trade preference. In our 
opinion they must be judged as to 
their effectiveness on a competi- 
tive basis with other media... In 
addition, it is our belief that co- 
operative advertising dollars must 
be audited just as other advertis- 
ing dollars are audited ... by the 
comptroller’s department,” he said. 


® At the convention products ex- 
hibit, Armour & Co. displayed its 
new Pan-O-Gold quick frozen 
chick parts product now being in- 
troduced in eight markets—Char- 
lotte, N. C., Buffalo, Columbus, 
Sacramento, Oklahoma City, Prov- 
idence, Miami and Syracuse. Full 
page ads in the local dailies are 
being used to introduce the prod- 
uct, followed by 1,000-line ads. 
N. W. Ayer & Son is the agency. 

Pan-O-Gold, suggested to re- 
tail at $1.59 to $1.69, contains a 
complete 21%4-pound chicken in 14 
pre-battered, pre-breaded and 
pre-buttered sections. Swift & Co. 
has had a competitive frozen 
chicken product on the market for 
a year or so now. 


s Robert L. Montgomery Jr., pres- 
ident of Wm. Montgomery Co., 
Philadelphia food wholesaler, was 
reelected president of NAWGA 
and Ned N. Fleming, president of 
Fleming Co., Topeka, Kan., was re- 
elected chairman of the board. 
Walter F. Whittier, treasurer of 
Hanneford Bros. Co., Portland, 
Me., was elected treasurer of the 
association succeeding J. Stanley 
Seeman, president of Seeman 
Bros., New York City. + 


Airport Ads Appoints Stearns 

Indianapolis Airport Advertising 
has appointed Charles Stearns Jr., 
35 E. Wacker Drive, Chicago, to 
represent its interests in the Chi- 
cago area market. 
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They learn...they act. They remember and buy. 


For LIFE leaves a lasting impression—week after week—with 
its powerful, uniquely personal style of photo journalism. 


Yat tes ne 


LESS — 


UNFORGETTABLE PRIS ise 


Vou ervey forget + leer that @ vrvsdy etched on pow he 
ever Hew grt © weary hat oo teak wath aympathy unctereten oe © 
rine weemty 


* 
. 
. 
. 


panes ons | F E 


WATCHFUL 


— 


ene eneseue oaLIFE 


a a. ae” Poe Pc a Pee, on ee ees Se Ph ee Ce a ee OC A - ee Bee ee Ve ES tony no 6 ee - nl RA ME co eae rg ee ee 
ita 5 = oe ; a oe oe a 4 a en bk me is ee ene are a o Sopa = «> igmemamren 4 tn ae : ~ sgeeeaias mcleee: ee } SN ioe ata ts eames: ao 
ns iad eee aa ee ar: eae = ae: = pase Seve a Bee A fon ey ee Se 2! Se a Sa =e Raye? ete ae c ele 8 is a, ars Po on Saat 
eee eee i ye a =% Sipe = 2a ee Pea eer pe ie ee ee io ee eee cere Ot oe i "oa ae, Eyey Seti te. eels eee 
So ae oe. ee ee he, a, eee ee ee 
a ia ial” Seaae eng cy a: FS oe eM Be Pee Pk a aoe te ere ee Ae sate ee ec ae PS), aha Ee aap fee Lee ee: : sea pales. ba 
s ? S re i Ne a (ae ae es ae ee ee en : ae eee sy igi eS ae ee ee ee an eee ifes eee loa ce 4 ae eae 
‘or a2 cy 
‘ aS ak 
- o 
; Pe 
es , 3 
i Ps ie et 
“oe = 
wi oy 
f ae 
ea p00, 
| ae 
+ ‘ Sw 
© = 
e - 
, 7 
> 7 “4 
% é y 
ina 
4 gio gceane 
, Eg er 
rea ee cm ont 
, 5 5 ae 
* Y we 
eS i Bese 
. aS 
ee ers at 
ie ree ws set 
Ries isa ; 
¥ 1h ce 
=" ~ Sage 
- 
Ae 
ED oe “ . + 
“* o eas 
é ite yo Be a> ae - pes es its r, 
a : ee . se nil si ca. Dee os oh : 
Os tT eS ee 
“4 Sd Be ec Rae 
ag : ie \s sO DA 
, ie? , 4 
boy, ae _— iin é x y 
es : . € 
E ~ 2 tZ Y wig 
= s = . ’ eee « ? . Pts mn aie 
ait ; = 7 be 7 eee 
, oa * : ? x aa. i 
ie q aig? a bs . poo ne 
. — ‘ Pare et ea a ee 
ba oa 4 . ae view D 7 a ~ " ; ae x ae, Ren 
. ey J SS ak 4) oA 7 Oe 
a xc ele y= _ a a a 
"i i eae . : pl aesee Sy ae Ms . F 
. —_— - ac z "ae i ( 
- ws © _ : ue iS. ey - Pe ‘ 
d = eho ees on: ‘ 
j : a ia, i, Min 4 ° { a os bf e ; 
~ ee : 7 ‘ i ete 4 
; 4 “ oe = 7 ¥ y Fie ae by ' 
it — a ogg palais ’ j 
i : Be tes. ol ee 
ici “a eee. URES reboots ho, . my ** : ; 
a4 ; poe > 2 j ” 
‘ . oo ney Ss Ee ; ote ’ E ee ger ele a Py r) 
= So Sp os ae Paes ae eT ea, . , ‘ age 
; y ee Baers es — a ~ 7 i 
; * SS, oe a cae SS - ~ Sage mae 
} 4 ee: : ; oll a as — ; ce ik ee 
oT Ny ‘i .* 7~ - OL eal 
5 anes i ' : es Cee 
a whe ey # as. ——) = 5 . J ey 
f 3 faire Wage f a oo 
Si — ee meee Marit. ; ae 
—_ = > - +} 3 
Ns a ee ee : se 
. . eee a —— 
is ae oes ‘> a . dene Aone ee er te — - eee 
ua - r ae ‘yg ‘ ¥ g ‘ meray ta cate tnt ene vt 2 tm a 
Si >, Ge - eontipana tot. tee ond es 7a: cameo giewe, eam a 
ag eee ; r — J as Try mate + presine partons. chew tow Toe tend of LIFE Inghs! eurds and adver aements thet mane ¢ sting enpremme oan 
a eS “% 4 ¥ ; j Mg _ “ : pte greet ’ qaenty on oe memery te reel al — a em sh me Se a r 
ae a <i ities a) se “ ' . 9 me wat ct oat Bee 
sa. aa a en :: 
Bag ie T =— - 
am ee ao - ees 
se : ee es ag 4 . aa 
= 8  - a ai oar tae convene ome oven = enna 2: ala 
= Oe te ee con cases pg apres oo rd meso 34 a 
, a ee setter icy ey 
== ae comguragn eavchibegiananiames . , 
. seen castageenth etempeing 
pe . “ 7 
zs . — . = co 
2 “r . 4 ry Lan eh a 
" Po | ™ re 
£ a = > 
i ee a 
aa hey 
4 a ees 
“i — 
Bis ee, | 
oS ae 
o 7 ‘a 
a ae 
4 < = 
ae a —_<__ = ~ = a ~<_ aoe 
py re! : 
oe 
—s ; es 
Bh. 3s : a 3 
cai eee: ec ut — ee ee a aii: es — 
ee Spee te RD sae Mea SU A RRR eS Ble cet OR Re Ragen te Sip glee . ? -" at 2 ee hie ps. ores re ae Be ere eel “5 Ghee A ias lame Se a 
a ; ek ad Mes oe ey ns ae iy ps ae ke) ee eau : : oa ; ela as, cE ee ieee | Meoe nt eit, & Ls eh oae iG | Soe ear ae 4 
oh pele EN SS pee <M ok mean aoe ey ee oes ee ee Pe en Ry: oe Ge ae kd ieee A ies et ae EP ae PETE yt pe ree * ee are ae 
Pole me ay te ins og mi © ee eae ON oe a pote ee ie ss inte Ghee aa’ See ko eS ce 
A ig ateiceree ae yar =, pee Pe ON SE mig tee lye Ries a eee oa oe ee Pest 5 ee a ae * Ly tegabiniiye ges aay bones es Best Pe ae cae es es ee et Se netsh a ies bopper seen get othe | ; 
nG = sant ee 5 Sarna eo st, eT. 2 Spee eS 3 a TEE ene eI A Ee oS GRRE re eM . oy SE hi a remain = 5S a Ta Pa la Star ieee 


“LIFE’s great diversity of content is not only good 
reading but important to anyone who must know, 
accurately, what is of interest to the public. LIFE 
sees many things clearly: politics; crises; drama and 
tragedy; foibles, fashions and humor; war, science, 


medicine and sports.”’ ¥ - 
P FAITH BALDWIN, Writer 


“‘As a result of that one picture and short caption in 
LIFE about the first Community Church of Colum- 
bus, Ohio, we received well over 5,000 letters. The 
town of Westport, Oregon was so inspired that they 
built their own Community Church.” 

Dr. Roy BURKHART, Minister 


When people think of exciting events of today or epic 
stories of yesterday... they remember them as they saw 
them in LIFE. When people want to increase their knowl- 
edge and understanding... they turn to LIFE. For LIFE 
offers so much to so many... and each finds his own 
meaning of LIFE. 


“LIFE is where people are. The fact that LIFE 
reaches so many millions of satisfied readers is a 
clear indication to me that nobody, but nobody 
knows better than LIFE what people want.” 
BERNARD GIMBEL, Merchant 


“After my picture came out in LIFE, I needed a 
private secretary to answer the door, the telephone 
and my mail. I have had an offer to do a fashion 
commentary on TV. It’s amazing the number of 
people everywhere who read LIFE.” 

Mrs. WILLIAM E. JOHNSTON, Housewife 


“LIFE is a great force for culture and education 
because it makes enjoyable and understandable the 
kind of education that most people are really inter- 
ested in, but usually avoid because it is so dull and 
unattractive in textbooks.” 

WALTER HovInG, Merchant 


‘“‘When I saw the LIFE story on Madison, Wiscon- 
sin, I decided this was where I wanted to raise my 
family. We came here from Canada knowing no one 
... but now we know this is the place to live. . . 


LIFE.” 
thanks to BURTON TAYLOR, Father 
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“In picturing for us readers the perils and joys and 
achievements of mankind in these dynamic times, 
LIFE creates an atmosphere of responsiveness that 
can only be explained by this simple fact: the editors 
have created a living spirit behind the word LIFE.” 

ARTUR RUBINSTEIN, Pianist 


“The lasting identification mark of LIFE will read: 
It held a mirror before Americans, year after year, 
through calm and crisis, until nearly all of them, 
from tycoon to tradesman, recognized and accepted 
themselves as part of the normal scenery of the 


lobe entire.” : 
. ErIc SEVAREID, News Analyst 


““LIFE’s ‘Modern Living’ section has a tremendous 

influence in housing. LIFE not only reports the lat- 

est in modern living, it literally sets the trend.” 
JOHN W. GALBREATH, Builder 
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reason #1 


Vlore people buy 


WHY BUSINESS 


g 


HOW PEOPLE BUY MAGAZINES 


2nd Half of 1956 

‘Tach Week, [Each Twre Week Peviod| in Each Month 
LIFE 5,738,226 11,476,452 22,952,904 
Saturday Evening Post 4,950,061 9,900,122 19,800,244 
Reader’s Digest _ — 10,718,943 
Look _ 4,191,057 8,382,114 
Time 2,059,536 4,119,072 8,238,144 
Ladies’ Home Journal — _ 5,320,300 
Better Homes & Gardens — — 4,302,109 


Source: As filed with Audit Bureau of Circulations, subject to audit. 


HOW PEOPLE READ MAGAZINES 


weekly 


ee arena Pins I 
LIFE 26,450,000 
Look (bi-weekly) 18,050,000 


om Source: A Study of Four Media 
ie 


Saturday Evening Post 14,050,000 
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RESPONDS TO 


than any other 
magazine 


Only LIFE is bought by over 5,700,000 people every week, and each issue is read by 
over 26,000,000 people. Only LIFE reaches 3 out of every 5 persons in the United 
States aged 10 and older in the course of 13 weeks. LIFE reaches these people 
productively ... because LIFE readers respond—to the pictures, the stories and 
the advertisements that leave a deep and lasting impression. 
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reason #2 


Why business responds to 


Among weekly and bi-weekly magazines 


gives you the largest 


: 
| ? 


repeat audience 


Only LIFE is read by so many people so fre- 
quently. In the course of 13 issues, LIFE is read 
by 73,050,000 people, of whom 15,800,000 read 
8 or more out of the 13 issues. At this frequency, 
LIFE’s audience is almost as large as the com- 
bined audiences of the next largest weekly and 
bi-weekly magazines. 


HOW FREQUENTLY PEOPLE READ 


Saturday 
LIFE , 
Evening Post 

Number of issues read % coverage Number of %o coverage Number of 

out of thirteen issues of U.S. pop. Readers of U.S. pop. Readers 
one to three 30.3% 36,150.000 23.8% 28,500,000 
four to seven 17.6 21,100,000 8.0 9,600,000 
eight to thirteen 13.2 15,800,000 6.4 7,550,000 
Total: read one or more 61.1% 73,050,000 38.2% 45,650,000 
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MAGAZINES 


Look 
oan om ‘—_ 
35.9% 42,900,000 
12.3 14,700,000 
7.3 8,750,000 
55.5% 66,350,000 


Source: A Study of Four Media. 
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reason *3 


Why business responds to 


Among weekly and bi-weekly magazines 


ce 


4 gives you the largest J 


Only LIFE reaches so many good buying pros- 
pects. Week after week, LIFE reaches 38% of 
all persons in homes with annual incomes of 
$7,000 and more—almost twice as many as are 
reached by any other weekly or bi-weekly maga- 
zine. And each issue of LIFE reaches 10,100,000 
people in the ‘‘age of acquisition” — between 
the ages of 20 and 39! 
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e-to-buy audience 


HOW MAGAZINES REACH INCOME GROUPS 


Source: A Study of Four Media. 


é > eee cmt % ey 
ee eee 


*in thousands 


ANNUAL HOUSEHOLD INCOME 
%o coverage reached Under $2,000- $3,000- $5,000- $7,000 All 
by average issue of $2,000 2,999 4,999 6,999 or more people 
LIFE 10.9% 18.7% 22.ah 29.4% 38.2% 22.1% 
Saturday Evening Post 5.9 9.6 12.4 14.8 19.5 11.8 
Look 7.3 14.6 15.9 19.3 19.3 15.1 
Ladies Home Journal 8.7 11.5 17.5 16.9 23.7 15.1 
ey (000% ait 
LIFE 1,950 4,900 10,650 5,100 3,850 26,450 
Saturday Evening Post 1,050 2,500 6,000 2,550 1,950 14,050 
Look 1,350 3,800 7,600 3,350 1,950 18,050 
Ladies’ Home Journal 900 1,650 4,400 1,350 1,150 9,450 
Source: A Study of Four Media, etc. *in thousands 
HOW MAGAZINES REACH AGE GROUPS 
%o coverage reached 10-19 20-29 30-39 40-54 55 years All 
by average issue of years years years years and over people 
LIFE 25.3% | 23.0% | 22.6% | 23.7% | 16.38% | 22.1% 
Saturday Evening Post | 12.6 11.9 11.4 12.7 10.2 11.8 
Look 18.7 18.2 | 14.9 | 15.1 96 | 15.1 
Ladies’ Home Journal | 13.7 | 16.0 | 16.9 | 148 | 14.0 | 15.1 
poor (20 nt 
LIFE 5,400 4,850 5,250 6,850 4.100 | 26,450 
Saturday Evening Post | 2,700 2,500 | 2,650 | 3,650 | 2,550 | 14,050 
Look 3,950 | 3,850 | 3,450 | 4,400 | 2,400 | 18,050 
Ladies’ Home Journal | 1,400 | 1,950 | 2,100 | 2,200 | 1,800 | 9,450 
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reason #4 


Why business responds to 


The power of 


asaselling aid J 


HOW RETAILERS PROMOTE 


—twice as many —one and one-half times as many —four times as many 
appliance retailers drug store retailers general merchandise retailers 
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Audits and Surveys Company, Inc., an inde- 
pendent research organization, conducted a sur- 
vey among a wide sampling of retailersin major 
fields. It showed that across the board, LIFE is 
the retailers’ favorite magazine and ‘‘Adver- 


MAGAZINE ADVERTISING 


Compared to any other magazine. . . by actual count of tie- 
in displays, advertising from LIFE is used to help retailers 


sell in their stores by: 


—five times as many —twice as 


grocery store retailers hardware retailers jewelry retailers 


tailers 


tised-in-LIFE’’ their favorite merchandising 
tool. This is because LIFE’s great impact is local 
. .. all across the country, LIFE reaches 3 out 
of 5 households in the average community in 
the course of 13 weeks. 


many —three times as many 


Source: Audits & Surveys, Inc, 
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HOW BUSINESS 


| Advertisers invest more for 
than in any other magazine 


: Advertisers know that people respond to LIFE: 
That’s why they use LIFE to display their prod- 
ucts and deliver their selling messages more 
than they use any other magazine...that’s 
why they invested $50,000,000 more in LIFE 
than in the next leading magazine in 1956. 


Bs 


APPAREL, FOOTWEAR AND ACCESSORIES TOILETRIES AND TOILET GOODS 

RANK MAGALINE REVENUE RANK MAGAZINE REVENUE 
1. LIFE $10,585,289 l. LIFE $9,116,744 
2. Vogue 4,565,282 2. Ladies’ Home Journal 4,556,793 
3. Seventeen 2,852,477 3. MeCall’s 3,545,975 
4. Harper’s Bazaar 2,831,132 4. Saturday Evening Post 2,511,551 
5. Saturday Evening Post 2,732,737 5. Good Housekeeping 2,462,639 
6. Mademoiselle 2,688,415 6. Look 2,383,773 
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Ad) BES 


selling in/Mi 


HOW ADVERTISERS BUY MAGAZINES 


Total Advertising Revenue, Janvary-December, 1956 


Magazine 


LIFE 


Advertising 
Revenue 


$137 ,454,372 


Advertising 
Pages 


= 


4.655 


Saturday Evening Post 


86,873,786 


3,508 


Time 


42,598,778 


3,450 


Look 


34,350,878 


1,631 


Better Homes & Gardens 


30,071,028 


1,651 


Ladies’ Home Journal 


26,017,914 


1,250 


DRUGS AND REMEDIES 


Source: Publishers’ Information Bureau— Year 1956 


FOOD AND FOOD PRODUCTS 


RANK MAGAZINE REVENUE RANK MAGAZINE REVENUE 
1. LIFE $5,399,433 1. LIFE $22,918,569 
2. Saturday Evening Post 2,340,861 2. Ladies’ Home Journal 7,242,339 
3. Look 1,959,489 3. Look 6,656,675 
4. Ladies’ Home Journal 1,286,894 4. Saturday Evening Post 6,416,897 
5. Good Housekeeping 889,616 5. Family Circle 4,807,432 
6. MeCall’s 719,825 6. Better Homes & Gardens 4,763,805 
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HOUSEHOLD FURNISHINGS 
RANK MAGAZINE 

LIFE 

Better Homes & Gardens 
Ladies’ Home Journal 
House Beautiful 
Saturday Evening Post 
Good Housekeeping 


So > 9 fo 


a «4 8° 


BEER, WINE AND LIQUOR 
RANK MAGAZINE 

LIFE 

Look 

Collier’s 

Time 

New Yorker 
Newsweek 


Qererpr 


REVENUE 
$5,983,022 
4,501,238 
2,754,196 
2,528,555 
1,713,866 
1,679,668 


REVENUE 


$12,111,168 
3,779,044 
3,632,837 
3,265,274 
2,518,270 
1,720,431 


SMOKING MATERIALS 
RANK 


PoP pm 


Dore oh 


HOUSEHOLD EQUIPMENT AND SUPPLIES 
RANK 


MAGAZINE 
LIFE 


Saturday Evening Post 
Better Homes & Gardens 
Good Housekeeping 
Ladies’ Home Journal 
McCall’s 


MAGAZINE 

LIFE 

Saturday Evening Post 
Look 

Collier’s 

Time 

TV Guide 


PASSENGER CARS AND VEHICLES 


RANK 


PoP Pm 


MAGAZINE 

LIFE 

Saturday Evening Post 
Time 

Look 

Collier’s 

Newsweek 


REVENUE 


$11,105,271 


6,023,225 
4,312,733 
2,521,312 
2,488,955 
1,965,223 


REVENUE 
$4,491,668 
3,111,891 
2,100,812 
1,516,745 
1,031,670 
542,591 


REVENUE 


$9,787,196 


8,955,599 
3,102,677 
2,867,207 
1,754,279 
1,307,899 
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CONFECTIONERY AND SOFT DRINKS 


RANK MAGAZINE REVENUE 
l. LIFE $2,794,404 
2. Saturday Evening Post 2,046,524 
3. Look 982,664 
7 4. Ladies’ Home Journal 392,550 
q 5. Collier’s 340,315 
% 6. Family Circle 315,365 


Lé 


ENTERTAINMENT AND AMUSEMENT 


: RANK MAGAZINE REVENUE 
a 1. LIFE $742,480 
- 2. Look 577,861 

3. Cue 549,405 
4. New Yorker 333,462 
5. Saturday Evening Post 228,910 
6. T-Photoplay 218,838 
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JEWELRY, OPTICAL GOODS AND CAMERAS 
RANK MAGAZINE REVENUE 


1. LIFE $4,508,028 
2. Saturday Evening Post 2,752,530 
3. Time 797,786 
4. Reader’s Digest 754,800 
5. Look 741,005 
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MAJOR APPLIANCES 
RANK MAGAZINE 


RADIOS, TELEVISION SETS, PHONOGRAPHS, 
MUSICAL INSTRUMENTS AND ACCESSORIES 


RANK 


Pom 9° PS 


AW 


LIFE 

Saturday Evening Post 
Better Homes & Gardens 
Look 

McCall’s 

Good Housekeeping 


E> Pe 


MAGAZINE 

LIFE 

Saturday Evening Post 
Collier’s 

Look 

Time 

TV Guide 


REVENUE 
$8,496,395 
3,738,587 
2,335,445 
1,175,422 
1,095,570 
1,074,894 


REVENUE 
$3,799,665 
2,696,122 
951,734 
922,674 
561,452 
403,115 
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LIFE gives you the largest circulation and audience of 
any weekly or bi-weekly magazine—week after week 


LIFE gives you the largest repeat audience of any 
weekly or bi-weekly magazine 


weekly or bi-weekly magazine—week after week 


The selling power of ‘‘Advertised-in-LIFE” is ranked 
first—and used most—by retailers 


Advertisers invest far more for selling in LIFE than in 


1 

2 

3 LIFE gives you the largest able-to-buy audience of any 
4 

9) . 

any other magazine 


Effective September 9, 1957, LIFE’s circulation 
base will be 6,000,000 
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BECAUSE PEOPLE RESPOND To|W]d3 


fone fat al 


PES Cr 2 ee 


> em 


aig OO: TEN! GONG, eo MN hi AOR ct, AE SOR le te pe hte MR ORE ieee > acer _ evens a cui ct Soe ee ee Eee ~e “a pS is i rain ba ne te 2 = Pe i Se ee 9, 1 ee # ag pee ee ae 
ee aieeeieerch** Hee eee Re Tees a ON oe 4, aa ipa Ss ei ve See Figs A al mks SRLS bien a ae eke ee Seen ae ee einen ; ie. aso . 
ie a ei Sys <i Re obi eR Per + I ener 8 cyt oe A or ee Ne a eB ea apathy Re eR iro eg me Fal or oe ees 
Dae: peel ‘incense tee ine oa Sea ee ee a ta omaha ae ee caae eure a hee eee Bcc ON eee hia oe i ae ; eng ago eee Sed aa, re a a aco 
a a eee ae Sai aay ie 2 aoe ee ice oe dees i cee ee er 7h ee epee ee Betis i See it nae a a Kei a ae es 
¥ ; 
= | 
| 
} 
: 2) PA : 
: : 
* = 
: 
8 : 

E pee : 

= ee ame | 
oe 
¥ : 
MSR 
+ 
mee 

¥ F 

are pei 
me) Ba ety 

, ors. 
= 
rg 
aa 
a ae : 
: fre 
<< 7 ya 
~~ 2 Jae 
ae ah 
hy. Bor 
‘saa ea 
Shae . 
ae eres 
at: ne 
oa — ag co 
ee ue 
oe “a 
re > ae 
hl: 3 : 
Sen if 
ay 7 Te 
Ber = 
a 
: ork 
tt y- he 
Sa ifr 
ete ® { ; 
a = a) 

aa. (a 
on : 

a ee 
& ee — ae 
hee : Pr. 
ey : 
se a Sy 4 . ‘ 
a » & . @ oii © Lag 
i le P rc 
he = 
me 

‘e ¢ —- 
” ee ee ee oe a ge ee 
ER iad ri. iu REC ‘sdaghaagee re: coe pier 6k Se ie ie rte eS pL OY ee oe oe DE eis ae et a ee 
a Sean eae aes oe ' a per 5 ee ee nme ese se: Be rig ie le ar a at ley eae pe i ot ge See i Rea o id Fi a Bers 
x pie ES Pewee ees ete ce 'ites: fig © gS Se g4 bee oe Pe a ee ee ee 8 ae ie he ee OR ee oan Fe eae at rr oF i Stimecmaeiters. eae a as Sa oo aaa 
om rs ao fe He pee ere Rita seat ee PORES Ba Wine’ ee eee oe ee ee oe eae a apap ds Sede ae We ee ts RR OP oe ENR ae ere Pa a ee ee ee 
ae Rh! NP a a a noe ear ee Sie card = S re, AOE Ra be Sis ot oe 2 CR a Re gi oye tei lend, eimai diy ii cu a ae ete ing eee Aerie oe: 3 EEE aa eels Up irate i, oF -_ ne 
fo: Th ag om Pea hI © ROR Dc i‘ — os 


Advertising Age, April 1, 1957 


Macy’s, Alcoa Set 
Joint In-Store 


Spring Promotion 


New York, March 27—A store- 
wide promotion of aluminum is 
slated this spring by Macy’s de- 
partment store and Aluminum Co. 
of America, Pittsburgh. 

Called “Operation Alcoa,” the 
event will begin May 20 and run 
for approximately two months. 
The promotion will “merchandise 
aluminum as it has never been 
done before,” with every depart- 
ment in the store featuring alumi- 
num products, both old and new. 


® This is the second time in 
Macy’s history that the store has 
planned such a coordinated pro- 
motion. Last year the store joined 
with Sunkist Growers, Los An- 
geles, in a summer-long Sunkist 
lemon promotion, complete to 
potted lemon trees on the side- 
walk. + 


MacLean Purchases Oil Book; 
Now Publishes 18 Publications 

Hugh C. MacLean Publications 
Ltd., Toronto, has brought its 
string of business and trade period- 
icals to 18 with the acquisition of 
Canadian Oil & Gas World, which 
commenced publication two 
months ago. Herb Ajikins, who 
founded the oil paper, will manage 
it for the new owner. MacLean 
recently bought Manufacturing 
from Consolidated Press and prior 
to that Industrial Digest from Age 
Publications. 

MacLean has sold its printing 
plant to Canada’s largest printer, 
Murray Printing & Gravure, which 
gets from MacLean a long term 
contract for business of $1,000,000 
a year. MacLean will use the space 
heretofore occupied by its print- 
ing plant for additional editorial 
and business offices. 


‘Newsweek’ to Boost Price 
Newsweek will raise its single 
copy price from 20¢ to 25¢ with 
the April 1 issue. Time has an- 
nounced a boost from 20¢ to 25¢ 


4). 


New Look At 
Point-Of- 
Purchase 
Advertising 


Turn to the April issue of ADVER- 
TISING REQUIREMENTS for the 
results of a major survey conducted 
by AR at the request ~ | the Point- 
Of-Purchase Advertising Institute. 

The editors of AR queried a cross- 
section of national and regional ad- 
vertisers and their agencies to get 
the answers to questions like these: 

“What percentage of your adver- 
tising budget is allocated to point-of- 
purchase advertising? ... How many 
different displays do you use per 
year? .. . How are your displays 
distributed and/or installed? What 
types of displays do you use? How 
much do they cost?” 

The answers to these and many 
other detailed questions will prove 
mighty helpful to you if you are at 
all interested in P-O-P display ad- 
vertising. 

Clip this ad and attach $3 for a 
year’s trial of AR, starting with the 
big April issue. Each month’s issue 
covers everything an adman must do 
except buy time or space. You must 
be satisfied—or your money back. 


Advertising Requirements 
The Workbook of Advertising 


Management 
200 E. Illinois St., Chicago 11 


with the April 15 issue (AA, March 


|Hoffman Radio Breaks 
‘Springtime Jubilee’ Drive 


for purchase of specific sets. 


Hoffman Radio division, Hoff- | Schedule breaking in all major cit- | McConnell Advertising Agency is IF YOU HAVE 
man Electronics Corp., Los Ange- ies within the following week. | the Hoffman Radio agency. 
les, is breaking a “Springtime Ju- | Most ads will be cooperative, fea- A STORY TO TELL— 
bilee” campaign, said to be its|turing the gift and allowance | Schmidt, Weissman to Radio-TV || AND WISH TO EXPRESS IT 
biggest sales promotion campaign | —_ pire: Breed = = insti-| George A. Schmidt, formerly || IN COMIC BOOK FORM— 
for tv sets. Emphasis will be | tonal. Adve Ww © sup~ | with the sales staff of WOR, New he 
on creating traffic for dealers, | ported with 1,000,000 factory-pro- | York, has been named a sales ex- MOST INEXPENSIVELY 
through extra trade-in allowances, | duced broadsides for mailing. | ecutive with Radio-TV Represent- 
giveaways of items to everyone | Dealer cooperation will be sought | atives, New York. Beth Weissman, BRYANT 9-0382, (Dept. D) 
coming into stores, and gifts of | via a contest “Las Vegas Jackpot | formerly with Clift Television, has 
record changers and encyclopedias | Jubilee,” which offers an all-ex-| joined the company in an admin- 


| A newspaper campaign brebe | san dealers who sell their quota 
|in some cities March 17, with the | during the campaign. Anderson- 


CONTACT JOE SHORE, 


1472 BROADWAY, 
NEW YORK CITY, 36. 


pense trip to Las Vegas to Hoff- | istrative capacity. 
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Los Angeles leads the nation in the sale and use of 


automobiles. Indeed, there are more automobiles registered 
in Los Angeles County than in any one of 41 of the 48 
states. And, the 307,858 families who read the Los Angeles 
Mirror-News account for $260 million a year in 

automotive purchases. These Mirror-News reader-families 
look to this family-edited afternoon newspaper for 
authentic information ... for daily reading enjoyment... 
for guidance in spending their billion-and-a-half dollars 
annual income. Of this sum, these Mirror-News 

readers spend over 447 million in food stores, 81 million in 
apparel stores... 46 million in drug stores. 


FIRST IN HOME-DELIVERED CIRCULATION © FIRST IN TOTAL ADVERTISING VOLUME IN THE LOS ANGELES AFTERNOON NEWSPAPER FIELD 


REPRESENTED NATIONALLY BY O'MARA AND ORMSBEE. INC. NEW YORK. CHICAGO. DETROIT. SAN FRANCISCO 


(Estimates of average family expenditures in the Los Angeles 


Virgil Pinkley, Editor and Publisher | Metropolitan area (1955) adjusted on the Home Audit findings on 
| family income and family size for Mirror-News families. 
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hat they most like to see 

BS Television attracts 
the greatest audiences 
day and night and is the 
largest single advertising 

edium in the world... 
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1. CBS Television broadcasts 8 of the 
10 most popular nighttime programs 
...6 of the top 10 during the daytime 
(FIRST FEBRUARY 1957 NTI). 


2. The number of people who actually 
watch the average program — not the 
total number of people who casually 
tune to a network sometime during 
the course of the broadcast week. 


3. CBS Television daytime programs 
deliver a 23% larger average audience 
than the only other network with a 


daytime program schedule (7 am-« pM, 
MONDAY-FRIDAY, FIRST FEBRUARY 1957 NTI). 


4. CBS Television nighttime programs 
deliver a 21% larger average audience 
than the second ranking network... 


79% larger than the third (« pm. 
11 PM, SEVEN NIGHTS OF THE WEEK, FIRST 
FEBRUARY 1967 NTI). 


5. Today, as in 1956, 1955 and 1954. 


6. According to the most recent PIB 
figures, CBS Television is earning a 
21.5% larger share of America’s total 
advertising appropriation than any 
other single advertising medium. 
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On the Merchandising Front... 


THE NATIONAL NEW 


Another Holdout Against Night 
Openings Capitulates 


By E. B. Weiss 


A few years back, at a conclave of the 
National Retail Dry Goods Assn., I was 
pitted against Philip Le Boutillier, chair- 
man of the board of Best & Co., in a de- 
bate on night openings. The’ audience, 
consisting of approxi- 
mately 1,000 depart- 
ment store executives, 
made it thoroughly 
clear that Mr. Le Bou- 
tillier had won that de- 
bate, hands down. I 
dare say that, if a vote 
had been taken, some 
90% and maybe even 
95% of that depart- 
ment store audience 
would have voted in favor of Mr. Le 
Boutillier’s’ implacable opposition to 
night hours. 

At that time I was entirely willing to 
concede that I had more than met my 
match in debate. I still am. But I have 
never been in the slightest degree willing 
to concede that a rigid policy of “no night 
openings—ever” was or is sound policy 
for department stores, in general, or for 
Best & Co. in particular. 

Oddly, the large majority of those de- 
partment represented at that 
meeting, and so obvious in their opposi- 
tion to night openings, were open one 
night a week. The large majority re- 
mained open a number of nights during 
the Christmas season. A_ considerable 
number have since gone on a two-nights- 
a-week basis. And a few have gone on a 
three-nights-a-week basis. 

What is more, practically every de- 
partment store (represented at that 
meeting) which had branch stores, kept 
those branch units open from two to 
three nights: weekly. Today, there is 
scarcely a department store with branch 
units that does not keep those branches 
open a minimum of two nights a week; 
the majority keep their branch units 
open three nights a week; a few keep 
their branch units open four nights a 
week, and seme even five nights weekly. 


E. B. Weiss 


stores 


s It is puzzling, incidentally, to hear the 
managements of these department stores 
explain why their main stores cannot 
remain open more than one night a week, 
although every solitary “unsolvable” 
problem involving employes, etc., has ap- 
parently been solved in the branch units 
operated by these self-same retail organ- 
izations! It is also puzzling when one 
notes that their branch units take in up 
to 40% and even 50% of the total week’s 
volume at night. Indeed, many of these 
branch units do not open until noon sev- 
eral days a week. 

It is also puzzling to hear these retail 
executives complain about downtown 
traffic congestion, downtown parking 
problems, etc.—and yet overlook the very 
obvious fact that, at night, these prob- 
lems do not exist downtown. It is equally 


puzzling to hear these retail executives 
complain that their big competition 
comes from the suburbs—and then to 
find that they seem really to believe that 
they can compete with traffic-congested 


daytime hours downtown against the 
outlying shopping centers’ nocturnal 
hours. 


® The retail business of this nation—that 
is, the mass retail volume—is going noc- 
turnal. I guess-estimate that at least 35% 
of food super volume will be done this 
year—at night. I believe that at least 30% 
of drug chain volume this year will be 
done—at night. I believe that at least 35% 
of department store branch volume will 
be done this year—at night. I believe that 
at least 40% of major appliance volume 
will be done this year—at night. I believe 
that at least 40% of autos will be bought 
(self-service!) at night—etc. 

And, if the shopping public were being 
served—from the time standpoint—as it 
wants to be served, by the downtown re- 
tail community, and particularly by the 
large downtown department stores, those 
figures would be still larger. 

I think it is entirely reasonable to con- 
clude that, by 1960—in just three years— 
close to 40% of this nation’s total retail 
volume will be done at night. But at that 
time, the majority of our department 
stores, with their proved propensity for 
fighting change, will continue to resist 
changes in store hours in their downtown 
units. 

And I presume that Best & Co. will con- 
tinue to remain implacable in its opposi- 
tion to any night openings at all. 


® Yet I notice that one of the greatest re- 
tail organizations in the world—T. Eaton 
Co. Ltd. of Canada—finally had to bow 
to the pressure of shopper demand. The 
size of the Eaton retail venture is best 
illustrated by pointing out that, if Sears 
achieved as high a per capita volume in 
the U. S. as Eaton has achieved in Canada, 
the Sears annual volume would be in the 
area of some $7 billion and not merely 
some $3 billion! Yet, as I have said, this 
retail giant had to bow to the insistence 
of the shopper for night hours. 

This decision was announced by Eaton’s 
on Dec. 1, 1956. It was relayed to its 
thousands of employes by John David 
Eaton, president. And if you think I 
exaggerate when I say that the shopper 
pressured Eaton’s into this decision, then 
permit me to quote Mr. Eaton’s remark 
that he had “made the decision with the 
greatest reluctance.” He went on to say, 
however (and I think this might be of 
some small interest to Mr. Le Boutillier), 
that the decision was made “with the 
knowledge that a large part of the shop- 
ping community favors a degree of night 
shopping.” 

And then Mr. Eaton made a classical 
observation. Said he: “To remain com- 
petitive it is necessary, in addition to pro- 
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viding customers with the goods they 
want, at prices they want to pay, that 
the merchandise be available at a time 
when the customer can, or prefers to 
shop.” 

I commend that conclusion to the at- 
tention of department store executives 
throughout the country. I would also com- 
mend that conclusion to Mr. Le Boutillier, 
but I.rather imagine it would fall on deaf 
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What's Brewing in Letterpress 


By Kenneth B. Butler 


The race for competitive types of print- 
ing will, in the long run, be determined 
on the field of cost accounting. That is to 
say, the quality being equal and flexibil- 
ity being equal, the process that is most 
economical will not have to fear for its 
immediate future. 

To reduce the total time (and cost) 
from artwork to the printed job, is a ma- 
jor objective of letterpress, which in- 
cludes rotary letterpress. Faster methods 
of making engravings and duplicate 
plates contribute to the solution, but 
there is also pre-makeready, press down 
time, as well as press speed. 

Last but not least, there is the cus- 
tomer factor: copy accuracy, creative 
definity, and alterations. 


* * ¢ 


On the photoengraving front there is 
much progress toward a plate made of 
plastic materials, formed under heavy 
hydraulic pressure into a printing plate 
having a very hard printing surface sup- 


ears. 

Indeed, I rather hope it does fall on 
deaf ears—because Mr. Le Boutillier is a 
formidable debater. What is more, Best 
& Co. has been a uniquely successful retail 
operation. 

But I remarked at that debate of a few 
years back that I would love to have the 
volume that Best’s loses by not being 
open at night. I still would! 


ported by a tough, but resilient, thermo- 
plastic cushion. This printing plate is fur- 
ther adhered to a solid printing platform 
of magnesium or aluminum. 

Through the use of light-weight metals 
(aluminum and magnesium) very close 
thickness tolerance is being achieved. A 
quicker etch means faster production and 
greater economy. Longer impression-life 
also adds to economy when long runs 
are involved. 


® As we have previously reported in this 
column, dry offset is another method that 
is being experimented with. Using oil 
inks, this method attempts transfer to a 
rubber impression cylinder from a lightly 
etched plate capable of being curved to a 
printing cylinder. 

The idea of a thin wrap-around plate is 
practical, but requires further develop- 
ment. New methods frequently meet with 
thinly disguised opposition on the part of 
craftsmen, and thus require long and pa- 
tient training. 

Photoengravers have worked out some 
ingenious short-cuts which enable them 


Just Looking... 


A smart woman, I have heard, lim- 
its her costume to no more than 14 
items. For example: dress, hat, belt, 
shoes, stockings, purse, pin or neck- 
lace, earrings, bracelet, gloves, eye 
makeup, lipstick, fingernail polish. 

Some such rule, it seems to me, 
might profitably be adopted in the 
making of advertisement layouts. 
With the number, perhaps, cut down 
to ten. 

These would include illustrations, 
display type elements (headline, sub- 
heads, logotype), each different type 
face, body copy, picture captions, cou- 
pon, etc. And I think I should count 
two points for surprinting. 

If some such rule were followed, a 
few art directors addicted to the use of 
the greatest possible number of styles, 
sizes and faces of type, hand-lettering 


By Walter O'Meara 


and layout tricks might suffer a little. 
But I suspect the level of good taste— 
and effectiveness—in print advertise- 
ments would be generally improved. 
After all, there is something to be 
said for the theory that the best ad 
layout is a rectangular picture, over a 
simple type headline, and a piece of 
body copy set in 12-point Caslon. 


s The important thing, this theory 
holds, is what you put into the rec- 
tangle, and what you say in the head- 
line, and how you follow through in 
the body copy. 

And I would hazard the opinion that 
the biggest advance in print advertis- 
ing in recent years has been a trend 
toward that kind of simplicity, di- 
rectness and naturalness in layout and 
copy approach. . 
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to reduce time charges when handling 
outline halftones. They have developed a 
technique of masking out and deep etch- 
ing on difficult subjects, and of opaquing- 
out on the negative when subjects are 
simple. 


Some buyers still think that the photo- 
engraving industry should adjust its 
schedule of charges so that an unmounted 
plate would come cheaper than one 
which is mounted. Engravers take the po- 
sition that unmounted plates have to be 
“squared” and that it is easier to square 
when mounted, and easier to proof when 
mounted. 

The Vandercook Co., manufacturer of 
proof presses, whose research has de- 
veloped a process for reducing makeready 
time through mounting on light-weight 
solid metal backing instead of wood, 
maintains that makeready is reduced if 
the engraving rests on metal instead of 
on wood. Its process increases the 
printer's time costs; therefore, many peo- 
ple insist, should be compensated by a 
corresponding reduction in cost on the 
part of the photoengraver. This point is 
still being tossed around in craftsman 
meetings. I think it will have to come. 

But engravers have been experiment- 
ing with mounting materials. Cherry 
wood, especially selected and kiln dried, 
is expensive. Engravers have been ex- 
perimenting with a compressed sawdust 
mounting. This had certain weaknesses. 
It warped, like wood, and wouldn’t hold 
nails. Some of the patented mounting 
material dulled the trimming saws. 

Now they’re working on plywood with 
seven plies of material. This is supposed 
not to warp. Our opinion is that even if 
this product works, it will not reduce 
cost. We’re somewhat of a do-it-your- 
selfer—and we find that plywood costs 
every bit as much as honest-to-gosh 
wood does—admitting that it has certain 
advantages. 


They’re working with metals, too. In 
addition to aluminum and magnesium, 
there are a number of zinc alloys—said 
to be quicker to etch and longer-wearing. 
But few of them lower the metal cost 
very much. In fact, an engraver will tell 
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you that metal represents only about 15% 
of his total selling price and therefore is 
not a major factor in the engraving 
charge. 

Some researchers have been working 
on an aluminum core with a copper coat- 
ing. This would somewhat reduce the 
metal cost. Even if it reduced the metal 
cost 20%, this would only amount to 
3% on the total engraving cost, assuming 
material is only 15% of the aggregate. 

Engravers have also been experiment- 
ing in the photography phase of their 
craft. Unlike offset plate makers, letter- 
press engravers have to shoot for a heav- 
ier level of contrast (etching eats away 
the size of dot formations). They have 
been attempting to get away from the op- 
eration of stripping their film onto glass. 
The industry’s new pin-point arc lights 
are helping to make this possible in some 
instances. 


* *¢ ¢ 


In talking with engravers we note that 
they hold big hopes for relief etching on 
plates thin enough to curve around cylin- 
ders of presses for faster over-all speed. 
They point out that a depth of .030” 
should suffice for good impression, and 
that metal need not be thicker than .035” 
to .040”. In making plates for rubber 
plate molding, this has already been es- 
tablished. 

We can readily appreciate the strides 
that letterpress printing will take if a 
plate can be easily curved to fit on a 
rotary press with its faster speed poten- 
tialities. 

But the engravers may be throwing a 
eurve to themselves. The history of offset 
plate-making has been that, when engrav- 
ing becomes a part of an established rou- 
tine in preparing material for press, the 
printer will not buy it on the outside, but 
set up a department to produce it within 
his own plant in order to fully control 
productive elements and to provide for 
maximum flexibility. 

Thus, if they further this idea, engrav- 
ers may be digging their grave. Unless, of 
course, they set up early a plate-making 
department lease deal; such as many 
cartage and delivery firms have done. It 
is essential that such a vital operation be 
conducted right inside the plant of a 
printer—at least in case of the larger 
producers. 


There's No Substitute for Consumer Education 


By James D. Woolf 


Interesting to me is the following ob- 
servation by F. Glenn Rink, head of the 
Seabrook Farms account at N. W. Ayer & 
Son: “The frozen food industry is a grow- 
ing $2 billion giant beset by two mar- 
keting ilis—price cut- 
ting and a perpetual 
treadmill of promo- 
tions.” 

Mr. Rink, beyond re- 
ferring to price cutting, 
does not define “pro- 
motions,” but I assume 
he means give-aways, 
premiums, contests, 
extra-profit discounts 
for the retailer and 
wholesaler, co-op deals, salesmen-in- 
centive plans, and merchandising merry- 
go-rounds of every sort and description. 

It has been my experience that promo- 
tions are most likely to pay off when the 
promoted product enjoys a substantial 
measure of consumer acceptance and de- 
mand. By the same token, they are least 
likely to succeed when the brand is large- 
ly unknown and unwanted by the con- 
sumer. 


James D. Woolf 


My sorriest marketing failure had to do 
with a branded food product that at- 
tempted to capture a regional market via 
the promotion route. The entire appropri- 
ation, a considerable sum of money, was 
put into a variety of promotional gim- 
micks: premiums for the consumer; three 
packages for the price of two; prizes for 
jobbers’ salesmen; a co-op deal; and a 
box-top scheme calculated to enlist the 
cooperation of church groups. Not a pen- 
ny was invested in newspapers, outdoor, 
radio, or television, or in any other form 
of consumer advertising. 


® This procedure I opposed earnestly 
when it was first suggested, but my ad- 
vice as well as the agency’s was ignored. 
The promotion was a total failure, and 
after nearly a year, the product was 
withdrawn from the market. 

This failure was in no sense due to any 
deficiency of quality in the product. It 
was not only excellent; I believed then 
and I believe now that it was superior in 
flavor and all-around goodness to any of 
its competition. Its failure was due, in my 
opinion, to its complete lack of brand 
identity and consumer recognition. Inci- 
dentally, the product sold fairly well in a 
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reach, so low in cost—come now.” 


Kauai, Oahu, Maui, Hawaii.” 


vacation? 


Ey re) OF emerge Omura 


29 CORY 10 OREN 60 toe OM - Carne now 


sre of Mawel: isies = Kawi, Ooty, Movi, Howell 


le stom pomp we pew Tere! Agent extine @ Geumchip em csentetes wt & 


Unless Hawaii has reached the point where all it has to do to get tourist 
business is remind Statesiders it’s still in business, we think this recent ad 
for the paradise of the Pacific misses the Lurline. 

Comprised chiefly of the left side of the face of an Hawaii maiden wearing 
an hibiscus, it says only: “friendly land of perpetual summer...so easy to 


Unless we some day become managing editor (or better still, publisher) of 
this so-called newspaper, it is hardly likely that the miserable pittance we 
receive will ever enable us, short of rowing, to reach Hawaii. So maybe we 
are not typical. Yet from recent travel ads, we feel we've gotten to know 
much more about Bermuda or England or Puerto Rico, for example, than 
about Hawaii. A line under the signature says, “See all Hawaii's isles... 


Why? What do they look like? Any hotels on ‘em? What are the hotels like? 
What about transportation? Roads? What can a person bring back besides a 
pineapple and a ukulele? Any literature available on planning a Hawaii 


There is no doubt that the hula girl has become a symbol of Hawaii. But 
she has also become a very tired symbol. Now we'd like to know something 
of the islands themselves—and we suspect a lot of people like us would, too. 
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few mom-and-pop stores where the pro- 
prietor was subsidized; in self-service 
outlets it gathered dust on the shelves. 


® In the marketing of branded goods, and 
particularly of specialty food items, there 
is no substitute for consumer acceptance 
and demand. 

Today, I am told, more than 85% of 
grocery purchases are made in self-ser- 
vice stores, and research shows that the 
shopper spends approximately eight sec- 
onds viewing a shelf of products and less 
than one second in making a brand deci- 
sion. 

This we call impulse buying, and, ac- 
cording to a Fortune study, it accounts 
for 70% of supermarket purchases. This 
means that shoppers select products 
spontaneously for the sole reason, oftener 
than not, that they are familiar with the 
brand. The brand that is a total stranger 
to the shopper, or at best a bare acquaint- 
ance, has small chance of being her 
choice, no matter how much promotion 


is behind it. 

Nothing I have said here means that I 
am opposed to premiums, contests, give- 
aways, and other varieties of promotional 
activity. Quite the contrary; I have used 
them successfully many times. But, as I 
have said, they are never a satisfactory 
substitute for consumer education. Cer- 
tainly, as Mr. Rink maintains, “a perpet- 
ual treadmill of promotions” is a market- 
ing ill in the giant frozen food industry. 
“With a few exceptions,” he asserts, “no 
one has given the consumer a steady, 
fact-backed, reason-why image of bene- 
fits to be obtained from a particular 
brand, or from frozen foods as a competi- 
tive class.” 


# Not only in the field of frozen foods, 
but in any field of branded merchandise, 
there is no marketing procedure that ex- 
cells presenting to the consumer a steady, 
fact-backed, reason-why image of bene- 
fits to be obtained from the advertised 
product. * 


oe ae 8 


a ai, 


ae 


{- 


7 ee ae ‘ ee ee ae seein ee Becky oa lala Be. i coc So, oe ae ahs es i > he, as a meats ee a riya Sone des os ty ae i Ee 1% ee ee ne ie 
a eg gee ee ee ae eee ee eho ea BP Dic ok Ms ce SS ee es ice See ek gibi Rn cs RI OS ee oi es ee 
~ fecal iat ; eee ribs Oates eee ae Pas Pai scent <i Ea st ae fi ik, See a : eae et i Bicone. oS Desa 2 — : is < 
a eee 3 oe ee ee : ead are re 7 % S J Fas as Pe a ee  S eythane Pee: as %, i | OE aaa RTT cS oe ae F Ea ect eg = a a fe ee a 
rh. cae ae a ae ane ngs eres a ig “= See Be te ee Rag la Beet 4 ari ee ar 1 eg ee ca ek i ¢ *y at ee pane “ ee y peta Wee: “a Bee ” che ‘. oe aie 
i Re ok ie $ Paw em; rs teal * : Pisin, Seis ee yes ee ae "i mor nition : hae ae ae ee Tia a ig ee : ‘ oh jus ae 7 ae 
2 > rs a=. ip : : : 4 : i rc ‘ ee 
7 
a . 
zi 
x ee a 
oe 
\ _ 
ee : 
SS oe 
4 *** ri; ; . 
‘y oY . : 
a 
z 
~ 
; Tell Us More! 
i, a 
by | . 
: 
a] » aa ieee. weer a 2 
‘ nn ene F Se ok pene pare ar. © Pam | = oie 
eo . g = ae es = one nee hoa 
se Bud Be we ae * “2 
~~ Me rey shoe oe 
. Sh * |, 2a ire ie ie } w é 
a 2 Hie, ‘ meses eS en * 
Oy » ae ier ates ho 
Ny ee ee 
: i — . > pate gee he nk Se oy 
‘ = i ett 
2. “ia ee te 
, otal bo, : - ; 
et). os lal . me” : 
a ie } a.” C a ‘a ; 
4 ; a see Pee ey 
- rr oe a dle i 
t ¥ Pees: «2 hg 
, : 3 = ie ——: - re 5 
es Lp es a . ee . ae & hie j 
3 <a + ° : —s | tee, ae 4g 
| : ; — “et meats 2). 7a . 
a clea = Se Bee! am Poa) 
a 7 ‘. ‘ ee (Syeee  eae i 
2 ‘ tal oa Ss aia es = 
3 ak 4 wn Spee a : 
. és Coe NE ee! ER 4 
aed eee ie eet =e 
: a _ ‘i ost ts oe 
Lees SoA se) one P 
i a joie SS Sa eee a 5 
: Se oe ee Te , " ’ - at 
oy ie Wie ar 
a 2 E af we Ba 
& cer 3 
Bo we a : : ee 
nee: ie, aap. 
ae a: aa 
’ « [a 
: " 
ie 7~ 1 
é ae. 
: “ ia 
; ; | ay 
a me a 
_ woe 
ee 
: . pet ae 
Ps ’ ‘i 
* ‘ ce 
fi 144 ra 
ay af 
a : 
a eee oe 
i bore 
oy itt 
i 4 
a eq 
a aa 
ad ia 
7 Po ae 
is eo 
= ee _ : 
a . ea 
ec i 
a4 es a 
eae : Be 
tia TT i 
és ag 
j oe 
: a 
“4 : d 
ie ; 
§ 
: = 
ae Lae 
os, 7a 
ant ee 
ae pig 
a eee: 
‘a i a 
ae ¥ = vl 
an pe 
. oe 
= 
e a, 
ae 
: re 
on 
4" > 
es 
ea 
i by 
(i 
ae 
a a 
a ~ 
fon oe 
ae 
tint i 
pity é 
ihe oa. 
= i 
4 . 
ae, 
‘ . 
* 

a ; 2 i : & Pe fi Ae ere Los, fa as : a to ee P ~ ani. i 
gt ; , a ; : ’ 9 af igre (Se Pal * 2 gedit Ee ae Stata! eer ii ieee ete =e Sa 
ea i a iam ee ott hee ga: te eae aed Cte Piya be ibaa gcd ! : ee ge “4 et aes aan gto oan iyi i 7 Ni eee aaa 
sa ‘ iste Tahoe 2 ae aie ae ‘ ‘ i : : tO i lke eae . ei 1% j st ee ‘wie ASE er 
ae eee Rees a ar AP dee gee i A ry 2 rE Ae | MOM Es op ete een ieee Se ee I a  algig aettn alee Soh ee ee 
Ss er eee holt ovat tk ee ee ne eee er ener! ee dl gee pi ae oe aes Mad 6 io Eh Slee . : eS i eat dios “gel gE A aes ee hs 
Wes Rete S iw ee Since te hee oe Tig letin Ok -rigmepeegeen 2: ees We Ee iS ae et edie i ood oe ee Were a oe te de ee SMe oo tee See og as oe ao a a ee tees aoe Mae Cae 2 


+ rece 
— 


The Progressive Farmer 
continues to GROW with the Rural South 


In every year since World War Il The There are many reasons for the great prog- 


p — h =. Ten Years of Big Gains ress of the South’s favorite farm and home 
rogressive Farmer has made healthy ‘for The Progressive Farmer! magazine. The first and most fundamental 


uninterrupted gains in circulation, in YEAR CIRCULATION. ADVERTISING REveNue : Teason is service to 1,330,000 subscribers. 


eos : : 1956 1,326,184 $6,580,172 The Progressive Farmer serves the South 
advertising revenue and in prestige 1955 1,291,726 6,073,304 alone and as no other magazine can serve 
with Southern rural families. 1954 1,262,676 6,006,202 this region. That’s why 5,300,000 Southern- 
1953 1,238,660 5,823,796 The Pr ve F (prea 
1952 1213,63) 5,522,995 ers read The Progressive ‘armer and prefer 
And this April 1957 issue is the 1951 1,190,121 4,485,696 it above any other magazine. 

1950 1,167,076 4,115,269 
biggest in the 72-year history of The 1949 1,102,861 3,640,017 Some measurements of The Progressive Farmer's suprem- 


‘ ‘ ? 1948 1,076,327 3,298,325 acy are contained in “Magazine Readership in the Rural 
Progressive Farmer in circulation and 1947 1,036,690 2,887,594 South”, a broad personal interview survey by W. R. 


7 1946 1,002,366 2,113,235 Simmons and Associates Research. Your copy, free of 
in dollar volume of advertising. course, may be obtained from any office listed below. 


The South 


Subscribes to LM@ Progressive Farmer (i 


PAUL HUEY, V.P. and Advertising Manager OSCAR M. DUGGER, V.P. and Western DON CUNNINGHAM, Eastern Advertising Manager Other Offices: RALEIGH + MEMPHIS 
Birmingham 2 + Phone: 54-2571 Daily News Bidg., Chicage 6 - mee 250 Park Ave., New York 17 + Yukon 6-7520 DALLAS + SAN FRANCISCO + LOS ANGELES 
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Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

There are only two ways to do adver- 
tising. One way is to do what you “feel” 
like doing, following hunch, intuition, > 
a potpourri of hunches and intuitions put 
together among artists, writers and mis- 
cellaneous other people. 

The other way is to attempt to corral 
all possible truth that research, experi- 
ence and judgment can arrive at, isolate 
the principles within it, identify and or- 
ganize them, and then, after establishing 
a rational set of standards ads must 
meet, use all possible talent and imagina- 
tion to create interesting, arresting, ef- 
fective ads conforming to those stand- 
ards. 

Advertising is not a profession, but it 
can be done professionally, as can any 
kind of work. It is not a science and 
therefore it must be expressive of judg- 
ments even with all possible help from 
research. Since it is a business function, 
management (and the people who create 
and are responsible for advertising) 
should want ways to weigh its effective- 
ness—whether or not advertising dollars 
are buying all possible desirable sales 
influence for a store. 


® This ad from the West*Coast, where 
clean appearance of advertising seems 
generally to be rated far above whether 
an ad does a job or not, typifies much of 
today’s retail (and national) advertising 
which ignores most of what research 
has proved about selling, and about sell- 
ing in print. 

It is doubtful if this store has any 
clearly defined, detailed statement of ad- 
vertising policy. It is doubtful if anyone 
in the store could state, with clarity, the 
advertising’s objectives. 

It is apparent no one is concerned with 
whether the ads sell much or little. 

It is apparent that the fruits of mil- 
lions of dollars of research in tested ad- 
vertising are unknown to the store. 

For the benefit of stores that wish to 
check some of these things specifically, 
let’s point out a few of the numerous cost- 


G. D. Crain Jr. Says... 


ly weaknesses that blight this advertising. 

The signature is at the bottom. The ad 
would be worth more with the signature 
at the top. 

The headlines are labels. Headlines 
should sell. If this is selling, then the 
pharmacist who affixes a label to a bottle 
reading “IODINE” is busy at selling. 

Emphasis appears to be given in ac- 
cord with manufacturer’s money rather 
than carefully defined policy. Thus the 
shoes do violence to the other items. 

Principles of persuasion are almost en- 
tirely ignored. This entails a great loss. 

Type inversion is not frowned upon. 

The store is indifferent as to whether 
anyone responds or not. There are no 
urges or invitations on the page. 

It is doubtful if layout is here made to 
any defensible definition. 


® My advice to all young people who 
wish to become truly professional, is to 
approach advertising academically. After 
you have learned all you can of adver- 
tising’s established body of truth, you 
will then discipline and control your tal- 
ents and your imagination so they will 
be worth many times more to you and 
to an employer than they can be—un- 
disciplined. 

Management wastes store money in no 
other area of retailing as it does in ad- 
vertising. Yet, it is management, usually, 
that must be looked to for corrective 
measures. Ad people, strangely enough, 
are generally too preoccupied with daily 
routines to worry about whether adver- 
tising is effective, and are not likely to 
impose undemanded standards upon 
themselves. Moreover, even the best ad 
people cannot do a good job in any store 
unless management understands and sets 
standards, and then sees that they are 
adhered to. 

It is fair to say that this kind of ad- 
vertising, using a “built-in” expense 
budget not required to perform (and 
there is a great deal of it across the 
U. S.) is only a shell of what truly good, 
service-rendering highly efficient adver- 
tising can be. Its contribution to net 
profit cannot be more than a fraction of 
what advertising should contribute. 7 


Agencies Are Talking to Media 


A recent meeting of the Agate Club, 
Chicago organization of magazine repre- 
sentatives, heard a presentation by the 
J. Walter Thompson Co., which followed 
the pattern of a client solicitation «nd 
gave an excellent picture of the services 
and facilities of the world’s largest ad- 
vertising agency. 

And in the same week Marsteller, Rick- 
ard, Gebhardt & Reed put on a luncheon 
for a group of farm publication advertis- 
ing representatives for the purpose of 
showing how this Chicago agency operates 
on agricultural accounts, from the stand- 
point of market research, merchandising 
and advertising. 


@ These are just two examples of what 
agencies are doing to make media men 
more familiar with what they have to 
offer to clients. And since agencies are 
usually on the receiving end of media 
presentations, and have now undertaken 
reciprocal action, it’s worth noting that 
they find it desirable to cultivate media 
good will as well as to use them for the 
promotion of client products through ad- 
vertising. 

It’s not hard to understand why media 


representatives can be important to ad- 
vertising agencies. First of all, they are 
likely to be close to many of their ad- 
vertisers, so close that they are frequently 
regarded as advertising and merchandis- 
ing counselors. Thus if the advertiser is 
considering an agency change, or is plan- 
ning to select an agency to introduce a 
new product, what more natural than to 
ask suggestions from media representa- 
tives? 

The more a salesman of space or time 
knows about an agency, the better able 
he becomes to offer constructive advice 
to clients, if they ask for it. And that 
they do ask for it with considerable fre- 
quency is no secret in the advertising 
business. 


s Likewise it is true, fortunately or un- 
fortunately, that advertising is a business 
of conversation, some of which may be 
labeled “gossip,” since it is not neces- 
sarily correct or authentic. But the word 
sometimes gets around that certain agen- 
cies are “hot” and that their new business 
activities are successful because of ex- 
ceptionally keen people in creative, mer- 
chandising or other departments. That 
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sort of conversation has a way of running 
through the track and building up the 
prestige of the agency which is promoted 
in this word-of-mouth way. 

It is also important that media men 
have a clear understanding of agency 
policies. For example, it is often assumed 
that agencies of large size are interested 
only in accounts with considerable ap- 
propriations. But this isn’t necessarily so. 
JWT, for instance, does not have a min- 
imum size for accounts it takes on; it’s 
much more interested in the growth po- 
tential. If am agency does require a 
minimum appropriation, it is important 
that its friends in the media business 
should know what that minimum is. 


® Even the biggest agencies might be in- 
terested in taking on a relatively small 
account with a good prospect for future 
growth, charging for service in the mean- 
time on a fee basis. This is frequently 
done, and the history of the development 
of advertising accounts indicates that, 
from the agency standpoint, this may be 
an excellent policy. 

Another thing that agencies like to get 
over to their friends in the media end of 
the business is the kind of accounts they 
are most interested in and are best able 
to handle, because of experience, special 
facilities, etc. JWT has about 80% of its 
billings in grocery store accounts, and 
obviously would welcome an opportunity 
to tell its story to advertisers in that field. 

The Marsteller luncheon referred to 
above was interesting in that it presented 
its story to the farm publication repre- 
sentatives as executives of a hypothetical 
seed corn account, the Golden Ear. A 
direct pitch for this account by five agen- 
cy representatives enabled it to score 
telling points regarding its ability to de- 
fine markets, assist in merchandising, 
develop basic sales and promotion themes 


and research the advertising to be sure 
of top readership and direct response. 

Since Marsteller has long been known 
as a leading industrial agency, it had a 
reason for pointing out to this group that 
it is building a substantial volume of agri- 
cultural advertising, and is likewise in- 
terested in servicing accounts in consumer 
durables, financial and other fields as 
well. 


® One other comment regarding the gen- 
eral policy of cultivating media men as 
friends who can assist in building volume 
is the obvious fact that advertising people 
move around freely from one section of 
the business to another. An agency man 
may become an advertising or sales man- 
ager, and vice versa. Media people fre- 
quently change their hats and enter agen- 
cy service or advertising management 
work. Thus the media _ representative 
group is shifting, like others in the busi- 
ness, and today’s solicitor may be tomor- 
row’s prospect. 

Norman Strouse, president of the 
Thompson agency, has called attention in 
numerous addresses and articles to the 
personnel problems now facing agencies, 
which will have to add steadily to their 
reservoir of manpower to be able to serv- 
ice the constantly expanding volume of 
advertising which characterizes today’s 
American economy. Thus agencies in gen- 
eral are interested in selling themselves 
as good places to work, as well as good 
organizations to handle advertising ac- 
counts. 


® Media men include many who might 
do well in the agency field, and who 
likewise have many opportunities to 
guide others in that direction. Getting the 
right people to staff agencies is just as 
important as getting accounts for them to 
handle. e 
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... but this is an Ad! 
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CLUSTER-PARF cartons have space for advertising 


to “billboard” your product ... act as their own display 


Chances are, you spend from thousands to millions urging 
customers to reach for your products at point of purchase. 
But what do they see when they get there? A confusing blend 
of competing packages? Or a sign that says, “This is what 
you're looking for?’’ The answer's clear with Cluster-Pak! Its 
bigger area shouts your name and message. As sure as “it pays 
to advertise,” it pays to put your products in Cluster-Pak! 


STRONGEST CARTON MADE 
No other carton offers Cluster-Pak’s 
double protection. You get the unequaled 
strength of famous Mead quality kraft 
combined with the world’s only self- 
locking construction that needs no glue. 
So your products are safer in Cluster-Pak! 
For full details on low cost market tests, 
write P. O. Box 4417, Atlanta 2, Georgia 


CLUSTER-PAK IS ANOTHER CREATIVE IDEA FROM 


Atlanta Paper Company 


Where Packaging is Advertising 
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), Why get “stuck” with glue 
when you buy multi-packs 


Save with CLUSTER-PAK®. . . the self-locking 
carton that needs no glue to be world’s strongest! 


Of course you can glue Cluster-Pak cartons the unequaled strength of famous Mead qual- 
if you want to. In fact, when we invented ity kraft combined with the world’s only self- 
Cluster-Pak, we provided for glue pots on our locking construction that requires no glue. So 
machines. Yet! Over 700 million cans have why pay for glue you neither want nor need? 
been packaged in Cluster-Pak since then. And Instead, put your money in quality .. . and 
not a single customer has ever used a single protect your products in Cluster-Pak. It’s 
drop of glue! The reason? Cluster-Pak offers the strongest multi-pack carton ever made! 


CLUSTER-PAK IS ANOTHER CREATIVE IDEA FROM 


Atlanta Paper Company 


Where Packaging is Advertising 


ATLANTA PAPER COMPANY, ATLANTA 2, GA. 
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Looking at Radio and Television ... 


A Nasty Situation in Film 


By The Eye and Ear Man 

Since the syndicated film market is be- 
coming saturated with product, a new 
group of Ponzi plans are beginning to 
emerge, as sellers of film take due bills in 
the form of spots in order to make a deal. 
The feature film boys are the principal 
architects of this simple scheme and the 
station representatives are the ones who 
will ultimately try to eliminate these deals 
and dealers. 

The way it works is deceptively simple. 
A guy with a program goes to a guy who 
manages a station or buys programs for it. 
If the film program series, or the package 
of feature films, is good enough, the sta- 
tion guy says he’d like to have it. Then 
comes the ugly subject of money. The film 
guy is asking millions over a period of 
years. The station guy says he is short of 
cash. Sometimes the deal involves a piece 
of the station. Most often, however, the 
station gives the film salesman spots in 
exchange for program. 


® At this point it is hard to tell what the 
film guy is. If he sells the spots to an ad- 
vertiser, he acts like an advertising agen- 
cy. If he sells spots to an advertising 
agency he acts like a spot sales repre- 
sentative. Sometimes he arranges a 
complex deal so involved that a manufac- 
turer will agree to buy a basic commodity 
from another manufacturer in exchange 
for a parcel full of spots. The spot seller, 
formerly film salesman, gets his money 
via a commission from the manufacturer 
selling the commodity. What a mess! 

Is this brokering time? Do the promises 
of the station manager entitle the buyer 
buying—via the former film salesman—to 
priorities on top spot positions? The sales- 
men say so. Is this really a cheap way to 
buy spots on the part of the advertiser? 
Is it smart of the station owner to permit 
this exchange of values, even though he 
gets good programs which act as spot car- 
riers, without putting out a dime, in 
most cases? 

Although the practice is not without 
economic basis and although the exchange 
of goods received for advertising is not 
uncommon, the fundamental principles 
are not sound. There is no substitute for 
firm policies and procedures with a dol- 
lar value given for a dollar spent and an 
all-men-treated-equal ethical base. 


s The bartered spots are leading to a 
group of characters haunting agency 
doors, offering spots at 50% off the rate 
card. They speak of having first call on 
the best spots on hard-to-get stations in 
major markets and when the buyer asks 


Employe Communications... 


“How come?” they suggest, “It’s all in 
knowing whom to give the Cadillac to at 
that station.” 

The horrendous part of the whole thing 
is that some of them can deliver what 
they promise—cut-rate spots—and when 
the station involved is queried as to the 
reason, only evasive answers are forth- 
coming. Even the finest stations in the 
country are sometimes involved in this 
skulduggery. 

The biggest sufferers in the hanky pan- 
ky are the station representatives. On a 
national basis, they are deprived of about 
$700,000 worth of commission for each 
weekly hour-and-a-half film show that is 
sold 52 times a year on 100 stations, with 
the available spots handed to an outsider 
to sell on any terms he can make. If this 
practice involves more than one film show 
a week on more than 100 stations, this 
figure is many times greater in a given 
year. 


® Arise, station owners of America. 
Throw the rascals out. Back to the honest 
days of the rate card and ethical stand- 
ards! No film series is worth compromis- 
ing business principles. 

Soon the product available will be in 
such quantity that the old law of supply 
and demand will take care of these people. 
Put them in the category of the sharpies 
that slip writers a case of scotch for 
sneaking in a product plug on the back of 
an honest advertiser paying his way. 

There is only one way to do business in 
the long haul. Set certain inviolable 
standards and enforce them. Deal with all 
alike. Don’t be greedy. Don’t make ex- 
cuses to make exceptions. Television is a 
profitable business and in the long haul 
will become more profitable because of 
the power of the medium. 

Every once in awhile cancerous prac- 
tices arise in honest businesses. Not 100% 
bad, but not good, either. If they are ra- 
tionalized and allowed to grow, the cancer 
may become incurable. Brokering spots is 
one of these cancers. Now is the time to 
stamp it out. . 


Censorship in the Multi-Plant Concern 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

A manufacturing concern with head- 
quarters in the Midwest and a dozen- 
odd plants scattered around the country 
is an advocate of what is called “vertical 
communications.” This is a philosophy 
which dictates that each plant must pro- 
vide its own communications services to 
its employes, without reference to any of 
the other plants or their products. 

This company bargains with three 
different unions. It has varying rates of 
pay from plant to plant, since contracts 
for each plant are individually negoti- 
ated. One of the unions, which is repre- 
sented in four of the company plants, 
would be delighted with company-wide 


bargaining, thereby creating a stronger 
union bargaining position. Naturally the 
company wants no part of it. The com- 
pany reasons that, if there is no horizon- 
tal communication among plants, news 
of varying wage rates and fringe bene- 
fits won’t get around and the boys won’t 
start agitating at Plant A for the greater 
employe blessings provided at Plant B. 


® This is sound thinking up to a point. 
What the company management doesn’t 
realize is that a company can’t bar com- 
munication among employes. There is no 
such thing as censorship in a situation of 
this kind: If Plant A employes today are 
granted an additional benefit through 
collective bargaining, the employes at 
Plant B will know about it tomorrow. 
The grapevine is the swiftest device of 


communication. 


Wage rates at Plant A are widely 
known at Plant B, and at all the other 
company locations, for the simple reason 
that the unions make this information 
available, promptly and completely. Em- 
ployes at Plant A have a curiosity about 
wages, benefits and working conditions 
at Plant B. Employes at Plant A on sum- 
mer vacation may make it a point to call 
in at Plant B, just to see what the place 
looks like. They visit with fellow-em- 
ployes at these plants, and sometimes 
they talk about wages and working con- 
ditions. No company can put a muzzle 
on such conversations. 


# If the union representatives at the 
bargaining table demand a wage in- 
crease, it makes little if any difference 
whether the employes are pressing for it. 
The employes will certainly accept it if it 
comes. It makes little if any difference 
whether the employe group is familiar 
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with wage rates at all the other company 
plants. The union bargainers know the 
rates, and they are the only ones who 
need to know. 

This particular company, however, 
wants and expects employe loyalty and 
cooperation on a broad base. The man- 
agement suggests employe support of 
the consumer products it manufactures. 
It invites each employe to be a member 
of the XYZ “team” on the national as 
well as the local basis. Yet it refuses to 
sponsor a communications program on a 
company-wide basis, thereby encourag- 
ing its people to think of their company 
simply in terms of a single plant. You 
can’t have it both ways. 

Censorship in the multi-plant company 
defeats itself. The company suppresses 
accurate information about itself, so the 
grapevine manufactures the inaccurate 
rumor and sends it out to the waiting 
ears. Thus the boomerang completes its 
cycle. . 


Copyright 1957 by Paul Pinson 


To help prevent a breakdown of com- 
munication between copywriter and 
art department: 


1. Be clear about sizes. An 11x14 pro- 
portion should not be indicated as 
14x11. The first dimension is the 
width, second the depth. If this sounds 
ridiculously basic, you are working in 
a smooth environment. Don’t shop 
around. 


2. Which line and which model of line 
should be shown? Artist may prefer 
beauty of the round one, or the old 
one, or the easiest fitting one, if it 
doesn’t seem important enough to you 
to be specific. 


Remember, the art department is 
sometimes not in on the full story. 
Your familiarity with all the angles 
may cause you to leave out a point or 
two, assuming that Art knows. What 
you take for granted may never oc- 
cur to the artist. 


3. “Hey, when does this ad run?” 
Suddenly you see a layout and the 
outdoor product is illustrated—sur- 
rounded by people who have sport 
shirts on. The art department didn’t 
know that schedules called for this 
one as a Christmas Playboy inser- 
tion. 


DRAWTHINKS, 
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Your pre-visual thinking helps artist 


Mind reading not taught in art school 


Next Lesson: “How to experiment for visual effects” 
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Nielsen Network TV Ratings 
Two Weeks Ending Feb. 23, 1957 
Copyright by A. C. Nielsen Co. 


Nielsen Total Audience* 
TOTAL HOMES REACHED 


Homes 

Program (000) 

Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) .........cccccccccsceseseeseoseeees 17,213 
ee ee Gey I ET arcs umsnendnbnninnbenesuesvemmecnioginese 17,017 
Disneyland (American Motors, Derby Foods, American Dairy, ABC) ........ 16,034 


Perry Como Show (Several sponsors, NBC) 


Alfred Hitchcock Presents (Bristol-Myers, CBS) ...........cccccccccccccceeseceseeeneee 
1 Love Lucy (Procter & Gamble, General Foods, CBS) 
Steve Allen Show (Several sponsors, NBC) 
December Bride (General Foods, CBS) 
$64,000 Question (Revion, CBS) 


Dragnet (Chesterfield, NBC) 


PROGRAM POPULARITY} 


Homes 

Program (%) 

Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) o...........cccccccccccseseesseeeneeneee 45.2 
Se Teeter I ey Fe Biitetceetitetnctnntntescnctnnitinnintictsiioneniznn 45.0 
Disneyland (American Motors, Derby Foods, American Dairy, ABC) ............ 42.0 


Alfred Hitchcock Presents (Bristol-Myers, CBS) ...........0.cccccccccccccsceeeseesseeenee 
Perry Como Show (Several sponsors, NBC) ..........cccccccesceseseessnseeeeeeeeeereneeees 
1 Love Lucy (Procter & Gamble, General Foods, CBS) 
Steve Allen Show (Several sponsors, NBC) 
December Bride (General Foods, CBS) oo... .ccccccccccceeeeeeeee : 
$64,000 Question (Revlon, CBS) 
Dragnet (Chesterfield, NBC) 


Nielsen Average Audience** 


Homes 
Program (000) 
a 8 EE nn aE ere 15,759 
1 Love Lucy (Procter & Gamble, General Foods, CBS) ..........:ccccccesseeeee 14,738 
Alfred Hitchcock Presents (Bristol-Myers, CBS) o........ccccccccccseeeceeeenennes 14,462 
$64,000 Question (Revlon, CBS) .............00000 Rae See ee 13,873 
Beenetnee Belle (emerel Fees, CBB)  oncccsccccccccssccvscsccssccscccescccosvccccsseeses 13,676 
rm: Ge FE) seccnssessiccccocsienressensitinsnrvecncecesonocescctpenaseotennenene 13,519 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ..........cccccccccceeseeeeeenenes 13,362 
EE Se IIE TIED ii cniccuniscancnicabsanieneanaliandinudinapdantabenescosnsenenquinosinaimnestentnt 13,166 
Perry Como Show (Several sponsors, NBC)  .........ccccccccccessesseeenseneeeeenneens 13,087 
Disneyland (American Motors, Amorican Dairy, Derby Foods, ABC) ... 12,969 
PROGRAM POPULARITY} 
Homes 
Program (%) 
GE Theater (General Electric, CBS) .........ccccccccccsscseeeeeereesenes 41.7 
Alfred Hitchcock Presents (Bristol-Myers, CBS) ...........c.ccccccccsseeseeseensnennennneneees 39.4 
1 Love Lucy (Procter & Gamble, General Foods, CBS) ...........cccccccceseeseenenee 38.4 
ID I, CRIN. siniietitentes scat antcosicvarncccstanteiuuhsonpsinnbiedtontzaccanel 36.2 
December Bride (General Foods, CBS) ..........cccccccceseeeee Seer tintlibciaseanabeiale 35.8 
Dragnet (Chederliahl, HBC) ....crecsccsersessrccsseroveccesoveccrsvesessesvevesoeseccoenesscovones eons 35.3 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ..... 35.1 
Perry Como Show (Several sponsors, NBC) 2.0.00... 34.6 
ee ee cli icaatiihiiteencigidentahineapinhiseasehapusbiaviaslensbiaterlansbsveditinaaee 34.3 
Disneyland (American Motors, Derby Foods, American Dairy, ABC) ............ 34.0 


* Homes reached by all or any part of program, except for homes viewing only one 


new partners. The agency has also | ** Homes reached during average minute of the program. 


+ Percented ratings are based on tv homes within reach of station facilities and by 
each program. 


Monaghan Opens PR Office Videodex ’ 
Patrick Monaghan has formed 
his own public relations company, Top Ten Spot TV Shows* 
Patrick Monaghan Associates Inc., 
with offices at 420 Madison Ave., Feb. 1-7, 1957 
New York. Mr. Monaghan until Copyright by Videodex Inc. 
recently was public relations di- No. of cities in which program Homes % of 
rector of Studebaker-Packard | Rank Program appeors and distributor (000) * Homest 
Corp. and announced he would re-| 1 Men of Annapolis (61 Cities, Ziv) ......c..ccccccccccccecseeseeeeeneees 2,212 20.3 
sign that post at the time James J.| 2 State Trooper (89 Cities, MCA-TV) ............cccccccccccecesceseeseeee 3,271 17.6 
Nance announced his resignation| 3 Science Fiction Theater (109 Cities, Ziv) ..........0.6.ccccccccecceee 4,671 17.4} 1 
as Studebaker-Packard president| 4 Highway Patrol (162 Cities, Ziv) ..........cccccccccceccescreseseeees 5,509 17.2| 2 
(AA, July 23, 56). 5 Sheriff of Cochise (118 Cities, NTA-Desilu) .............00000.. 4,313 17.0; 3 
6 Dr. Hudson's Secret Journal (124 Cities, MCA-TV) ......0000000000... 4,226 16.6) 4 
7 © ae GE ae, waists bse cecsic secs cceccgsincsecicn 854 16.4] 5 
8 Rosemary Clooney (101 Cities, MCA-TV) 4,016 15.9| 6 
9 PUR Dehn cc erncstsccncctntrmtersccevectennntees 1,311 15.4) 7 
How To Hold 10 i Ses CH SOG, BUD cicescotccscesetccmieesencninibiatntinn sessions 3,570 15.2) 8 
* Programs appearing in a minimum of 20 markets. 9 
tNumber of homes tuned to the program. 10 
An Open House tAverage ratio of the number of homes viewing the program to the number of tv 
homes in area carrying the show, compositely weighted. 
How can your company get the most s 
value Sean an open house? What are Trendex TV Ratings 
italls to aveld! Fifteen Multi-station Cities 1 
n the April issue of ADVERTIS- 2 
ING REQUIREMENTS an expert on March 1-7, 1957 ; 
open houses takes you the han 
= shows you what to do and what Sask vragen 4 
not to do. 1 | Love Lucy (Procter & Gamble, General Foods, CBS) ...... 5 
The story is typical of the step-by- 2 GE Theater (General Electric, CBS) ouscneccaceseséooseesasesooencooccs 6 
step, highly = informative articles 3 $64,000 Challenge (Revion, Kent cigarets, Se 7 
you'll find in every issue of AR on} 4 Alfred Hitchcock Presents (Bristol-Myers, CBS) ............... - 
every phase of advertising produc-| 5 $64,000 Question (Revlon, CBS) .........ccccccccccscesceeseeerreeees Al 9 
tion, promotion and merchandising.| 6 The Lineup (Procter & Gamble, CBS) .............:sseseesseeseesveenn 29.4| 10 
Worth a trial? You bet! $3 does it| 7 What's My Line (Remington Rand, Jules Montenier, CBS) 29.3 
for a year (12 issues). Just clip this} g You Bet Your Life (DeSoto-Plymouth, NBC) .......-....00-ss..00 s csdiaieietaaiiaidl 28.6 
ad and mail today. Guaranteed to| 9 jackie Gleason (Old Gold, Bulova, CBS) ....cccccsseeeeon . oe 28.2 
please you—or your money back. 10 Red Skelton (Johnson's wax, Pet Milk, CBS) ...............00.... 27.3 
Advertising Requirements *Per cent of total tv homes called found viewing the program. 
The Workbook of Advertising —naerved : 1 
Management Plumb Inc. Sets Drive Evening Post, starting with the| , 
200 E. Illinois St., Chicago 11 Color insertions in Better Homes a wc aie Re ee 3 
: a i mote the new line o and tools 
& Gardens, Life and The Saturday andes ty Pasetie R. Plusd tne. : 
Philadelphia. Cover ads in Popular 6 
Mechanics and Mechanix Illustrat- 7 
ed will also be used. Preceding 8 
the consumer campaign was an 8- 9 
page fold-out ad in Hardware Age, 10 
Hardware Retailer and Hardware 
World. The fold-out ad was de- 
signed so that it may be torn out 
of the publication and used by the 
dealer as a window banner or sign 
for the tool department. J. R.| , 
Mendte Inc., Philadelphia, is the} 4 
agency. 3 
Levy Agency Adds Partners 
Ted Levy Advertising Agency, 6 
Denver, has added two partners | 7 
and its name has been changed. | 8 
The agency is now known as Ted | 9 
Levy, Richard Lane & Co. Jerome | j9 
Epstein, Denver certified public | 
accountant, and Richard Lane, 
Kansas City ad executive, are the | to five minutes. 
moved to new offices at 1637 | 
Marion St. 
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|Peter Pan Foundations 
Makes 5 Exec Changes 


“He wants bis son to be a big media man, too.” 


Peter Pan Foundations, New 
York, has announced five changes 
in its executive setup. Herbert E. 
Mayer, vp, has relegated his du- 
ties as sales manager to two new 
directors in order to devote more 
time to “policy matters.” His pre- 
vious duties will be divided be- 
tween Raymond N. Fox, formerly 
assistant sales manager, who will 
take over as sales director, and 
Gerard A. Schelle, formerly na- 
tional sales manager for Flexees 
Inc., who has joined Peter Pan as 
sales promotion director. 

Mary Saladucha, advertising 
manager for the past two years, 
|has been promoted to advertising 
director. Dick Howard, exec vp, 
| has turned over his controller du- 
ties to Benn Glassner, formerly 
| assistant controller. 


Roland Radio Launches Push 
The “largest advertising cam- 
paign in its history” is being 
launched this spring by the Ro- 
land Radio Corp., Mt. Vernon, N-Y.., 
for the new Bi-Fidelity radio line 


“8 Lg pyrty ny yp ng tt = 'ineluding portables, clock-radios 
a 21,000 edge in City Zone Circula- | and transistor sets. The campaign 
tion . . . a healthy lead in Retail will include consumer and trade 


Display Linage. Get full story from 
Moloney, Regan & Schmitt, Inc. 


publications, direct mail and deal- 
er sales aids. Scheck Advertising 
Agency, Newark, is the agency. 
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Hold that next 


‘Brain-storming’ Session out here ! 
and watch the Customers Go Buy 


Today's marketing picture is changing so fast 
—so much—that if you stage a ““Brain-storm- 
ing” Session out here you're sure to make 
ideas snap, crackle and pop! 

Because out here you'll see the very whites of 
your customers’ eyes . . . as they rivet on the 


big, bright OUTDOOR painted bulletins and 


posters that dominate all traffic channels! 


Worried about in-store displays? Their costs 
and uncertainties?’ OUTDOOR puts you al- 


most at the point of sale itself! Circulation? 


OUTDOOR ADVERTISING INC. 
. WATIONWAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK I7, N.Y.» ATLANTA © BOSTON » CHICAGO * DALLAS * DETROIT * HOUSTON © LOS ANGELES © PHILADELPHIA * ST. LOUIS + SAN FRANCISCO » SEATTLE 
*From Starch Continuing Study of Outdoor Advertising 


Yes. Multi-million circulation at the lowest 


cost of any major medium! 


Now, what about remembrance value? Here’s 
what nation-wide Starch Studies show: 

4 out of 5 people every month remember see- 
ing specific OUTDOOR advertisements.* In 
markets tested, more than 90% of people 
pass current posters, an average of 21 times 
per month. 


Certainly in today’s fast-changing. mobile 
world, OUTDOOR belongs in your plans. If 


you're too busy to “ride a showing” OAI will 
gladly bring the full—but brief—story of 
OUTDOOR’s great power and low cost to 
your office. 


The proved selling power of Outdoor Advertising 
has contributed heavily to America’s prosperity. 


OAI 
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The famous “Tournament of Roses’’ parade 
isn’t the only thing to watch for in Pasadena, 
these days. You'll find a mighty rosy picture 
almost everywhere you look. 

Take population. It’s up 21% since 1946, 
Buying power shows a 90% increase. Retail 
sales—up 55% since World War II. 
Specialized industry is responsible for much 
of Pasadena’s success. Renowned principally 
for the manufacture of scientific electrical 
and optical instruments and for research and 
development in precision plants, this city 
employs many highly skilled and highly paid 
technicians. 

Pasadena is blossoming in other ways, too. 
Sears Roebuck, for example, is putting up a 
new store on 16 acres of land, and J. W. 
Robinson’s 5'2 million dollar building will 
open in 1958. 

If you want your share of the boom in 
Pasadena, PARADE and The Pasadena Inde- 
pendent Star-News will give it to you. Each 
Sunday they call on nearly eight out of every 
ten homes. Each Monday they begin to move 
goods off dealers’ shelves all across town and 
throughout the San Gabriel valley. 

parape ... The Sunday Magazine section of 55 


fine newspapers covering some 2600 markets . 
with more than 15 million readers every week. 


A small part of Pasadena’s ‘Tournament of Roses” 
parade, held annually on New Year's Day. 


How big is 
in Pasadena? 


(Per cent of families reached») 
LOOK..... ..10.2% 
POST. .. 15.9% 
LIFE........21.0% 
PARADE.....79.2% 


Corporate Limits 


The Sunday Picture Magazine Too etd te work at 40° 
——— 


Parade [2=== 


Represented nationally by Ridder, Johns, Inc. 


Advertising Age, April 1, 1957 


Advertising We Can Get ane Without 


Siete. 


GET 4 HOURS SLEEP in 


(10 minutes in this vibrator chair equals 4 bours of sleep!) 
wwF 
wh 


ot ecturet 


VIBRATOR 


Just fig the wwiteh ond this slectrenic. srecision Built 
vibrator gees te werk! fis fully guaranteed agelnet off 


10 MINUTES! 


VIBRATOR 


ELECTRONIC CHAIR 


T“conances rent enenay 


hidden weret ts the 


ELECTRONIC 


= 598 


FULLY GUARANTEED! 


Exhaustive research engineering produced 


this medically confirmed product! 


KENMAR SWING KING electronic —s chair, Turn on the control and it's 
like thousands of tiny, tingling fingers gently stroking, ineeding you from 


HEAD te TOE! . 


. try it—prove it te yourself! FREE TRIAL at Cerner's 27 


If you want the consation of «@ lifetime, just sit or recline in this femous 
stores—one near you. 


CHARGE IT—NO MONEY DOWN—** DAYS TO PAY (small service charge) 


VISIT WEAREST LERNER STORE LISTED ON PAGE 42 


OUTRAGEOUS CLAIM—“Get 4 hours sleep in 10 minutes,” proclaims this 
ad for an “electronic” chair. It follows that for 20 minutes a day one 


can do without any sleep at all? “For your collection,” says Char- 


lotte Montgomery, columnist, Westfield, N. J., who spotted this ad 
in the New York Daily News. Misleading ads in any medium are 


of interest to AA. 


Im graphics inc. 


INDUSTRIAL FILMS 


plevision graphics ine 


TELEVISION COMMERCIALS 


245 W. 55 ST., N.Y.C. / JUDSON 6-1922 
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‘The Washington, D.C. 


newspaper 
that’s best for local 
erocery advertisers 


1s most certainly the best for national grocery advertisers 


Again in February— 


The Star 
led the field 


in daily retail grocery linage with 


53.9% 


of the total against 39% 
for The Post-Times Herald 
and 7.1% for The Daily News 


Nobody in town comes into daily 
contact with mare customers than 
Washington’s retail grocers. They know 
the area and its people. They also know 
which side their bread is buttered on. 
That’s why they give the Star more re- 
tail grocery linage than Washington’s 
two other newspapers combined. This 
is not a new or novel situation. It has 
been going on month after month and 
year after year. It is an established fact 
that the best way to create a bigger appe- 
tite for your products in Washington 
is to make The Washington Star your 
number one newspaper. Your O’Mara 
& Ormsbee man can supply you with 
up-to-date facts and figures that prove 
the point. 


‘Lhe Washington Star 


EVENING AND SUNDAY * WASHINGTON, D. C. 


Represented nationally by: O’Mara and Ormsbee, Inc., 342 Madison Avenue, NYC 17; Chicago — Detroit — Los Angeles — San Francisco 


Special Florida repr tative: The t d Co., 311 Lincoln Road, Miami Beach, Florida 
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Coke Bottler Reports Net Up 
Coca-Cola Bottling Co. of New | 


profit in its 52-year history in 1956 
—$2,648,039, compared with $2,- 


York reports it had the highest net | 340,416 in °95. Sales in 56 were 


WSORS 


$16,300,027, compared with $13,- | 


489,642 in ’55. James T. Murray, 
| board chairman, told stockholders, 
“The family bottle has taken its 
place alongside the standard bottle 
carton, the vending machine and 
the pre-mix machine in making 
the home and at-work markets the 
primary factor in our business, les- 
sening the fluctuation of sales due 
ito weather conditions.” 


GREATER CLEVELAND'S 


NUMBER 1 STATION 
SRS “Redio-Active’ MBS 


what medium 


enables key advertisers 
to get EXTRA 


SELLING POWER 


in summer? 
SEE PAGES 100 & 101 


Revell Plans to Sell Point of Purchase 
Display for Model Planes to Consumers 


Venice, Cat., March 26—What 
General Motors is to the auto busi- 
ness, what Eastman is to the film 
business, a 16-year-old company, 
Revell Inc., is to the model kit 
business. 

What’s more, Revell—whose 
plastic model kits make small fry 
mouths water on two continents— 
is now making model train equip- 
ment, and is the mainspring be- 
hind the “miniature mania” of the 
postwar toy trade. 

It was started in 1941 by 23- 
year-old Lewis H. Glaser on a 
bankroll of $750. Mr. Glaser at 39 
is the sole owner of a company 
whose sales for 1956 were $10,500,- 
000, and whose estimated 1957 vol- 
ume is $15,000,000, with plants in 
Venice, South Plainfield, N.J., and 
in London and Bielefeld, Germany. 


| tising 


DUAL-DUTY—A dis- 
play made of in- 
terlocking 
wrought iron 
rings enables Re- 
vell dealers to 
display a full line 
of aircraft—or it 
can be bought by 
customers to dis 
play their handi- 
craft. The global 
mobile dis- 
play can either 
hang or stand on 
a counter. 


indicates 62% of the nation’s fami- 
lies with growing children have 
one or more members who are 
plastic scale-model hobbyists) it 
also pays attention to adults (35% 
of the fathers in the hobby families 
either assemble models themselves 
or with their children). 

Further, Revell models are used 
by the armed forces, exhibited in 
museums, employed by motion 
picture and tv studios for special 
effect shots, and by advertisers as 
prizes and premiums. 


s Its model consumer campaign 
through Doyle Dane Bernbach wil! 
run in American Modeler, Boys’ 
Life, Life, Mechanix Illustrated, 
Model Aviation and Popular Me- 
chanics, as well as trade adver- 
in Craft Models, Hobby 


While Revell’s principal interest | Happenings, Hobby Industry, Play- 


is in the juvenile market (research 


things and Toys & Novelties. Look | 
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will probably be added to the me- 
dia list. 

Its H-O model train advertising 
is slated for Boys’ Life, Ladies’ 
Home Journal, Look, Mechanix II- 
lustrated, Model Trains and Model 
Railroading, plus tv spots in major 
marketing areas. Revell thinks it 
got nearly 15% of total train sales 
in 1956. It also employs newspaper 
cooperative advertising, and a 
four-color consumer catalog. 

Revell may well have marked a 
new high in invention: It is about 
to start selling a display to con- 
sumers. The display ‘consists of 
interlocking wrought iron rings 
which form a 22” globe, which 
may be either hung from the ceil- 
ing or set up on a counter or table- 
top. 

It enables dealers to display a 
full line of aircraft, and lets cus- 
tomers display their handicraft to 
advantage. It will get September- 
October promotion to the dealers, 
with direct mail (about 800 dealers 
are on the list) and business paper 
ads; then consumers will be hit 
with ten full-page b&w ads, with 
a mail-order appeal for consumer 
buying of the display. 


s There are two general divisions 
of Revell’s display program, both 
under the direction of Ray Keeve, 
who heads the company’s adver- 
tising and sales promotion depart- 
ment. 

One is the individual product 
display—three-dimensional coun- 
ter and window pieces, aimed at 
showing correct technical applica- 
tions of model prototypes. In other 
words, an ice-breaker like the 
Coast Guard’s Eastwind has a sty- 
rofoam setting of the Arctic, while 
the Robert E. Lee is poised against 
the ante-bellum Mississippi. This 
year Revell is going to sell a squir- 
rel, a plastic squirrel with a furry 
coat and tail, and it is posed on a 
chunk of redwood log. 

The second division represents 
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REALISTIC—Styrofoam “icefloe” and die-cut color “icebergs” make an 
appropriate background for this Revell U.S. Coast Guard ice breaker 
model, 


the stock-dispensing permanent 
display fixtures. These range from 
counter-racks to hold paint and 
cement to revolving wire counter- 
merchandisers to wood & pegboard 
permanent displays holding 24 
dozen kits. 

This fixture has gone well in 
department stores, chain drug and 
grocery outlets, and Revell points 
out to dealers that two of these 
units, butted back-to-back, give 
the retailer an island Hobby De- 
partment, capable of displaying the 
full line. 


s The cost of the permanent dis- 
play fixture is $75, and it is pack- 
aged in a deal which brings the 
dealer a 13-carton assortment of 
models, so that the whole setup 


| costs $268.30. Other dispensers are 


cheaper, and the background model 
displays for counters are free 
(Revell, incidentally, assembles 
the display models shipped to 
dealers). 

In the global mobile deal, the 
dealer gets the display free, but it 
comes in promotion packages of 
one dozen 79¢ planes, three dozen 
89¢ planes, and thre: dozen 98¢ 
planes, plus a promotion pack 
(poster, banner, ad ri prints, ad 
mats, publicity packce , and a 
“Bomber B-52” theater poster) and 
25 consumer kit catalogs. This 
costs the dealer $46.80, and Revell 
figures it’s a $60.65 value. 

Revell’s promotion recently won 
a Hobby Industries special award 
for its over-all consumer-dealer 


program, and displays are regard- 
ed as an integral part of its sell- 
ing. . 


Four Appointments Made 
to CBS-TV Sales Posts 


George Klayer, formerly eastern 
\sales manager of CBS Television, 
|New York, has been named sales 
|manager of the network. Sam K. 
|Maxwell Jr., formerly midwestern 
sales manager, succeeds Mr. Klay- 
er as eastern sales manager. 

In other CBS-TV appointments, 
Roland Blair, formerly account ex- 
ecutive in the midwestern sales 
loffice, was named midwestern sales 
manager, succeeding Mr. Maxwell, 
and Robert Hoag, CBS-TV net- 
work sales account executive, suc- 
ceeds the late Thomas D. Connolly 
as manager of program sales. 


Grand Union Sales Rise 

Sales of Grand Union Co., East 
Paterson, N.J., food chain, for the 
fiscal year ended March 2, 1957, 
totaled $374,132,049, highest in the 
history of the 84-year-old com- 
pany, and 32% above sales of 
$283,003,166 in fiscal 1956, accord- 
ing to the preliminary report just 
released by the company. Figures 
on net profits will not be available 
until completion of the final audit 
in late April. 


Top Value Elects Hussey VP 

Top Value Enterprises Inc., Day- 
ton, has elected Fred M. Hussey vp 
and treasurer. Formerly assistant 
treasurer and controller, he joined 
the company when it was formed 
two years ago from Cappel-Mac- 
Donald Co. Top Value recently 
elected William P. Runyan, for- 
merly vp, president, succeeding 
Robert Bare, who resigned (AA, 
March 25). 


Rosensohn Adds Duties 
William P. Rosensohn has been 


appointed vp of the group com- | 


a 


munications division of Tele- 
PrompTer Corp., New York. Mr. 
Rosensohn, who is in charge of 
the company’s closed circuit tele- 
vision activities, was formerly 
with Sheraton Closed Circuit Tel- : 
evision Inc., before it was ac- | ™ 
quired by TelePrompTer. 


Your source for outstanding 
WOODCUT illustration. 

Specimen prints and 

complete information 
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TRUE men make the BIG 
buying decisions 


While the little woman dreams about the canapes the TRUE 
man makes the buy in liquor. 

Never overlook the buying power of the men who read 
TRUE (now 2,500,000 of em... and still growing). Selling 
to men? Then TRUE goes to the top of your list. 
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Diners’ Club Combines 
Magazine and Catalog 


|as a separate publication this year, 


but will combine it with the No- 


The Diners’ Club, New York, wili| vember issue of The Diners’ Club 
not publish its annual gift catalog | Magazine. 


MESSAGE: 


: . . ». USE DOT ENGRAVERS FOR BEAUTIFUL 
’ COLOR: OUTSTANDING BLACK AND WHITE. 
NIGHT OR DAY. DAY AND NIGHT. 


Died Engravers, Ine. 


aI 600 W. VAN BUREN ST. 


CHICAGO 7 
STATE 2-5367 


Samstag Urges More 
Quality, Originality 
in Direct Mail Ads 


New York, March 27—Direct 


mail doesn’t enjoy the prestige of 


|other forms of advertising because 


(1) the medium is slighted by ad- 


| vertising agencies, (2) because the 


advertiser “focuses his thwarted 
sense of thrift” on it and (3) be- 
cause it contains too little original- 
ity. 

That’s the assessment of Nich- 
olas Samstag, promotion director of 
Time. 

“Most agencies,” said Mr. Sam- 
stag in a Direct Mail Day speech, 
“don’t want to be bothered by di- 
rect mail.” He said that the me- 
dium is in “disrepute” compared 
with other forms of advertising, 
“because most direct mail is not 
prepared by professional advertis- 
ing men—and that, consequently, 
the great body of direct mail is of a 
| much, much lower quality than the 
j|mass of advertising in other 
media.” 


s Mr. Samstag said that “the eco- 
nomics of other media are clear 
and logical” to advertisers, but that 
advertisers tend to ruin major 


jmailings by paring the art bill, or 
|refusing to use a heavy enough 
stock—or, “the greatest sin of any, 
| by refusing to pay a decent fee for 
| the conception and writing.” 

Too much direct mail, in Mr. 
Samstag’s opinion, lacks originality 
of format, originality of timing, of 
copy, of art, of attitude, audience 
medium, or of association. 


Direct mail in years to come, he 
said, “will demand a new dimen- 
sion of frankness and simplicity. 
The prospect of tomorrow will 
more and more expect to be ad- 
dressed like the better educated, 
more leisured person he is increas- 
ingly becoming. He will expect his 
advertising to be a presentation of 
information, offered interestingly 
and with some charm, stated with 
a certain candor and _ without 
claiming or implying too much.” e 


Formica Names Alexander 
John P. Alexander has been ap- 
pointed assistant to the advertising 


cinnati, a division of American 
Cyanamid Co. Mr. Alexander, who 
will handle public relations under 
the direction of E. A. More, man- 
ager of advertising and public re- 
lations, formerly was a pr execu- 
tive for the Crosley division, Avco 
Mfg. Corp. 


Gavigan Joins Milium 

Frank Gavigan, formerly adver- 
tising and sales promotion manag- 
er for N. Erlanger, Blumgart & 
Co., has joined the Milium division 
of Deering, Milliken & Co., New 
York, as promotional representa- 
tive in the men’s and boys’ wear 
| field. 


Bear Brand Names Lynch A.M. 

John W. Lynch has been ap- 
pointed manager of advertising and 
sales promotion of Bear Brand 
Hosiery Co., Chicago. He formerly 
was manager of sales promotion of 
Mishawaka Rubber and Woolen 
Mfg. Co., Mishawaka, Wis. 


manager of Formica Corp., Cin- | 


} 
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There's a lot more 

to buying brass than 

just placing an order. 

Every brass buyer 

ought to hear the 

Western "tailor-made" story. 


It's a powerful one. 


= ts only & proms call ew 


INTEREST-CATCHER—“The man from 
Western is only a phone call 
away,” reminds this ad—the first 
of a new series for Western Brass 
Mills division of Olin Mathieson 
Chemical Corp. D’Arcy Advertis- 
ing Co., St. Louis, is the agency. 


Whitehall Names Bonham 


Kenneth A. Bonham, assistant to 
the president of American Home 
Products Corp. for the past four 
years, has been appointed execu- 
tive vp and general manager of 
Whitehall Pharmacal Co., New 
York. He succeeds William F. La- 
porte, recently elected a vp of 
American Home Products, the par- 
ent company. 
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and will employ in the vicinity of 5,000 persons. 


Ground breaking ceremonies were held March 27th at the edge of Akron’s 


City Zone for the first of a series of buildings to be erected by General Motors 
Euclid Division. 


The new project, located on 429 acres of land will cover 3,500,000 square feet 


Four separate buildings are included in the plans now under way. Two huge 


manufacturing plants are on the schedule along with a large warehouse, and 
the division's main offices. 


Akron, the biggest ONE-NEWSPAPER city in the nation, already a ONE 
BILLION ONE HUNDRED AND SIXTY NINE MILLION DOLLAR MAR- 
KET, IS GETTING BIGGER. 


The huge General Motors building program plus the new 85 Million Dollar 


Chrysler Stamping Plant now nearing completion, are two new industrial giants 
who have located in Ohio’s most concentrated area of great industrial names. 


*If you are seeking a new plant site, large or small, check Ohio's Medina, Portage and Summit Counties. 
Write Area Development Committee, 805 First National Tower, Akron 8, Ohio. 


General Motors Euclid Division Building Main 
Plant in AKRON Metropolitan Area.... 


en — 


[IRE 


FIRST OF FOUR BUILDINGS TO BE ERECTED BY GENERAL MOTORS EUCLID DIVISION IN AKRON AREA 


A One Medium Buy 
Where Results Are High 


Only the Akron Beacon Journal can give you domi- 
nating coverage of this fast growing area (96.5% cov- 
erage of Akron’s Metropolitan Area, 85.8% coverage 
of Akron’s Retail Trading Area). The cost is low, only 
40c per line daily or Sunday, ROP color available in 


AKRON BEACON JOURNAL 


Ohio's Most Complete Newspaper 


STORY, BROOKS & FINLEY, Representatives 
JOHN S$. KNIGHT, Publisher 
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We're overwhelmed. We told advertisers they could count on 
4,700,000 women buying Ladies’ Home Journal each month, but 
7,044,302 extra ladies showed up during the year —at the rate of 
three to eight hundred thousand per issue. In case these figures 
stagger your imagination, that’s more women than Macy’s has 
handkerchiefs! 


In advertising lingo, this is called “Bonus Circulation.” And 
what a bonus! Women are responding to the Journal more en- 
thusiastically than ever. Journal advertisers seem to be in the 
same mood. In 1956, they invested a record sum in the Journal 


Women have a world of their own... 
and a magazine of their own... 


— over $26,000,000 — 30 higher than the second women’s maga- 
zine, nearly 50°¢ higher than the third! And in the first quarter 
of 1957, the pace accelerated with an increase of nearly a mil- 
lion dollars over the first three months of 1956. Another record. 


And in March...well, in March, the Journal shattered every 
record in the field. More women bought the March Journal than 
any other single issue of a woman’s magazine ever—over 5,600,000* 
(nearly two million at the newsstand). And advertisers invested 
more money in the March Ladies’ Home Journal than in any 
other single issue of a woman’s magazine ever — over $3,116,000. 


JOURNAL 


A CURTIS PUBLICATION 


. the world’s largest 
women’s magazine 
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Mogul Bases Growth Plan on Basic Premise:| 
Agency’s Task Is to Move Clients’ Wares 


New York. March 26—Emil 
Mogul Co. has a four-year expan- 
sion program in the works. By 
1960, Mr. Mogul predicted in an} 
interview with ApvEeRTISING AGE, 
the agency, which billed $9,975,000 
in 1956, compared with $6,439,000 
in °55, will double its ’56 billings. 

Half of this he expects to come 
from present clients, the remainder 
from new business. The new busi- 
ness, he believes, will come as a 
result of helping present clients 
sell their products at a profit. 

That point is at the core of Mr. 
Mogul’s business philosophy. “The 
primary function of an advertising 
agency,” he has repeatedly insist- 
ed, since he organized his own 
company in 1940, “is to help clients 
sell merchandise at a profit. 

“Our function includes anything 
and everything that can help im- 
prove a client’s business. We meas- 
ure our success not only in terms 
of our own volume, or the adver- 
tisements we produce, or the names 
of our clients—although these are 
important criteria—but primarily 
in terms of the profitable sales 
gains we have helped our clients 
achieve.” 
s Mr. Mogul got into the advertis- 
ing business during the depression 
as a salesman for a radio station. 
After two years of this, he and two 
associates in 1934 opened a small 
agency, specializing in radio ad- 
vertising. 

In 1937, he formed a general ad- 
vertising agency, in partnership 
with Alvin Austin, now executive 
director of the Father’s Day Com- 
mittee. A year later, the agency 
partnership was expanded to in- 
clude Raymond Spector, today 
board chairman of Hazel Bishop 
Inc., cosmetics manufacturer, who 
also has his own agency, Raymond 
Spector Co. (AA, March 4). 

By 1940, Mr. Mogul decided to 
go it alone. He opened his own 
business with a staff of four and 
three clients. Since then he has 
proved himself a daring innovator 
and a foe of traditionalism in ad- 
vertising. He has refused to accept 
the status quo in any area of ad- 
vertising, including the 15% agen- 
cy commission system. He still 
insists, as he has said frequently 
before advertising groups, that the 
15% system is “outmoded, archaic 
and illogical.’”’ He advocates a fee 
basis or a percentage of sales meth- 
od for computing agency income. 


® He also dislikes “addy” ads, that 
win awards but don’t sell mer- 
chandise. “I don’t care a hoot about 
winning the applause of other ad- 
men,” he says. “What we want are 
ads that will attract attention and 
sell the client’s product at the same 
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time.” 
When the Mogul agency moved | 
to its present quarters at 625 Mad- | 
ison Ave. last year, it ran an ad in| 
New York newspapers. In it, Mr. 
Mogul reflected: “How long it 
seems since the shop emerged from 
a one-man cocoon into the real 
group organization that it is to- 
day.” 

He attributes this emergence, he 
told ApverTIsING AGE, to the fact 
that there has been “no turnover of | 
top executives in the past seven 
years,” thanks to profit-sharing 
and other benefits. Unless there is 
an emergency, Mr. Mogul insists 
that nobody in his organization 
shall work on Saturdays or Sun-/} 
days. He wants his staff to be hap- 
py people with happy families. 
“The curse of the agency busi- 
ness,” he says, “is that agency 
people have no home life. 


s “Important as it is, it takes more 
than money to make people happy. 
Creative people need a stimulating 
place to work. Good people are 
restless. They thrive on challenge 
and standards that go up a notch 
every time a new high is reached. 

“Low turnover of accounts is 
also important. We’ve never lost 
an account because of a poor job,” 
he says. “We've parted from a few 
because of incompatibility. How 
important that is—incompatibility! 
You've got to be able to live with 
people if you’re going to work with 
them. 

“Once or twice we've had to 
resign an account because it wasn't 
profitable, but not often.” 

Mr. Mogul believes that half of 
the approximately $9,000,000 in in- 
creased billings that he believes 
his company will have by 1960 will 
come as a result of additional busi- 
ness from present clients. This, he 
believes, is essentially a matter of 
analyzing and developing latent 
market potentials. 

The fact that it entails market 
research, copy testing and other 
details does not daunt him in the 
least. A subsidiary organization— 
Research Analysts—has been set 
up for specialized market research. 


s “But the heart of an agency,” he 
says, “is its creativity. It’s utterly 
fantastic how an idea can germi- 
nate and create other ideas in 
men’s minds. If creative stuff is the 
heart, marketing and merchandis- 
ing are the lungs that really make 
a campaign breathe. 

“Interesting metaphor—the 
heart can’t function without air, 
and the lungs can’t function with- 
out blood. Where does that leave 
research? It’s not the brains, but 
close to it. More like the eyes, per- 
haps...” 

Mr. Mogul can’t decide whether 
thinking out loud is a strength or 


\a failing. Perhaps it’s a little of 


both. Here are a few samples: 


e On Agency Purpose: “Really 
successful advertising in today’s 
economy calls for constant ’round- 
the-clock application to the whole, 
vast complicated job of moving 
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Tobias Mahler Mogul 
MAPPING PLANS—Top echelon of Emil Mogul Co. in- 
cludes Seth D. Tobias, vp, chairman of plans board 
and creative director for print media; Myron Mahler, 


Lockman 

vp and creative director for air media; Emil Mogul, 
board chairman and president, and Richard Lock- 
man, director of the drug and toiletry division. 


DATE 
APRIL 17 


SUMMERTIME IS 
EXTRA LISTENING TIME 


* 44% take radio to 
beach, park or 
picnic ground 


* 72% have radios 


THE VISUAL ABOVE is one of a series comprising “Spot Radio 
—1957’’; a concise 20-minute slide presentation marshaling basic 
media facts around which outstandingly successful sales-strategy 
has been planned. This study has already aroused the enthusiasm 
of key marketing men in America’s advertising centers. If the 
executives who shepe your advertising plans have not yet seen it, 
ask your Blair man to arrange for a showing soon. 


Photos by Ewing Galloway 
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merchandise. Having a better;sharing policy, we have virtually, ating media and determining | the most rewarding. Ch mstr 

mouse trap is no longer enough.| no turnover of key personnel. The | which does the —— job most | “Often you can’t buy what you e and Maps 
Telling people about it is not) result is ‘service in depth,’ with a effectively—whic produces the| know is needed. So it has to be azin Push 
enough. |first team that our elients know| greatest sales increase at the low- | created. And that is an art. It is Mag e 


“The really productive advertis- | and can count on, with each one | est cost. : |the art not only of creating radio Acrilan Jerse 
ing agency must concern itself with | of us on the team solidly grounded “Our media test methods vary |and tv programs, but of creating for c Je Y 
many problems that have little or | in each client’s business.” _ ac ; . 
nothing to do with advertising, per \e On What Moves Merck lise: the findings vary. In one case, we | ules, the price—in short, the pack-| strand Corp. will expand its ad- 


: se. It must be actively involved in | 
_— everything that influences a cli- 
) ent’s sales. Basically, an advertis- 
} ing agency today is in the business } 
of selling merchandise.” e On Copy: “Nothing 


' gratifying than creating an ad that| use coupon testing methods. 

other advertising men admire—ex- “What is important is not the 
|cept creating an ad that brings| method itself, but our conviction 
customers in for a client’s product.| that some method to minimize | 
That’s the kind of copy we really|theory and guesswork can and| 
enjoy writing—sincere, compelling | must be found if the advertiser’s 
copy that springs from real respect | budget is to be translated into gospel.” 
for the product and a real desire | maximal sales.” : 
to sell it. Somehow the enthusiasm 


e On Account Executives: “We 

don’t believe in the traditional ac- 
( count executive system. No one 
man, no matter how competent, 
/ should be expected to guide the 
i destiny of any account single- 

handedly. Instead, we believe that 
\ all key personnel must work ac- | 
tively on all accounts in order to | chines through.” 
give them the kind of complete | 


J 
“Ideas are what move men and 
merchandise. There is no substi- 
| tute for a compelling idea.” 


is more|interviews annually. In others we | 


business-building service that a|@ On Media Comparisons: “Some | time buying as creative as any oth-| York, book publisher, has pub- | try, the company reports. 


client should receive. _authorities say that comparing one | er within the agency’s domain. It | lished “The First 150 Years,” a his-| 1 4 third section of the cam- 

“Because of a challenging and|™medium with another is like com-|is not a lifeless, mechanical pro- | tory of the company. The 242-page a ee ee a a 
happy atmosphere, in addition to a| paring apples and oranges. cedure to be practiced by rote. On | hard cover book reviews the stream ‘ail ii a : "—- pall par 
liberal pension plan, a progressive| “We disagree. For almost every | the contrary, we find it one of the of Wiley titles published over the | fae i > Payer" (CBS-TV) 
group insurance plan and a gen- | one of our clients we have devel-| most stimulating, imaginative | years and the evolution of the com- pe 4 4, ay- A ae prt 
erous stock purchase and profit-'! oped individual meihods of evalu-| phases of our business, and one of ' pany. Price is $7.50. onsiderabie promowo 


from account to account just as| the time, the programs, the sched-| New York, March 26—Chem- 


have developed techniques for|age that is needed to accomplish | vertising program for 100% Acri- 
tracing every single sale to its| the purpose.” jlan jersey this fall. 
original source. In another, we), On Research: “We use every| Merchandise made of 100% 
make as many as 40,000 consumer | + nown tool of research, but we | Acrilan jersey by leading brand 
‘avoid faddism in research as we | houses will be featured in color 
| do in copy. We believe that sci-|Page ads in Charm, Esquire, 
| entific investigation can be a prime | Glamour, Harper’s Bazaar, Made- 
source of inspiration, but we never | ™0iselle, New York Times Mag- 
substitute for it. We look to re-|@2ine, Seventeen, Sports Illus- 
|search for information, not for |*Tated and Vogue. — 
confirmation; for guidance, not for| 1m addition, a special campaign 
e | will run simultaneously in Good 
Housekeeping, Life, New York 
e On Radio and Television Buy-| Book Publisher's History Told Times Magazine and Seventeen 
ing: “We consider radio and tv| John Wiley & Sons Inc., New| ‘© tell the over-all Acrilan jersey 


terial for manufacturers and point 
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It’s wise to make summer plans early. Espe- 
cially if you’re an advertiser. 

In summer, many media decline in effective- 
ness. Yet Spot Radio gains strength. 

Wherever they ARE Americans want radio. 
In the past ten years, they have proved that 
point by purchasing 139,174,000 radio sets. 

Wherever they GO Americans want radio. 
Proof: Out of those millions of sets, 66,959,000 
are mobile radios—either auto-sets or portable 
sets. Result: Today most families have one or 
more radios that go wherever the family goes. 

Summer plans depend on weather. And 
Spot Radio (another name for Local Radio) 
keeps listeners weather-wise. 

Summer plans include travel. Road condi- 
tions must be checked. Spot Radio provides 
accurate information on roads and traffic. 

This vital on-the-spot service is the exclusive 


B LAI 4 OFFICES: NEW YORK + CHICAGO « BOSTON 6 DETROIT . ST. LOUIS 


£ COMPANY 


Minneapolis-St. Paul... WOGY 


WLS Providence. ........... WPRO 

DO sicessccavsenre KING 

Wes. . SEDs pccvecevensecs KTRH 

CER cd cvisccess wcPro 

Kemees Cyc ccccccccces WHB 

ROOM, cccvcsesesoves WQAM 

KXOK New Orleans.......... WDSU 

--WWODC ss Portland, Ore........... KGW 

Baltimore. ..........4. oo | eee eee WKLO 


| Dalles-Ft, Worth.....KLIF-KFJZ —indianopolis............ WIBC 


BEXTRA colling-power in gutter z:2=:2. 


' ; . ° " Pp 
program-services that increase summer listening adem yey tp 


ATLANTA . DALLAS 


Exclusive National Representatives for 


of sale displays for retailers also 
are planned. 
Doyle Dane Bernbach Inc. is 
the Chemstrand agency. * 


representative, Midwest Farm Pa- 
per Unit, have issued new rate 
cards, effective July 1, 1957, which 
increase advertising rates. The 
Farmer, St. Paul, will increase its 


Nebraska Farmer, Lincoln, will go 
from $1,058.40 to $1,134. The 


$2,475.20. Page rate for Wallaces’ 
Farmer & Iowa Homestead, Des 
Moines, goes from $1,842.40 to 


province of Spot Radio. No other medium can $1,960, and Wisconsin Agriculturist 
: ° > ‘ & Farmer, Racine, is increasing its 
match its up-to-the-minute timeliness. b&w page from $1,372 to $1,450.40. 


i i ; Radi Combination rates for the five 
~ bay agit — e which Spot a — publications offered by Midwest 
America is no accident. In the years when Farm Paper Unit, Chicago, will be 


television changed listening habits, certain > hand alien Sa oe tA ar dh 
major-market stations were studying listener- 
service minutely. Out of these studies came 
local-interest programming—the solid founda- 
tion of radio’s strength and vitality today. 
Over forty stations in these major markets 
are represented by John Blair & Company— 
by far the strongest group of stations and 
markets served by one representative firm. 
So, in planning your media strategy for the 
months ahead, the man to see is your John 
Blair man. In many of your most important 
markets, his station can best help you take 
full advantage of Spot Radio’s sales effective- 
ness in summer-time—or any time. 


+ LOS ANGELES «. SAN FRANCISCO . SEATTLE 


NO COMPETITION 


No other competitive ads 


Birmingham............ WAPI Wheeling........ «eee WWVA ane Ban eae yours. Your 
commercial message is 
ee WBNS Nashville...... Teer one of only four. USE... 


Son Antonio. ............ KTSA _Binghamton........... WNBF THEATRE SCREEN 
Ce WFLA WED cccconccccesssace KFRE ADVERTISING 


PRs seo cbictcdin i me Serr rr | MPA 


Pi cctenadsnceneun KOY Savannah - ~..WSAV 1032 Carondelet Street 
a WOW _ Wichita Falls- New Orleans, La. 
Jacksonville.......... . «WIJAX Amarillo.......KWEFT-KLYN 


Knoxville. ........+++.WNOX Pemardltcecesesscocsncelem 
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On Intl Scene. . . 
Bacon Sales Are 
Leveled Off by 
Council's Drive 


LonvDOoN, March 26—The Bacon 
Information Council, representing 


bacon producers in Britain, Ire-| 


land, Denmark, Holland and Po- 
land, has renewed, for a second 
year, a national campaign to pro- 
mote bacon in Britain. 

The campaign, inaugurated in 
1956, has met with marked success, 
according to Erwin, Wasey & Co. 
Ltd., the agency for BIC. 

The most significant result, re- 
ports the agency, is a leveling out 
of price fluctuations. Previously, 
bacon prices fluctuated wildly be- 
cause of an uneven demand. 

As an example, the agency cited 
the case of one grade of Danish 


|bacon. In 1955, the price of this 
|bacon reached a high 19.6% above 
the all-year average and a low of 
19.2% below the average. The total 
“swing” from all-year high to all- 
year low was thus 38.8%. 


= In 1956, first year of the cam- 
paign, the swing was from 5% 
above to approximately 6% below 
the all-year average price—a total 
swing of about 11%. 

The plan now is to build on this 
basis by stimulating a general in- 
crease in bacon consumption. 

The campaign did not face the 
problem of establishing a brand 
name or preference, since BIC 
members supply virtually all the 
bacon consumed in Britain. Nor 
were there any distribution prob- 
lems, since 160,000 grocery stores 
|stock bacon and serve a popula- 
tion of 51,000,000. 

Erwin, Wasey and the BIC 
agreed that the main problem was 
a general lack of knowledge of 
|the uses to which bacon could be 
| put. The solution lay in demon- 
|strating as many ways of using 


“Se 


20 NEW IDEAS FOR BAY 


tm fee. se 


JN ANDO HAM 


A ee ocsoamce, 


---enjoy Bacon today ...and every day =ssss== 
BACON STRETCHER—Full-color spread in the weekly, Woman, featured 
20 different ways to use bacon and ham. Bacon Information Council 
placed the ad through Erwin, Wasey & Co. Ltd. 


bacon as possible. local newspapers, magazines, tele- 
vision and movies. 

# The campaign developed along} 2. Public relations, including 
four main lines: promotional weeks in _ selected 


1. Advertising in national and|towns, store promotions, lectures 


on 
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CANADA 
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Canada’s Largest Shopping Centre, Hamilton, Ontario 
covers 71 acres, houses 800,000 square feet of building, 70 stores. 
Daily parking for 25,000 cars. 


NOW CANADA’S 5th LARGEST CITY* 


The latest Dominion Bureau of Statistics release shows Hamilton is 
now Canada’s Sth largest city and Ontario’s fastest growing major city. 
Latest Sales Management figures show Metropolitan Hamiltonians 


Plans for the future at the 
Shopping Centre include the 
construction of three 

modern office buildings. 


have a per family income of $6, 


590—a full $2,000 above the Canadian average! 


Rapid expansion of industries is the main reason for Hamilton’s 

increasing wealth. Hamilton boasts the first and fourth largest 

steel producers in Canada plus hundreds of other major industrial concerns 
_ all of which contribute to a gross value of production 

that is now close to one billion dollars a year. 


*Dominion Bureau of Statistics, 1956 


The Spectator is 

the only newspaper with 
saturation coverage of 
Canada’s Sth largest city. 


The Hamilton Spectator 


One of the Eight Southam Newspapers in Canada 


TORONTO MONTREAL GREAT BRITAIN UNITED STATES 
The Southam Newspapers The Southam Newspapers 34-40 Ludgate Hill Cresmer & Woodward Inc. 
388 Yonge St 1070 Bleury St. London, E.C. 4 (Can. Div.) 
K. L. Bower, Manager J.C, McCague, Manager England New York, Detroi P-4986F 


Los Angeles, Atian 


Advertising Age, April 1, 1957 


and demonstrations, participation 
in fairs, barbecues, etc., and ex- 
ploitation of a “Bacon Barbecue” 
song which was recorded commer- 
cially. 

3. Press relations, which cov- 
ered the supply of news and fea- 
ture material to newspapers, mag~- 
azines, house magazines, catering 
and food trade publications, radio 
and tv and other outlets. 

4. Catering promotion, which 
covered preparation and distribu- 
tion of costing and cutting charts, 
creation of new bacon recipes, and 
supply of a bacon information 
service to hotels, restaurants, ship- 
ping lines and other big users. 


® On the press relations side, the 
agency recorded over 250,000 
square inches of editorial publicity 
for bacon. One of the successes 
in this field was an eight-page 
tear out supplement on bacon in 
the mass circulation (2,530,000) 
Woman’s Own. 

On the advertising side, the 
agency ran the first full-color 
spread devoted to one food ever to 
appear in Britain’s other leading 
women’s magazine, Woman (3,- 
427,000). 


Commercial TV 
Pays Off in England, 
Companies Report 


Lonpvon, March 26—ABC Tele- 
vision Ltd., a division of the As- 
sociated British Picture Corp., took 
full-page ads in national daily 
newspapers and selected maga- 
zines here to report on what it 
called “The Success of Year One.” 

The ad stated: 

“The success story of ABC is 
that exactly one year after the 
opening there is an audience of 
nearly 1,500,000 homes (in North- 
ern England) for ABC Television, 
nearly 600 products have been ad- 
vertised, and an income obtained 
which matches the outgoings.” 


® The financial angle was looked 
on here as particularly encourag- 
ing. Earlier this year, Associated 
Rediffusion TV Ltd., weekday pro- 
gram contractor in the London 
area, reported it had also turned 
the financial corner. And at about 
the same time that ABC reported 
that income was matching ex- 
penses, Associated TeleVision Ltd., 
weekday program contractor for 


AUTOMOTIVE 
WORLD 


> YEARS 


of Service to 
Exporters Promoting 
American Products 
in World Markets 


With the April 1957 issue 
Automotive World cele- 
brates its 5th anniversary. 


31% Increase 
The largest advertising 
volume in its history... 
31% increase over the big- 
gest issue in 1956. 


89 pages of advertising 


Editions in English and 
Spanish 40,000 monthly 
circulation worldwide. 


AMERICAN EXPORTER 
PUBLICATIONS 
NEW YORK, N. Y. 
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Focus the attention of important people 
around the world on your product. Present 
it at its best to the people who matter most 
in the pages of LIFE INTERNATIONAL and 
LIFE EN ESPANOL. 


LIFE’s International Editions, magazines 
distinguished in content and format, are 
unique in their ability to give your product 
a “‘better look’”’ the world over. The power- 
ful visual impact of their large page size and 
superb reproduction focuses attention on 
your selling story. 


LIFE INTERNATIONAL, published in Eng- 
lish around the world, and LIFE EN ESPANOL, 
printed in Spanish for Latin America, de- 
liver a combined net paid circulation of 
more than 610,000 every fortnight. With 


an average of 7 to 8 readers per copy, 
these magazines not only present your prod- 
uct and your company at their best, but 
they reach an estimated combined audience 
of 4,700,000 of your best overseas prospects 
—key people in business, government and 
the professions. 


It is easy to understand why outstanding 
companies the world over each year place 
more advertising linage in each of these 
magazines than in any other United States 
overseas edition. 


They recognize that important people 
everywhere respond to what they see in 
LIFE’s International Editions—as you'll dis- 
cover, too, when your advertising messages 
appear on their pages. 
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M* than 90% of all Post subscribers and 
newsstand buyers are in business, profes- 
sions, government. 

In business, nearly 8 out of every 10 are man- 
agement men with enormous buying influence 
in all types of business and industry across the 
nation. Their average annual income is more 
than three times the national average for Cana- 
dians.* 

reach Canada’s biggest buyers 

To sell more across Canada, 


The Financial Post 


481 University Avenue, Toronto 2 

1242 Peel Street, Montreal 2 

West Cocst Representatives in the U.S.A. 

Duncan A. Scott & Co., Son Francisco & Los Angeles 

*Source: ‘Canada’s influence group,"’ a study of Post subscriber 
characteristics by Gruneau Research. Available on request. 


In Canada 
your best prospects read 
The Financial Post 


Canada s foremost 
business newspaper 


On the International Scene... 


Advertising Age, April 1, 1957 


the Midlands and weekend con- 
tractor for London, reported it 
was fast recovering initial losses. 

ATV deputy chairman Norman 
Collins added: 

“Commercial television in this 
country as a whole is now a com- 
pletely financially solvent affair. 
It is at this moment breaking 
even.” 

He added that this compared 
favorably with the U.S. where, he 
said, losses on commercial ty had 
run into the second and third 
years. ° 


New Agency Opens in Iceland 

Olafur Hallgrimsson, an inter- 
national advertising agency, has 
been formed in Iceland and an- 
nounces that it is prepared to 
handle advertising there for for- 
eign companies. Further informa- 


tion is available from the agency 
at Laekjargata 2, Reykjavik. Ice- 
land has a population of 155,000. 


Richard Leitner, Production & Dist. Mgr. of Abbott Laboratories, Oak Ridge, Tennessee, says: 


“In a few brief hours —this atomic drug will be useless!” 


“In a hospital 700 miles from Abbott Laboratories’ Oak 
Ridge plant, radioisotope experts have scheduled use of a 
radioactive drug . . . a drug whose radioactivity lasts only 
a limited time. A drug prepared by electronic bombardment 
in the huge atomic pile at Oak Ridge near Knoxville, Tenn. 


other service can match it. 


“If this radioisotope doesn't arrive on time, it will be use- 
less for this patient. We've relied on Air Express for literally 


tens of thousands such shipments! service.” 


“Our radioisotope business exists because of Air Express. 
With its swift, regular flights on all scheduled airlines, its 
radio-controlled trucks, its national teletype network — no 


“Yet we save money by specifying Air Express. For in- 
stance, a 23-pound shipment from Knoxville to Chicago 
costs $5.36, That's $1.39 less than any other complete air 


—»— 


___& Air Express 


30 YEARS OF GETTING THERE FIRST via | .S. Scheduled Airlines 


CALL AIR EXPRESS . 


.. division of RAILWAY EXPRESS AGENCY 


Indian ABC 
Reports Eight 
Years of Progress 


Bomsay, March 26—India’s Au- 
dit Bureau of Circulations was 
eight years old last month. 

In this brief period, it has 
brought some semblance of order 
into an otherwise nearly chaotic 
field. Media buyers now have some 
yardsticks to go by, instead of re- 
lying on the usually padded figures 
supplied to them. 

The present membership is 243, 
compared with 221 last year, with 
five more publishers awaiting con- 
firmation. 


s Addressing the annual ABC 
meeting, Miss Soona Batlivala, 
chairman of the bureau, expressed 
her satisfaction with the steady in- 
crease in membership, particularly 
of the small publications. Miss 
Batlivala is advertising manager of 
Tata Oil Mills, a subsidiary of In- 
dia’s biggest industrial complex, 
Tata Sons Ltd. She is one of the 
few advertising women in this 
country. 

However, Miss Batlivala did la- 
ment that only 33 out of more than 
100 bluechip advertisers and 21 of 
the 106 advertising agencies in the 
country were ABC members. She 
made a special appeal to these two 
categories to increase their num- 
bers and pointed out that the bu- 
reau was considering plans for new 
activities. 

One of the new ventures contem- 
plated by the Indian ABC is accel- 
eration of the re-check procedure. 
The bureau hopes to complete the 
re-check cycle of all publications 
in three years, compared with the 
five originally specified. This 
would entail an average annual 
expenditure of $8,000. 


® According to ABC’s annual re- 
port, the total circulation audited 
for the July-December, 1956, pe- 
riod was 4,437,224, an increase of 
nearly 10% over the correspond- 
ing period of 1955. 

The moving spirit behind ABC 
here is Edward J. Fielden, manag- 
ing director of J. Walter Thompson 
Co., an Englishman who has spent 
more than a quarter of a century 
in Indian advertising and who has 
done much to establish ethical 
standards. . 


| Type and Space Calculator 
| Published in England 

A type matter and space cal- 
culator printed as a six-page folder 
has been published as an aid to 
printers, estimators, authors and 
layout artists. Employing the range 
of type fonts from 5 point to 
12 point, the calculator shows the 
percentage of all cases of (1) the 
additional space required when 
matter is resent in a larger font, 
(2) the amount of space saved 
when matter is reset in a smaller 
| font, (3) the additional matter that 
can be accommodated when reset 
in a smaller font, and (4) the 
amount of original matter that can 
be accommodated when reset in a 
larger font. 

Price is two shillings, eight pence 
(approximately 40¢) by post. Pub- 
lisher is Henry B. Dean, 72 Faver- 
sham Ave., Bush Hill Park, En- 
field, Middlesex, England. 


Schroder to Assist Bell 

Gerald W. Schroder, formerly 
McGraw-Hill news bureau chief 
in Bonn, Germany, has returned 
to New York to become assistant 
to Elliott Bell, editor and publish- 
er of Business Week. 
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iw CANADA... [hing OW dif forsnc 


%& Over a quarter of all the advertising money 
spent in the eleven leading magazines in Can- 
ada is spent in one publication — Weekend 
Magazine. 


Advertisers invest 65% more dollars in Week- 
end Magazine than in any other magazine in 
Canada. 


67°%> of all advertising in Weekend Magazine 
is in color. ° 


Weekend 


MAGAZINE 


CIRCULATION OVER 1,450,000 


The biggest ingle aeling foree iw CANADA 


REPRESENTED BY O'MARA & ORMSBEE — NEW YORK—DETROIT — CHICAGO — LOS ANGELES — SAN FRANCISCO 
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Agricultura 
Buutowteom REACHES THE RICHEST 


FARMERS IN THE WORLD | woo 


Here is an exam- 
ple of two ads 


The important ranchers and planters of Latin America pe ” — 

nguages, ng- 

Hundreds of manufacturers—who at one time confined their promotion to U. S. farmers lish and Chinese, 
—are making big sales in the booming farm markets of Mexico, Central and South but essentially 


America. They rely on Agricultura, because it delivers the leading audited on-the-farm 
U. S. products . . . demonstrates the latest and best in farming 


circulation . . . stresses 
methods. 


the same other- 
wise. Ads also 
appeared in Ta- 


WRITE MAR mil and Malay. 
~ — AND MEDIA i ee Papineau Studios 
Agricultura de las Americas prepared the ads. 


> 
IPA “The Magazine of Modern Farming for Latin America” 
1014 WYANDOTTE ST., KANSAS CITY 5, MO. 


‘te Agee FONEPH TRATERS & HOmE LTD 
Lower Prnee 


Advertising Age, April 1, 1957 
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Advertising in Singapore Has to Be 7 
in Four Languages to Reach Everyone 


“ 
a 
4 


You meet the most interested people ...in TIME Canadian 


Find a man who wants to know more than most 
people about the news and newsmakers—and 
you usually have a man who wants to know more 
than most people about products and services 
for his business and his family. 


In Canada, more than 173,000 men like this 
turn to TIME Canadian for both kinds of news. 


And since men who collect information also 
have a way of acquiring position and prestige, 
TIME’s readers in Canada are the doers and 


thinkers and managers of just about every field. 

Their say-so lies behind major buying decisions 
in business, government and the professions. And 
at home, their higher incomes buy far more than 
the average share of prized family possessions. 

They're more interested prospects, more afflu- 
ent customers, more influential people. And all 
it takes to reach them all is Time Canadian. 


By James O. Dunaway 


(Mr. Dunaway is a copywriter 
for Leo Burnett Co., Chicago. He is 
presently on a year’s leave of ab- 
sence and is touring the world.) 

Srncapore, March 26—If you 
can read English, Chinese, Tamil 
and Malay, there may be an in- 
teresting advertising job waiting 
for you as a proofreader in Sing- 
apore. Here, agencies must pre- 
pare copy in all four languages to 
reach the city’s multiracial and 
multilingual market of 1,200,000 
people. 

This prosperous printer’s para- 
dise supports ten major daily 
newspapers, plus scores of smaller 
dailies and weeklies catering to 
special religious, linguistic and 
political viewpoints. Of the larger 
newspapers, three each serve the 
English-speaking, Chinese and 
Malay groups, and the tenth is 
published in Tamil, a Madras di- 
alect of Hindi. 

In addition, although commercial 
broadcasting is not permitted, two 
“networks” of Rediffusion Ltd. of- 
fer air time for commercial spon- 
sorship from 7 a.m. to 11 p.m. daily 
in English, Malay and several 
Chinese dialects. 


® Rediffusion transmits programs 
via direct wire to homes on a 
rental basis. 37,100 subscribers pay 
a monthly rental fee of five Straits 
Dollars (about $1.70 U.S.), which 
includes installation and mainte- 
nance of a wired speaker and se- 
lector switch. Rediffusion’s surveys 
claim an audience of 10.2 listeners 
per installation, for a total audience 
of about 380,000. 

Living up to its reputation as 
the trading hub of the Far East, 
Singapore has sales offices or agen- 
cies for hundreds of companies en- 
gaged in international trade. For 
example, Papineau Studios, Sing- 
apore’s second largest advertising 
agency, handles Singapore and 
Malay Federation advertising for 
the following brands, among oth- 
ers: Air India, American Express, 
Carrier, Heinz, Richard Hudnut, 
Kleenex, Kotex, Lipton, Maiden- 
form, Nestle, Quaker Oats, Ster- 
ling Drug, and a string of automo- 
tive accounts which include Rover, 
Volkswagen, Studebaker, Jaguar, 
Mercedes, Simca, Willys, Fiat and 
the local Ford distributor. 


® A Singapore agency has four 
kinds of clients. First, purely local 
companies which do all their bus- 
iness in Singapore or Malaya. Sec- 
ond, local offices of international 
companies, such as Standard Vac- 
uum Oil Co. Third, local selling 
agents of overseas firms. Fourth, 
clients obtained through associa- 
tion with an American or British 
advertising agency. Many of the 
Papineau agency’s clients, for in- 
stance, have come to the agency 
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What's that flashing toward you through the 
eery night—four acrobatic motorcyclists driving 
in perfect harmony side by side? 


No. Just the latest innovation of the “men-of- 
tomorrow” designers of the automotive industry— 
dual headlamps. 


And if the sight of dual headlamps mystified 
you when you first saw them, think of the auto- 
motive service manager who suddenly was faced 
with a slight case of astigmatism. 


The sudden public acceptance of dual lamps— 
which are extremely tricky to aim properly— 
caused a lapse in the usually prompt recommenda- 
tions of service groups. 


It wasn’t just a question of customer satisfac- 
tion—but his very safety as well. However, be- 
cause the service manager is a regular reader of 
AUTOMOTIVE NEWS this particular servicing 
problem was readily solved. 


For, as long ago as December 17, 1956, 
AUTOMOTIVE NEWS, in its service section 
carried a complete, and authoritative article which 
spelled out in detail exactly how to aim dual 
headlamps properly. This is another example of 
how AUTOMOTIVE NEWS, because of its time- 


liness, can help solve its readers problems as 
they occur. 


To bring this news every week—while it still 
is news—to 44,000 paid subscribers*—takes 14 
experienced full-time editors and 106 on-the-spot 
correspondents constantly in touch with manu- 
facturers, dealers, field representatives and serv- 
ice men. 


Little wonder then that through its 32 years 
of publishing, AUTOMOTIVE NEWS has come 
to be regarded by these men as their Newspaper 
of the Industry. Discover yourself the difference 
in interest your own sales story generates among 
automotive men when you place it with their 
must treading publications. 


slight case of astigmatism 


Why not get the complete story on how 
AUTOMOTIVE NEWS has boosted the sale of 
other auto products—and perhaps may do the 
same for yours — simply ask your nearest 
AUTOMOTIVE NEWS representative to call, 
at your convenience. 


*86% of whom annually rencw their subscriptions at 
the regular $8 rate. They are offered no premiums, cut 
rates, or special inducements. 


* * * 


NEW YORK: Edward Kruspak, Ray Billingham, Howard 
E. Bradley, Murray Hill 7-6871. 


CHICAGO: J. Goldstein, William H. Gallagher, State 
2-6273. 

DETROIT: R. L. Webber, William R. Maas, Roy Holihan, 
Woodward 3-0495. 

LOS ANGELES: R. H. Deibler, Dunkirk 3-0303. 


Keeps you in FRONT of the fast moving automotive industry. 


The News 


paper of the Industry * 
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Automating News 
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On the International Scene... 


through National Export Adver- | 
| Assn. 


tising Service, New York. 


and are banded together in the 
of Accredited Advertising 


Singapore agencies receive the | Agents of Malaya. The association, 
usual 15% commission from media,|in cooperation with local media, 


MS; That hr Again 
the 24th annual 


National Premium 
Buyers Exposition 


... the hub of the premium industry 


under auspices of the 
Premium Advertising Association of America, Inc. 


APRIL 8-9-10-11, 1957 
CHICAGO 
NAVY PIER 


WANT FACTS on how to use the 
profitable premium way to build 
your sales? You'll find the an- 
swers when you attend NPBE. 


Company executives, premi- 
um users, buyers save time 
by writing in advance on 
their company letterhead for 
Admittance Credentials and 
registration forms to this 
exclusive trade exposition. 


A. B. COFFMAN ASSOCIATES 
111 West Jackson Bivd., Chicago 4, lll. 


| has established minimum financial 
land ethical standards for accredi- 


tation. 


s In addition to newspaper, Redif- 
fusion and local guidebook adver- 
tising, Singapore agencies prepare 
a large volume of display, poster 
and packaging materials for use 
in Ceylon, India, Burma, Thailand 
and Indo-China, thanks to the 
city’s excellent facilities for high- 
quality color engraving and print- 
ing. 


15 Offer to Buy WDRC 

More than 15 offers have been 
received for the purchase of 
WDRC, Hartford, the CBS-Radio 
basic outlet for Connecticut, when 
it goes on the block, according to 
Walter B. Haase, general manag- 
er. According to an agreement be- 
fore the Federal Communications 
Commission, the station is to be 
sold within two years after the 
final release of tv Channel 3 to 
Travelers Broadcasting Service 
Corp. The station owner, Connec- 


| ticut Broadcasting Co., made the 


agreement at the time it withdrew 
its own application for a tv chan- 
nel in favor of Travelers. 


‘TV Guide’ Gets New Outlets 

National Tea Co. and Colonial 
Stores have started sales of TV 
Guide at checkout counters of ad- 
ditional markets in the South and 
Midwest. The magazine will be 
sold in 187 National stores in the 
Midwest and in 115 Colonial stores 
in the South. 


call one number 
and all 3 answer... 


Paithor nen, 


all three services.. 


. to coordinate 


your jobs and save you time and money. 


... phone Whitehall 4-2300 


ith 


N. Dearborn St, Chicago 10, Ill. 


0 [ 1 CORPORATION 


TYPOGRAPHY 
ENGRAVING 
PRINTING 


Ampol Finds TV 
Down Under Pays 
Via Sportscasts 


SypNgy, March 26—Ampol Pe- 
troleum Ltd., one of Australia’s 
leading oil companies, is setting a 
hot pace here in the six-month-old 
medium of commercial television. 
A sports-minded company, Am- 
pol has taken a leaf out of Gil- 
lette’s book in sponsoring top 
sporting events. 

The long arm of coincidence has 
helped. The debut of television 
last fall coincided neatly with the 
holding of the 1956 Olympic 
Games in Melbourne. 

Ampol and its agency, N. V. 
Nixon & Co., were alert to this 
opportunity. The oil company 
sponsored coverage of the games 
over GTV, Melbourne, and TCN, 
Sydney, overcoming some formi- 
dable obstacles in the process. 


® At the time, the Melbourne sta- 
tion was on the air only for testing 
purposes. As a result, there could 
be no formal contract for “time.” 
Instead, Ampol agreed to assume 
the costs of the test transmissions 
by which the events were covered. 
In Sydney, 600 miles away, 
TCN was officially on the air but 
was not linked with any Mel- 
bourne station. Ampol therefore 
had to fly daily shipments of un- 
processed film to Sydney. On most 
of the 15 days, TCN had a film on 
its evening program of events that 
had taken place on the same day. 


® Since television had just begun, 
very few sets had been sold. Rec- 
ognizing this limitation, Ampol 
equipped its service stations in 
the Melbourne and Sydney areas 
with tv receivers and invited the 
public to visit these stations to see 
the games. 

According to the Nixon agency, 
the television audience in Sydney 
reached peaks of 150,000. (Today 
there are an estimated 35,000 tele- 
vision homes in Australia.) 

Ampol followed up its Olympic 
Games coverage by sponsoring the 
Davis Cup play two and one-half 
weeks later over the same two 
stations. 


® The problem here was a little 
different. The tennis games were 
held in Adelaide, 600 miles west 
of Melbourne and 900 miles south- 
west of Sydney. The Ampol-Nix- 
on team had to get films of the 
games on separate planes bound 
for Melbourne and Sydney in time 
to be processed, edited and used 
on a 10 p.m. program. 

A major limitation was that 
filming had to be governed by 
commercial plane schedules. 

Ampol feels the operation was a 
fabulous success. It claims that 
public reaction was reflected im- 
mediately in increased traffic and 
sales at Ampol stations. The op- 
eration also enabled Ampol and 
its agency to get in on the ground 
floor in the new medium. 


s Ampol was already established 
here as a leading sponsor of sports 
events. It has sponsored the Davis 
Cup play over radio for many 
years. The Ampol Professional 
Golf Tournament has been held 
annually since 1948, offering the 
highest prize money in Australian 
golf. Last year it also inaugurated 
a “round-Australia” car reliability 
trial, with a purse of $25,000—a 
trial in direct competition with 
one held by a rival, Vacuum Oil 


Mere eo. thecar you've been wuinng for the 
Ore encmming bows cylinder toms sewer \ eunhell 
Views, See and dome we! For grace amt 


pH Chere han Deve! Neen we rehg om 


The most exciting motoring 


GM’S ViCTOR—The Victor, a four- 
cylinder sedan styled on American 
lines, is being introduced in Britain 
by Vauxhall Motors, subsidiary of 
General Motors. Victor is the first 
British car with a panoramic 
windshield. W. S. Crawford Ltd., 
London, is the agency. 


ers, Ampol is expected to have a 
higher budget now that television 


is here. It plans to put approxi- 
mately 20% of its advertising in- 
to television, with radio getting | 
40% and print media, 40%. 

Ampol began operations in 1938 | 
as the Australian Motorists Petrol 
Co. It is an all-Australian com- 
pany and was the first to intro- 
duce electric meter pumps here. 
Ampol sales have doubled in the 
past five years, now totaling near- 
ly $40,000,000. Ten oil companies 
market in the country and Ampol 
ranks fifth in the market. It has 
been a Nixon client since June, 
1948. 7 


International Ad 
Group Sets Drive 
to Get New Members 


New York, March 26—The In- 
ternational Advertising Assn. has 


Advertising Age, April 1, 1957 
income to broaden its services. 


= The annual convention of the 
IAA will be held in New York’s 
Roosevelt Hotel on May 2 and 3. 
The two keynote speakers will be 
Eric Johnston, chairman of the 
International Advisory Develop- 
ment Board, and Henry J. Taylor, 
news commentator. 

Also on the IAA agenda this 
year is its second European re- 
gional conference, scheduled for 
The Hague Sept. 11-13. Admen 
from all parts of the world are 
being invited to the meeting. One 
of the main speakers will be Sid- 
ney Van den Bergh, a principal 
of the giant British-Dutch com- 
bine, Unilever. e 


ARF Sets Conference Nov. 14 
The Advertising Research Foun- 
dation will hold its annual confer- 
ence on Nov. 14 at the Hotel Plaza, 
New York. Arthur Hull Hayes, 
president of CBS Radio, is chair- 
man of the program committee. 


In the independent Northeastern 
Wisconsin Market goods and 
services move to 200,000 people 


launched a membership drive, of- 
fering prizes to the two members 


of new members. 
First prize is a $100 U. S. Sav- 


who bring in the greatest number | 


through a single medium reaching 
over 39,000 homes every day! 
Full color available 


GREEN BAY 


ings Bond. Second prize is a $50 
bond. The campaign will run 
through May 31. The IAA now 
has 750 members. The association 
requires additional 


PRESS-GAZETTE 


GREEN BAY, WISCONSIN 


Phil A. McClosky, Manager, General Advertising 


membership | 


pol sponsored a nine-day series of 
matches featuring Jack Kramer 


with a $15,000 purse. 


® One of Australia’s top advertis- 


Co. (Mobilgas). Last month, Am- | 


and his professional tennis team, | 


of the 139,000,000 
radios bought by 
Americans since 46, 
how many million 
can go wherever 
the family goes? 


SEE PAGES 100 & 101 


= ei Pe ee Ree | ee eS a ot la ie a oe a idee adh Rei cle MS es. ee TE ae een tg SN i oo Meir Be ena Ae SL. hes cee 
ee Bs 0 Gla ca Se ae ae =a he Toe et lar oe re i: epee ee ee, ce FTI me ce +, gel eter eacibeaee gl Me eae 
3 goes. ee a Bes ca el AN ag MM A I a Ie a i I 
a 
a | 
_ | Salute | 
| ‘WF a / the | 4 
a fan ae A | 
SO { 
a i) ae | 
i P et 
: | ‘ { 
: mst \ - 
et tae) es, fl ‘ . 
| 4 | 
ssescee “(news tor J years! : 
; ceaaees |W — 
; PYRE A 4s : 
| The new 4? AUXHALL 
2 ee — 
| ee RSENS —| a 
si Po | i if 
Ji tii = 
a ee oe og 
, ‘ ; | 
z ee ‘s Ne ssa 
oy £ = 
. = Ase Z | aay 
Lhe i pe 
| | iim 
ae “i 4 4 # 
e, a V3 i 
ci Po ‘ 
* = = : - : 1 | 
= RAS ¥ 
: | eee 
| a 
| 
St | 
; fA — <—— $ 1 3 
re ow. 
rf -_ . y ez, ee sd 4 , | : 
- j 2 Pay —. a | | 
“ . P a! _ Po 
~<A oOt — 
; YP Car. | ee a 
' es ~ | +! 
ns \ y; Po E 
: ~—_. 4 
he } ; ———————— 
aa j A 7 \e | 
B | | @@eeeeed?e@eeese @ 
a / , \ | | Ba 
g 16 _ | | eon 
ie ‘ ’ -~ 3 = | “ <7 
ec, d 4 
es ~ NY “a | ; 
* 
se : 
“ \ : 
~ 4 ' , 
eG - | 
s | j 
' es 
< | ; 
ee 
3 eee | . 
: rR 
b Hick 
ie 7 = 
Bao He 
' ee eS: 
a | | e@eeeeoe0e?e808eee8e8e . 
ot 3 
% ba! ar eb , ia ee as ak ee ay eee ey is ‘ape: i ae igi ate mnerecae as ears “ Sie i om = mike 
se ee a 1k es ee e.g. emer eye cer el penne a 
eae (is © hoe sag pigs ean |, ee + ic a ae Sore" OY ee a eer ee, meee. yin ee See we amie ia Crain tot are a 
ake Sy pore ni ee : Dd. sa ese Bi ab fe ; Sg Sr aaa By ai . a i peat sh acne eee =t- Rian esi wai Gi : cet Wi eae ete TS Panes aio 3 eae Prone h ocee . poe o ei é a Aes 
eee ee ee ee a 


eS 


Advertising Age, April 1, 1957 


Pepsi Plans 30 More Foreign Bottling Plants; 
Sales Outside U.S. Now 30% of Total Volume 


New York, March 26—Pepsi- 
Cola International, which opened 
20 foreign bottling plants in 1956, 
plans to open 30 more this year. 

Pepsi has been moving up 
strongly on the international front, 
despite a late start. Sales outside 
of the U.S. are now estimated to 
account for roughly 30% of total 
volume. 

New plants have already been 
opened this year in Colombia, Bra- 
zil, Norway and Mexico. Also on 
the 1957 agenda is a Tokyo plant 
with an annual capacity of 2,400,- 
000 cases. 


® Pepsi today has more than 260 
bottling plants operating in 75 for- 
eign countries. However, about 100 
of these plants are in Canada. 

The bottler’s strongest point out- 
side of the U.S. and Canada is 
Mexico, where there are now 30 
Pepsi plants, the latest being a 
168,000-case operation in Ixtepec. 
Mexico is one of the few countries 
where Pepsi is reported to outsell 
Coca-Cola. 


Pepsi’s international advertising, 
placed through Kenyon & Eck- 


PEPSI EVERYWHERE—Photograph of 
modern Caracas features Pepsi- 
Cola international ad. 


hardt, has a more sophisticated ap- 
proach this year. The previous 
theme was: “The refreshment of 
friendship.” The 1957 theme is, 
“Pepsi-Cola is there,” and the ads 
are dominated by candid photo- 
graphs of different world scenes. 


s The copy line runs something 
like this: ““Today, Pepsi is familiar 
to 400,000,000 people on six contin- 


700-Page Mexican 
Radio-TV Annual Is 
First of Its Kind 


Mexico Ciry, March 26—A ra- 
dio-television annual, containing 
much-needed data on broadcasting 
and advertising in Mexico, has 
been published here. 

The 1956-57 yearbook, “Anuario 
Radio-Television de Mexico,” is the 
first publication of its kind for 
Mexico. Previously, there was no 
standard source for such informa- 
tion. 


® The 700-page annual lists all 
of the radio and television stations 
in the country, their frequencies, 
their power and their advertising 
rates. 

It also lists Mexican advertising 
agencies and their clients. 

There are several appendices 
which contain official legislation 
and statutes covering Mexican 
broadcasting. 

Compiler of the annual is Paul- 
ino Romero, a former agency man 
who is now an executive of Radio 
Station XERPM here. 

Copies, at $6 apiece, are avail- 
able from Mr. Romero at Revilla- 
gigedo 104-11, Mexico, D.F. - 


ents. In whatever part of the world 
a Pepsi-Cola bottling plant rises, 
the standard of living and enjoy- 
ment rise along with it as well.” 

(Observant admen may note 
that Coca-Cola is currently using 
a similar theme in its print adver- 
tising in the U.S.) 

The pictures being used in Pep- 
si’s international ads are taken 
from “Panorama,” a lavish, slick- 
paper, photographic house organ 
which the bottler now distributes 
overseas. 

The Pepsi ads will run this year 
on a 13-time basis in the Atlantic 
and Pacific editions of Time and 
on a six-time order in The Econo- 
mist, Management Digest and 
South African Review. 

K&E handles Pepsi advertising 
in the U.S. and Canada but the 
account is handled by local agen- 
cies in other countries. Publicidad 
Interamericano is the Pepsi agency 
in Mexico. + 


ERNEST B. DAWSON 

JOHANNESBURG, SOUTH AFRICA, 
March 26—Ernest Beresford Daw- 
son, 61, died here March 20. Mr. 
Dawson since 1947 had been 
general manager of South Afri- 
can Associated Newspapers, which 
controls the Rand Daily Mail, Jo- 
hannesburg Sunday Times, Johan- 
nesburg Sunday Express and other 
publications. 

He started his newspaper career 
as a reporter with the Natal Mer- 
cury after World War I and later 
became the first editor of the Na- 
tal Sunday Tribune. He was named 
editor of the Johannesburg Sunday 
Express in 1938 and editor of the 
Johannesburg Sunday Times in 
1942. 


Publisher Boosts Schattner 

W. Alvin Schaffner has been 
named manager of the Philadel- 
phia advertising sales office of 
Farm Journal. He has been a mem- 
ber of the publication’s New York 
advertising sales staff for the past 
eight years. 


¥ Population is up 72% 


RIVERSIDE COUNTY, CALIFORNIA 
1946 —1956 


your most profitable 
market per dollar 
invested in the West. 


see the man 
from RIVERSIDE 

PRESS and 
ENTERPRISE 


10,000,000 lines of 
retail advertising ‘56 


Represented nationally by Doyle and Hawley, Los Angeles, 
San Francisco, New York, Chicago, Boston, Minneapolis. 


REPRESENTED 


“TOLEDO is the key £40 the sea 


Ninth largest port in'the U.S., Toledo is the center of a cakes market now—and __ 
will grow as the St. Lawrence Seaway grows. Start now—to cultivate this great market. _ 


And TOLEDO’S NEWSPAPERS are the 
\e) 
key / to this great and growing market on the St. 


Lawrence Seaway. There are no duplicate keys. 


Ask us for THE BIG PLUS—i.e., marketing 
assistance as only newspapers can give il. 


TOLEDO BLADE Doity and, Suuday. TOLEDO TIMES Moving 


BY MOLONEY, 


@) 


SCHMITT, inc. 
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Cee openers heave all of Weid 


WHDEH 


50,000 WATTS - BOSTON 
delivers buyers 


REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 


Radio Station Rep 
Buys Radio to Sell 


Faraway Stations 


New York, March 26—Richard 
O’Connell, president of the radio 
station representative company 
which bears his name, believes in 
using the medium he sells to oth- 
ers in his own advertising. 

Mr. O’Connell’s company is cur- 
rently in its third spot radio cam- 
paign over WPAT, Paterson, N. J. 
He is spending about $1,000 for 
10 spots a week for 13 weeks, 
plugging the Sombrero Network 
(headquarters: KCOR, San Anto- 
nio), the Lobster Network (head- 
quarters: WLOB, Portland, Me.) 
and new rating advances for 
KAKC, Tulsa, and KVLC, Little 
Rock, Ark. 

His first campaign on the sta- 
tion two years ago cost him $270. 
Last year on WPAT he went to 
bat for XELO, a 150,000-watt sta- 
tion in Juarez, Mexico, with an 
introductory offer to clients of 
five free minute spots on the sta- 
tion. In 13 weeks, 65 advertisers 
took up his offer. - 


BPA Audit Names 
Campbell, Manning, Veckley 

Thomas J. Campbell has been 
appointed vp and assistant man- 
aging director in charge of all 
auditing operations of Business 
Publications Audit of Circulation 
Inc., New York, and Paul W. Man- 
ning has been named assistant 
managing director in charge of the 
western division, Chicago. Mr. 
Campbell was formerly assistant 
managing director, and Mr. Man- 
ning was western division man- 
ager. 

John Veckley, who recently suc- 
ceeded G. R. Schreiner as director 
of advertising of U.S. Steel Corp., 
Pittsburgh, has been elected to 
succeed Mr. Schreiner as a director 
of Business Publications Audit of 
Circulation Inc. 


Earnings of 


Advertising Age, April 1, 1957 


Advertisers 


1956 Fiscal Year 


Company 
Abbott Laboratories 


Sales 
1956 1955 
$ aan * 91,706,569 $10,859,010 §$ ae te $ 2.48 


Earnings Earnings a share 
1956 1955 1956 1955 


Aluminum Co. of America 869,785,3 848,745,207 89,621,033 87,600,808 4.18 
Braniff Airways ..... 52,722, es 46,798,650 1,885,799 1,668,398 = wl —_— 
Caspers Tin Plate Co. 25,248,549 20,754,611 498,986 513,237 1.34 1.46 
Ceco Steel Products Corp. 73,108,114 64,349,130 3,041,468 2,546,083 3.04 2.55 


Continental Can Co.* 1,010,268,000 
E. 1. du Pont de 
Nemours & Co./ ... 1,888,445,757 


929,428,000° 43,143,000 
1,909,197,444 254,766,975 


38,693,000° 3.71 3.34 
292,443,081 5.65 6.51 


Eastern Stainless Steel¢ 49,781,798 37,774,029 2,250,944 2,530,933 3.75 421 
Edison Bros. Stores .. 91,139,998 87,204,080 2,653,113 2,530,130 2.79 2.65 
8. eee 28,292,689 20,520,000 917,423 672,000 1.79 149 
International Paper Co.* 969,618,438 916,138,461 86,628,013 92,684,724 7.05 7.58 
William G. Johnston Co. 3,483,145 2,685,047 209,905 96,349 3.29 158 
dames Lees & Sons Co. 76,555,043 71,343,009 4,214,026 3,406,383 5. 4.05 
Thomas J. Lipton Inc. 93,739,000 87,200,000 5,015,000 3,523,000 74.67 52.23 
Minnesota & Ontario Paper? 78,092,308 73,143.033 7,744,917 7,436,693 3.01 2.89 
Monsanto Chemical Co. 541,883,474 522,349,097 38,645,533 42,169,970 1.80 198 
Motorola Inc. ........ 227,562,168 226,653,953 7,966,817 8,490,539 4.12 4.39 
Oneida Ltd. ........ 2 511,216 789,682 1.34 2.34 
Parke, Davis & Co.* .. 134,092,736 123,113, 244 a 645,728 14,322,015 3.59 2.92 
Raymond Concrete Pile < 465,032 3,050,410 5.71 3.90 
Be GE  covntoceses 10,162,943 8,645,528 ee 161,478 70 34 


Stewart-Warner ~qpet + 121,264,742 
U. S. Steel Corp. .. 
Zenith Radio Corp. ... 141,529,855 


« Not given. © Revised. © During 1956 the company 


113,810,640 6,632,399 
+ 4,228,877,241 4,097,680,287 348,098,916 370,099,353 6.01 6.44 
152,905,005 


6,178,717 12.55 
acquired White Cap Co., Hazel-Atias Glass Co. and 


Robert Gair Co. 1955 figures are combined for comparative purposes. * 1956 figures are based on 
LIFO method of valuing inventory and are not consistent with 1955 figures. * In November 1956 
Long-Bell Lumber Corp. and Long-Bell Lumber Co. were merged into International Paper. The figures 


for 1956 and 1955 are combined for comparative 
General Motors Corp. dividends. 


purposes. ‘ Du Pont operations only, exclusive of 


‘Boot & Shoe Recorder’ Completes 75 Years 


PHILADELPHIA, March 26—Boot & 
Shoe Recorder, the oldest magazine 
for shoe retailers in the country, 
will issue its 75th anniversary edi- 
tion on June 15. 

Everit B. Terhune Jr., publisher, 
said the special edition will fea- 
ture important projections of re- 
tail and manufacturing develop- 
ments expected within the next 
quarter century. 

Leaders in the fields of shoe 
manufacture, retailing, leather and 
materials, business machines, store 
equipment, air conditioning and 
others have been invited to con- 
tribute material on this subject. 

The anniversary edition of this 
Chilton publication will be built 
around the theme of the “Shoe 
Standard of Living” over the 
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“Il use the MARKET DATA BOOK tor quick 


D. C. MINER 


With a 15 year background divided 
among reporting, direct mail and in- 
dustrial advertising managerial experi- 
ence, Mr. Miner joined E. F. Houghton 
& Co. in 1934 as advertising manager. 
He heads up market research and 
packaging, does sales promotion work 
and has been a member of the Board 
of Directors since 1950. At present, 
Houghton’s annual advertising budget 
is well in excess of $300,000. Mr. 
Miner's related advertising activities 
include past presidency of both the 
Eastern Industrial Advertisers and the 
Exhibitors Advisory Council. 


Published annually by Industrial 
Marketing, the Market Data Book 
gets top usage wherever and when- 
ever decision-makers need facts on 
markets and media to help them 
plan, revise or extend industrial ad- 
vertising and marketing campaigns. 

Over 14,000 copies of this 600 page 
volume serve all year in the offices of 
key executives—advertising manage- 


investigations of markets... 


soys DOUGLAS C. MINER 
Advertising Manager 


E. F. Houghton & Co. 


“When highway construction became a boom last summer, this word 
came from topside: ‘Get all the data you can find on road building and 
come to my office in an hour.’ After a huddle with our Market Data Book, 
| was able to speak with some authority in the conference on highway 
expenditures ... backlogs... how the industry buys, etc. | told them of the 
principal trade publications we could use to tell our story to this market, 
sources for more data, etc. The Market Data Book is an excellent guide— 
| have used it for such markets as aviation, ceramics and paper mills.” 


» on 


ment, market research management, 
sales and top management. 

The forthcoming issue will be pub- 
lished June 25. Reserve space now 
for an ad or multiple page insert that 
will place your sales facts before the 
kingpins looking for opportunities, 

available media and services in 69 
major industrial markets and 87 sub- 
classifications. 


\of INDUSTRIAL MARKETING 


200 EAST ILLINOIS STREET + 


400 LEXINGTON AVENUE 


CHICAGO 11, ILLINOIS 
*+ NEW YORK 17, NEW YORK 


years. 


s Now a semi-monthly magazine, 
Boot & Shoe Recorder was founded 
in 1882 by W. L. Terhune, grand- 
father of the present publisher. It 
was then a monthly tabloid in Bos- 
ton. It was devoted to “the interest 
of the shoe and leather trade in 
New England.” Price was 10¢ per 
copy. 

In 1883 it became a weekly. 
Then in the ’90s the newspaper 
format was discarded to meet the 
need for finer screen and better 
quality printing. 

In 1909, Mr. Terhune sold the 
publication to Root Securities 
Corp., which subsequently joined 
Chilton Co. He retired from busi- 
ness and his son, Everit B., Sr., 
remained as publisher. In 1929, 
Boot & Shoe Recorder bought Shoe 
Retailer and merged the two oper- 
ations. 

It continued as a weekly until 
1943, when wartime paper short- 
ages caused a reduction to twice 
monthly. It has been printed in 
magazine format since then. 


s Mr. Terhune pointed out that 
Boot & Shoe Recorder has always 
been financially successful, and 
that it boasts a number of “firsts.” 
It was a charter member of the 
Audit Bureau of Circulations and 
is still a member. Its campaign to 
form a nationwide shoe retailing 
group led to the creation of the 
National Shoe Retailers Assn. 

It inaugurated a drive to teach 
coordination of garment and shoe 
styles; it was the first shoe publi- 
cation to employ a woman stylist. 
It did missionary work with the 
U. S. Department of Commerce to 
increase shoe exports. 

Today, the magazine operates 
editorial and sales offices through- 
out the country. Its circulation of 
21,500 covers the U. S. and 66 
foreign nations. Its main offices 
are located in the Chilton Bidg. 
here. 

E. B. Terhune Jr., the third pub- 
lisher and the third generation on 
the staff, joined the company in 
1929. He became publisher in 1954 
when his father, the late Everit B. 
Terhune Sr., retired after 54 years 
with the magazine. . 


Meredith Names Two 

Meredith Publishing Co., Des 
Moines, has appointed Duane S. 
Diestler to the Des Moines adver- 
tising sales staff of Better Homes & 
Gardens and Successful Farming. 
Formerly copy chief of the Suc- 
cessful Farming sales promotion 
section, he succeeds Mayfield Mar- 
shall, who has been transferred to 


the New York BH&G sales staff. 
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Newspapers Fight 
Radio, TV Ads 
in West Germany 


(Continued from Page 2) 
grams and may begin doing so this 
summer. They are Southwest Ra- 
dio and Hesse Radio. 

Viewer studies have shown that 
the limited amount of commercial 
television screened in Germany 
has won a friendly reception so 
far. 

But newspapers, fearing the loss 
of advertising revenue to the new 
medium, have been anything but 
friendly. They brought a law suit 
against Bavarian Radio, charging 
it was a monopoly and therefore 
enjoyed unfair advantages over 
other advertising media. Radio 
corporations in West Germany are 
independent, non-competitive en- 
tities, subject to control by the 
various state governments. 


® The Bavarian land law court in 
Munich decided against the Fed- 
eral German Newspaper Proprie- 
tors Assn. But it seems certain 


that the publishers will appeal the 
decision, a course that could even- | 
tually take the case before the 


federal high court in Karlsruhe. 

One _ sensational development 
was the break-away from the as- 
sociation’s viewpoint by Hans 
Durrmeier, director general of 
Suddeutscher Verlag, southern 
Germany’s largest newspaper firm. 
Herr Durrmeier joined the board 
of directors of Bavarian Advertis- 
ing Television Co. 


Something like 35,000,000 DM | 


was spent on radio advertising in 


Germany in 1956 compared with | 


30,000,000 the previous year. This 
is out of an estimated total of 2.5 
billion DM spent on all advertis- 
ing in the federal republic last 
year. 

Radio advertising is carried by 
stations in southwest and southern 
Germany as well as West Berlin’s 
“Free Radio” and Radio Bremen. 


® Although financed by listener 
fees, German radio and television 
companies claim their mandate 
permits them to sell advertising 
time. The ultimate decision rests 
with the supervisory bodies, the 
state governments. 

The Bavarian station made a 
point of this in its defense against 
the newspaper proprietors’ charges. 
Bavarian Radio said the public 
wants television advertising and it 
is only satisfying this demand. 
Money derived from this source 
will eventually find its way back 
to the public since profits will be 
used to make grants for “cultural 
purposes,” said the station. 

The newspapers, which regard 
the action against Bavarian Radio 
as a test case, are asking 250,000 
DM for “nominal damages.” If 
they cannot get legal redress, they 
are likely to seek parliamentary 
legislation to bar Germany’s radio 
and tv stations from competing 
for advertising expenditures. * 


Sound Masters Names Three 

Francis Carter Wood Jr., one of 
the founders and vp of Sound 
Masters, New York, film producer, 
has been named president of the 
company. Sound Masters also has 
named John T. Dunphy, executive 
tv producer, a vp and Howard F. 
Magwood, an independent tv film 
producer and director, vp in charge 
of tv production. 


Roffman Offers Service 
Roffman Associates, New York, 
public relations and publicity or- 
ganization, has started a new ad- 
visory service for the purpose of 


recommending to advertisers the | 
for | 


“right advertising agency” 
their particular needs. 


Fessel & Plouff Changes Name 
After President Resigns 
Following the departure of Don- 
ald Plouff, president of Fessel & 
Plouff, Louisville, the name of the 
agency will be changed in April 
to Fessel-Siegfriedt Inc. C. E. (Ed) 
Fessel, the new president, report- 
ed that since March 1, the agency 
has added five new accounts val- 
ued at $125,000 in new business. 
Mr. Plouff sold his stock in the 
agency to join Grey Advertising, 
New York, as an account executive. 


‘Frosted Food’ Boosts Seifert 

Irene J. Seifert, for the past six 
years business manager of Frosted 
Food Field, New York, has been 
named vp in charge of advertising 
of the publication. 


Vu-Riter Sets Spring Ads | 
The spring advertising campaign 
for the 25¢ Ferber Vu-Riter pen | 
and pencilette will be launched | 
with a one-column insertion in The | 
Saturday Evening Post, April 13. | 
Additional column ads are sched- 
uled for Family Weekly, Life, Look 
and Parade. “Perfect Pair by Fer- 
ber” is the copy theme. Emil Mo- 
gul Co., New York, is the agency. 


Mathes Names Maas, Cohan 
J. M. Mathes Inc., New York, has 
appointed Edward J. Maas and Al- 
vin S. Cohan to its public relations 
department. Mr. Maas has been 
with U.S. Rubber Co. for the past 
five years. Mr. Cohan formerly was 
assistant director of advertising of 
Titanium Metals Corp. of America. 


FORT WAYNE...Indiana's Golden Zone 
Now a $221,613,000 Farm Market 


Official expansion by the ABC of Fort Wayne’s retail trading 
zone makes the 15-county, billion dollar Golden Zone market 
one of Indiana’s richest farm markets, too. 
The addition of Wabash and Kosciusko coun- 
ties by the ABC, boosted the area’s farm in- 
come to $221,613,000, giving the Golden Zone 
the state’s two richest farm counties. 


“All figures SRDS 2-11-57 


FORT WAYNE NEWSPAPERS, INC., Agent 


FORT WAYNE 


Che News-Sentinel © tHE JoURNAL-GAZETTE 


Represented by Allen-Kiapp Co.—New York—Chicago—Detroit—San Francisco 


can do. 


*Trademark 


Thousands of paper productsand printed pieces 
—from paper tissues to annual reports—can 
now have a new whiter-than-white sparkle, 
thanks to a brilliant white fluorescent dye 
called CALCOFLUOR* White PMS Conc. 


If you make or use paper products—and want 
extra brightness and whiteness—insist on a 
CALCOFLUOR-treated paper. Shown here are € 
a few examples of what CALCOFLUOR White 


To learn how CALCOFLUOR White can put real 
sell and consumer appeal into any paper prod- 
uct, ask your jobber for paper containing 
CALCOFLUOR White or write to American 
Cyanamid Company, Dyes Department. 


NORTH AMERICAN CYANAMIO LIMITED 


ake your 
paper 


products | 


PACKAGES touched by ‘‘Glow White’’ add strong 
display-shelf pulling power—get a sharp lead over competitive 
packaging. Brand name and printed message stand out 

crisp and clear. 


YOUR COMPANY LETTERHEAD can put a better foot forward 
for you with stationery containing a touch of ‘‘Glow White.”’ 


Whiter-than-white paper helps to create an immediate impression 
of quality. 


ANNUAL REPORTS, or any type of printed promotion, achieve 
new dignity and readability on CALCOFLUOR-treated offset, 
vellum, antique or coated papers. The printer can get maximum 


, black and white contrast to give charts and photographs added impact! 


CALENDARS, CATALOGS AND SALES LITERATURE, 
items frequently referred to by your customers, 

are given an appearance of quality when 

printed on CALCOFLUOR-treated paper. 


._C YANAM™MI1ID _—_— 


AMERICAN CYANAMID COMPANY 
OYES DEPARTMENT - BOUND BROOK, NEW JERSEY 


NEW YORK + 
PROVIDENCE 


CHIcCaGco 
ATLANTA 


* BOSTON * 
* £08 ANGELES 


OYES DEPARTMENT 


PHILADELPHIA * 
PORTLAND. OREGON 


CHARLOTTE 


MONTREAL ANDO TORONTO 


CALCO IZ Gi 
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Willas 


Winter Kraus 


vention in Chicago. (Story on Page 115.) 


Jackson 


Jewett Koenig 


Simmons Mrs. Simmons 


GRAPHIC 


ADVERTISERS MEET—Here are some of the executives who attended the spring meeting of 
the Assn. of National Advertisers at Hot Springs, Va.: Kirk Jewett, Pitney-Bowes; 
John Jackson, Radio Corp. of America; Stan Koenig, Olin Mathieson Chemical Corp.; 


CELEBRATION—When Charles L. Rumrill & Co., Rochester, N.Y., acquired the Buffalo 
agency, Baldwin; Bowers & Strachan, members of both companies were hosts at a joint 
reception in Buffalo for area clients and business leaders. Shown are Clark Simmons 
Hooker Electrochemical Co.; Mrs. Marian Simmons, Rumrill media director; Peter Van 


Campbell Grabb 
FORMER & FUTURE—Outgoing officers of the Magazine 
Representatives Assn. of Southern California con- 
gratulate incoming officers Howard Hoover, The 
New Yorker, president; Bob Pitt, Robert W. Walker 
Co., vp, and Ken Sells, The Saturday Evening Post, 


Perkins 


WINDY TRIO—Three Chicago models—Lisa Winter, Donna Wallis and 
Margie Kraus—huff and puff but can’t blow out new Ronson wind- 
proof lighters at the National Assn. of Tobacco Distributors con- 


Newcomer Neslage 


Van Scozza Hiemenz 


craft Corp. 


try new full-fiavored 


Monarch 


. ° DIET FOODS 


DIETING?—Its new line of low calorie diet foods will be promoted 

with a light touch, says Monarch Finer Foods. Starting April 1, the 

company will test a new outdoor campaign which features a carica- 

ture of the Monarch lion and emphasizes the flavor of the products. 
D’Arcy Advertising Co. is the agency. 


Bob Newcomer and Jack Neslage, Hagan Corp.; Fred Baker, Harris-Seybold Co.; John 
Alden, Norwich Pharmacal Co.; Paul Greenfield, Simoniz Co.; Bill Ewen, Borden Co., 
and Louis Berger, Jos. Schlitz Brewing Co. 


Wells 
Scozza, vp and art director, Norton Forgie, account executive, and Charles Wells, ac- 
count executive, Baldwin, Bowers & Strachan; Gilbert Hiemenz, vp and sales manager 
» Of the William Simon Brewery, and Robert Payne, advertising manager of Bell Air- 


Hoover Pitt Sells 
secretary. Outgoing officers here are Bob Campbell, 
Newsweek; Conrad Grabb Jr., McDonald-Thompson 
Co.; Stanley Perkins, Blanchard-Nichols Associates. 
Not shown are John Clarke, Westways, treasurer, 
and Vernon Anderson, Look, assistant secretary. 


JOSEPH H. CARO has been elected a 

senior vp of Buchen Co., Chicago. 

Mr. Caro joined Buchen in 1952 
as a senior account executive. 


Alden Greenfield Ewen Berger 


Payne Forgie 
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T. nation now musters 45 million families of consumers 
and puts their average income at $5,000 a year. Fifty million 
will be the likely count when the next census comes! 


But there will never again be enough salesmen. The day of 
personal selling to the consumer is about over. Like hand weav- 
ing, hand selling is too slow, too costly. The selling job, if it is 
to be done, is increasingly up to advertising—and the job grows 
as the unbelievable output of our factories multiplies. 


We might call this the “super” era. Supersonic planes. Super 
automated factories. Super highways. Super markets. 


There is also need for a super magazine—able to count its 
circulation by the dozen millions. 


It should saturate key markets where the most productive 
selling can be done. It should price its space low enough to let 
advertisers use it regularly—every week if such super sales- 
manship is needed. 


It should be able to move goods by the trainloads, make sales 


that look important to every business, even those with the 
billion dollar balance sheet! 


Niw measure THIS WEEK Magazine by these standards. 
It already distributes more than a dozen million copies every 
week. 

It penetrates deep into hundreds of important markets all 
over the country. 

It offers color pages for about half the usual cost per thousand. 
It is already probably the most powerful selling force in 
print. And, used regularly and to capacity probably the most 
powerful selling force, period! 

This magazine can say right now: “Your advertising will be 
read by more people here than in any other publication.” 

Its rate of growth is such that its leadership and readership 
are likely to keep it far ahead. 

If you are looking for a super magazine, take a long look at 
THIS WEEK Magazine. 
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Nielsen Radio 
Two Weeks Ending Feb. 23, 1957 


Copyright by A. C. Nielsen Co. 


Nielsen Total Audiencet 
Current Homes* 
Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (572) 
1 People Are Funny (Participating, NBC) .............cccssserseereensenssnenernnnenennenenenee 1,240 
2 Biography in Sound (Participating, NBC) ............c.-ccsessersensenrnnreneenecetnnnenenee 1,193 
3 Great Gildersleeve (Participating, NBC) ...........ccccceesesseseenenensencenennnnenenene 1,097 
4 I EE i, as sa sstiennenagnbonenbenecioonpsooastonsceccceseunabiinnt 1,049 
5 Monitor-News (Participating, Sat., 7 p.m., NBC) ........cccccccccceseceeseeeeennenen 1,002 
6 Gunsmoke (Liggett & Myers, Sum., CBS) .........cccccccccsssereeseeneesenenneneeneennnnnnne 954 
7 Gangbusters (Participating, MBS)  ............cccssssrsneeenseenerensecenenneenenennenens 811 
8 Telephone Hour (Bell Telephone Co., NBC) ooo...cccccccccccccseeecessererensenneneennes 73% 
9 Allan Jackson-News (Chevrolet, CBS) ......cccccccccscceserssesenernennnenesnnenneneennes 716 
10 True Detective Mysteries (Participating, MBS)  ...........c.--ccccseersereereeenes 716 


EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) 

1 Lowell Thomas (Delco Batteries, CBS) ............cccccccsecceeeeeseereecsenreenseeenensensenenes 1,526 
2 Amos ‘n’ Andy Music Hall (Several sponsors, CBS) 

3 News of the World (Miles Labs., NBC) 


WEEKDAY (AVERAGE FOR ALL PROGRAMS) 
1 Ma Perkins (Lipton, second half, Mon.-Wed., second week, CBS) 


2 Young Dr. Malone (Hearst, first half, Tues., second week, CBS) ................ 1,622 
3 Arthur Godfrey (International Minerals & Chemicals, 10:15, Thurs., second 
RR ae rue nn 2 ELS DE er See SR TER NRE OPE 1,574 
4 Young Dr. Malone (Lever, second half, Mon.-Fri., CBS) ..........ccccccccessesenenees 1,574 
5 Helen Trent (Scott, second half, Mon. & Thurs., CBS) ...........c6ccccccccecceeeee 1,574 
6 Ma Perkins (Scott, second half, Tues. & Wed., first week, CBS) ................ 1,526 
7 Arthur Godfrey (General Foods, 10:30, Thurs., CBS) ............:ccceeeeceeneereree 1,526 
3 Nora Drake (Hearst, second half, Thurs., second week, CBS) .................... 1,526 
9 Second Mrs. Burton (Colgate, Mon.-Fri, CBS) ..........cccccccccceeeeneseenerennneeneeseenns 1,479 
10 Arthur Godfrey (Sherwin-Williams, 11:15, Fri., second week, CBS) ............ 1,479 


DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) 
1 Woolworth Hour (F. W. Woolworth Co., CBS) .o.......cccccccccccccccsssceeenseeeeeennee 1,240 


2 Longines Symphonette (Longines-Wittmaver, CBS) ..........:ccccecccsseseeneeeeeneeens 811 
3 Robert Trout-News (Chevrolet, 5 p.m, CBS) ......ccccccccccssseseeseeseneseenereerseenee 668 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (620) 
1 ID eee Ge FI UD ccsstceciticc ese nccccccsccesesccssncnssnscnsccesssaresinccocens 1,479 
2 Allan Jackson-News (Chevrolet, 1 p.m., CBS) 1,193 
3 STD Tats. UIE UND TIENT: ID incsnceiiccenctnspessecsccocecerccevtseveséenisnnanevcosenbace 1,145 


* Number of homes reached is based on 47,700,000, the estimated March 1, 1957, total 
U. S. radio homes. 


+ Homes reached during all or any port of the program, except for homes listening one 


to five minutes. For a program of less than 10-minute duration, homes listening one 


minute or more are included. 


Shopping Centers 
Organize, Plan to 
‘Ottset’' Downtown 


CuicaGco, March 27—The nation’s 
suburban shopping centers have 
their own trade association now. 

It was formed two weeks ago by 
a planning committee composed of 
shopping center operators from all 
over the country. As announced 
yesterday, the new group is titled 
International Council of Shopping 
Centers, has temporary headquar- 
ters at 6 N. Michigan Ave., Chi- 
cago, and will hold a clinic and 
first annual meeting here in May. 

The organizers are now conduct- 
ing a membership drive among the 
owners of more than 1,500 shop- 
ping centers now in operation and 
2,300 which are under construction 


ping centers—is apparently an 
important factor in founding the 
new group. It also helps explain 
why promotion heads the list of 
proposed activities by the associa- 
tion. 

According to Mr. Paul, the coun- 
cil is already planning for a cam- 
paign this year to make consumers, 
retailers and consumer goods mar- 
keters aware of shopping centers 
as “hubs of retail operation.” He 
noted that in many markets around 
the country downtown shopping 
promotions are being planned— 
and that the new council’s efforts 
“can help offset or neutralize these 
campaigns.” . 


Chicago U Names Oakes to 
Direct Marketing Program 
Ralph H. Oakes has been ap- 
pointed director of a new market- 
ing management program at the 


They have appointed an executive | industrial relations center of the 
secretary—Jack Paul, formerly ex- | University of Chicago. Mr. Oakes, 
ecutive director of a shopping cen-| a former research consultant, also 
ter in suburban Chicago. | has been professor of marketing at 
| Marquette University, Milwaukee, 
® Organized promotion by down-j|and Loyola University, New Or- 
town merchants—in itself a re- leans, and a retail advertising copy 
sponse to the development of shop- chief of Sears, Roebuck & Co. 


P of Advertising Age 
coming APRIL 29-Ad Closing APRIL 17 


ee 
z A THIRD OF A MILLION . 

e Media-Marketer contacts from 10TH 
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2 Merchandising 
Forums Set for 
Popai Meeting 


Cuicaco, March 26—Between 
10,000 and 15,000 sales and adver- 
tising executives of clients and 
agencies from al] sections of the 
U.S. are expected to attend the 
three-day Point-of-Purchase Ad- 
vertising Institute symposium and 
exhibit which opens here Sunday, 
April 10. 

Highlights of the convention will 
be two merchandising forums, ac- 
cording to Robert Phelps, of Terre 
Haute, Ind., general show chair- 
man. Moderators of the panels are 
Horace W. Blanchard, merchandis- 
ing materials manager of the Na- 
tional Biscuit Co., New York, and 
Ralph E. Head, vp and director of 
marketing for Batten, Barton, Dur- 
stine & Osborn, New York. 

Charlotte Montgomery, writer 
and columnist, chosen “Advertising 
Woman of the Year” by the Adver- 
tising Federation of America in 
1954, will speak at the symposium 
luncheon April 11. “What Makes a 
Woman Buy at the Point of Pur- 
chase?” is her topic. 


Members of Mr. Blanchard’s 
forum—which will be held April 
10 and wil! deal with drugs-manu- 
facturer, drugs-retail, soft drinks, 
automotive-dealer, automotive- 
manufacturer, automotive-service 
station and premiums—are: 

Arthur I. Caplin, director of 
marketing, Beauty division, He- 
lene Curtis Industries, Chicago. His 
theme: “Steps in planning a point 


of purchase program, including 
Pre-Testing.” 
L. H. Volz, display manager, 


Walgreen Co., Chicago. His theme: 
“What types of point of purchase 
display material have you found 
most effective? What has been 
your experience in getting them 
installed?” 

Charles Derrick, vp of Pepsi- 
Cola Co., New York. “How do you 
orient top management on the var- 
ious phases of point of purchase 
advertising and its value in the 
over-all promotional picture?” 

Wallace Howe, Key Auto Sales, 
Terre Haute, Ind. “What can the 
point of purchase industry do to 
help you?” 

Richard L. Shugg Jr., sales pro- 
motion manager, Dodge division, 
Chrysler Corp. “What is point of 
purchase advertising’s part in your 
over-all marketing picture?” 

James O’Donnell, Sinclair serv- 
ice station, Chicago: “What can the 
point of purchase industry do to 


PEGGY STONE, vp with Radio TV 
Representatives, New York, since 
1948, has been named to succeed 
Harry S. Goodman as president 
and becomes one of the few women 
to hold such a post. Mr. Goodman 
was named chairman of the board. 


help you?” 

Henry G. Saperstein, H. G. Sap- 
erstein & Associates, Beverly Hills, 
Cal.: “How premiums fit into the 
point of purchase picture.” 


® The categories at Mr. Head's 
forum will be food-manufacturer, 
food-retail, appliances, beer, liq- 
uor, tobacco and premiums. It will 
be held April 12. Panel members 


SOUTHEAST FLORIDA 


SMTWTEFS 


Basic Affiliate 


418 “%« Hour Rating “Firsts” 


SMTWTFS 


of a total of 505 


SMTWTES 


SMTWTES 


Station Share of Audience 6 PM to Midnite 


THE JANUARY ARB SOUTHEAST FLORIDA SURVEY 
CLEARLY DEMONSTRATES WTVJ'’s DOMINANCE OF 
THE ENTIRE SOUTH FLORIDA AUDIENCE 


WTV/ s the only Television 

Station Sewing (and Selling) 

The Entire South Florida 
Market 


WTVJ > MIAMI 


IN ALL CASES THE 
PROGRAMS OUTRATE 
SHOWS BY 3,4 
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WTVJ LOCAL NEWS 
J THE COMPETITIVE NEWS 
AND 5 TO 1 


Advertising Age, April 1, 1957 


and their discussion themes are: 

Charles P. Englebardt, national 
sales promotion manager, Schenley 
Distillers Co., New York. “At what 
stage in the planning of a new cam- 
paign do you consider point of 
purchase?” 

Donald J. Dittmann, sales pro- 
motion manager, Carling Brewing 
Co., Cleveland. “What importance 
do you attach to point of purchase 
in the over-all selling scheme, and 
how do you plan for maximum in- 
stallation?” 

Joel M. Rowley, advertising 
manager, Westclox division, Gen- 
eral Time Corp., LaSalle, Ill. 
“What value do you attribute to 
permanent display fixtures in the 
point of purchase picture?” 

E. R. Dunning Jr., merchandising 
manager, American Tobacco Co., 
New York. “The idea behind the 
point of purchase material can help 
get it up.” 

James W. Andrews, marketing 
manager, Perkins division, Gen- 
eral Foods Corp., Chicago. “How to 
get attention at the point of sale 
without extensive manpower.” 

Paul J. Metzger Sr., Metzger’s 
Supermarket, St. Louis. “What is 
the best type of display material 
for today’s supermarket?” 

Henry G. Saperstein, H. G. Sap- 
erstein & Associates, Beverly Hills, 
Cal. “How point of purchase can 
help promote premiums.” ° 


Cuicaco, March 26—A panel of 
advertising agency executives yes- 
terday urged tobacco manufactur- 
ers and distributors to coordinate 
their marketing and advertising 
efforts more closely in order to 
achieve maximum benefits from 
advertising and promotion efforts. 

Millions of dollars in advertis- 
ing are wasted yearly because of 
the lack of distribution for to- 
bacco products, Adolph J. Toigo, 
president of Lennen & Newell, told 
members of the National Assn. of 
Tobacco Distributors at NATD’s 
silver anniversary convention. 


s “If a store doesn’t carry your 
product, some of your advertising 
is wasted,” Mr. Toigo said. “Dis- 
tribution makes a product avail- 
able to consumers, and advertising 
stimulates their desire for the 
product. The two must work to- 
gether.” 

Tobacco manufacturers and 
wholesalers must study distribu- 
tion outlets and find out what 
stores carry what products, Mr. 
Toigo said. For example, he point- 
ed out that today 70% of all Alka- 
Seltzer is sold in food stores, as 


contrasted with some years ago, 


'when the product was sold only in 


Make More Effective Use of Manufacturers’ 
Advertising, Tobacco Distributors Are Urged 


drug stores. 

“You must measure and diag- 
nose your distribution problems,” 
Mr. Toigo said. “When you pin- 
point your problems, then find a 
remedy for them.” 


® The success of a manufacturer’s 
advertising campaign is deter- 
mined by the amount of coopera- 
tion he receives from his distribu- 
tors, said J. Leonard Schorr, vp of 
Feigenbaum-Wermen Advertising, 
Philadelphia. 

He listed the following as ways a 
distributor can capitalize on a 
manufacturer’s ad promotion: 


e Know about the advertising well 
in advance. 


e Urge retailers to stock up and 
feature advertised products. 


e Distribute point of sale materi- 
als to retailers and see that the 
material is properly used. 


e Check the effectiveness of the 
manufacturer’s advertising in his 
market as to position of ads in 
newspapers, etc. 


“Notify the manufacturer if you 
feel he is not getting his money’s 
worth from the advertising,” Mr. 
Schorr said. “If he isn’t getting it, 


'Loud And Clear! 


60 MILES NORTH 
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Station Share of Audience 6 PM to Midnite 
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404 % Hour Rating “Firsts” 


of a total of 503 
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THE WEST PALM BEACH ARB REPORT (JANUARY 1957) 
SHOWS THAT VIEWERS THERE SELECT WTVJ AS THEIR 
NO.1 PREFERENCE BY AN OVERWHELMING MAJORITY 


Florida’s FIRST 
Television Station 


Obtain the complete story of 
WTVJ's selling prowess from 


your PGW Colonel 


SMTWTFS 


ers ” 


products, Mr. 
added that he thought distribu- 
tion and advertising were becom- 
ing better partners. The failure of 
many promotions can be blamed 
directly on lack of coordination 
between manufacturers, distribu- 
tors and retailers, he added. 


s It is the responsibility of the to- 
bacco manufacturer to let his dis- 
tributors know about his advertis- 
ing and promotion plans well in 
advance, said William D. Thomp- 
son, vp of Young & Rubicam, New 
York. 

“There is a great need for proper 
timing in any advertising effort,” 
Mr. Thompson said. “The manu- 
facturer should make sure that he 
has the proper distribution fer his 
products before starting any pro- 
motion.” 

A manufacturer should also seek 


neither are you and your retail-; ductivity and effectiveness. We 
realize that you wholesalers can 
Teamwork is needed to sell | help our clients and us to increase 
Schorr said, and| that effectiveness to the advantage 
of all concerned, including the con- 
sumer. 


“We know that you are anxious 


to help your sources get better re- 
sults from their advertising and 
merchandising. Doing so will bene- 
fit you and your retailers as well 
as the manufacturer.” 


® Ralph Head, vp and director of 
marketing, 
stine & Osborn, predicted that the 
trend of more volume sales at low 
profit margins will continue. 


Batten, Barton, Dur- 


Joseph Kolodny, managing di- 


rector of NATD, announced during 
the convention that NATD will is- 
sue, at regular intervals, a news- 
letter highlighting advance product 
information and advertising plans 
for such merchandise of the coun- 
try’s major producers of tobacco, 
confectionery and sundry prod- 


be able to provide the miss 
piece in a marketing problem,” 
Mr. Thompson said. 

There is an equal burden on the 
distributor to get the news of the 
advertising effort to his retail cus- 
tomers, Mr. Thompson added. If 
this is not done, the full effect of 
the advertising and distribution is 
not achieved, he said. 
Although tobacco’s share of the 
consumer dollar has been decreas- 
ing steadily for some time, Mr. 
Thompson said, total cigaret sales 
should hit $420 billion by 1960. 
Cigaret sales last year amounted to 
$392 billion, he added. 


= George T. Sweetser, vp of N. W. 
Ayer & Son, New York, advised 
manufacturers to strengthen their 
communications with their dis- 
tributors, and to regard the dis- 
tributor as a partner in all adver- 
tising and merchandising efforts. 
He described the NATD as “the 
infantry of the army of market- 
ing” and a vital cog in any coor- 
dinated marketing effort. The 
NATD is a great potential for more 
sales and profits if used properly, 
he said. 
“To insure profits you must arm 
your NATD partner with a practi- 
cal kind of advance information on 
your advertising and merchandis- 
ing programs which they and their 
salesmen and their retail customers 
can use,” he said. 
“Then—you can be sure of mar- 
ket saturation available through 
no other source—you can insure a 
maximum return on your adver- 
tising dollar.” 
Mr. Sweetser urged NATD to es- 
tablish a central department of 
marketing. Such a department 
would provide all qualifying man- 
ufacturers with one source to get 
their advance information in front 
of all NATD members, he added. 


@ Vergil D. Reed, vp of J. Walter 
Thompson Co., New York, told 
NATD members that increased 
productivity in distribution is the 
greatest and fastest-growing need 
in the U.S., and their greatest op- 
portunity. 

He pointed out that population 
is increasing at the rate of 2,900,- 
000 persons yearly in the USS., 
and that productivity, both in in- 
dustry and in agriculture, is in- 
creasing at a rate of 3% annually. 
Dynamic management and dynam- 
ic marketing will be needed to 
meet these increases, he said. 

“Mass production, automation, 
the increasing necessity for pre- 
selling. the importance of maxi- 
mum exposure of goods, changes in 
retailing methods, changes in liv- 
ing habits and competition, have 
all placed more burdens and in- 
creasing dependence upon adver- 
tising,” Mr. Reed said. 


advice from his distributors and | ucts. e 
let the distributor know that his 

opinions are vital, he said. “You 

can’t tell when a distributor might] Bakers Weekly offers you 


; Wicca Quality — 

A staff of eleven full-time | 

editors...plus an engi- — 

neering department and 
- laboratory to test new 
_ equipment and materials, 


Circulation Quality — 


‘Highest rate of renewal 
at the highest subscrip- 
tion price...with 79.88% 
of circulation concen- 
trated among executives” 
with buying power. 


eae Quality—_ 
More advertising volume 
- per year than any other — 
publication in the field... _ 
a lead in ’56 of 487 pages _ 
over the nearest com- _ 
petitor. a 
m ee ee 
Talk to bakers through 
the only weekly maga- 
zine in the field 


“It, too, must increase its pro- 


Bakers Weeklug 


Company — publishers of Biscuit & 
Cracker Baker; FEED Age 
71 Vandertult Ave.—New York 17 
520 N. Michigan Ave.—Chicago 11 
West Coast: Smith & Hollyday 
5478 Wilshire Bivd., Los Angeles 36 
Russ Building, San Francisco 4 
For the complete story on Bakers 
Weekly, see SRDS, Classification 9 
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In ‘56 Top 100 Advertisers Invested 
$754,274,612, Up 12%, PIB Reports 


866,586. GE’s ad investment in sup- 
plements climbed nearly $2,000,- 
000, while magazine expenditures 


(Continued from Page 1) 
$27,794,038 recorded in 1955. Mag- 
azine spending dropped from $9,- 
365,144 to $8,099,996 in 1956. 
General Electric Co. 
sixth, with a total expenditure of 
$25,026,555; last year it spent $19,- 


rose $2,500,000. 


remained 


Ford Motor Co. was seventh, 
with $21,793,953, up from $18,615,- 
968 in 1955, with approximately 


Listed below are 1956's top 100 advertisers, showing the amount each 
company spent for time and space in the past four years in general 
magazines, farm magazines, newspaper supplements and network tv 
(no talent costs are included for tv). These totals do not include ex- 
penditures in newspapers, outdoor, spot and network radio, spot tv, 
point of sule, etc. (Network radio figures are included only for 1953 


1953-1956 Totals for 100 Leaders 


Source: Leading National Advertisers Inc. 


and 1954.) 
Company 

1. Procter & Gamble Co. .......... $55,477,411 

2. General Motors Corp. .. ..... 48,981,798 

3. Colgate-Palmolive Co. .......... 29,566,513 

4. General Foods Corp. ........ 27,646,261 

5. Chrysler Corp. etecaesecce » A 

6. General Electric Co. ............ 25,026,555 

7. Ford Motor Co. ......... 6.6000. 21,793,953 

8. American Home Products Corp. .. 18,979,916 

9. General Mills, Ime. .........4.. 17,930,233 
10. Gillette Ce. ..cccclecccsecenes 17,221,804 
ll. American Tobacco Co. .......... 16,108,798 
12. R. J. Reynolds Tobacco Co. ...... 15,662,104 
13. Lever Brothers Co. ............ 15,000,143 
14. Bristol-Myers Co. ........-.5555 14,422,347 
15. Campbell Soup Co. ............ 13,684,134 
16. National Dairy Products Corp. .... 10,836,340 
17. Westinghouse Electric Corp. . 10,773,594 
18. American Telephone & Telegraph Co. 10,753,125 
19. Liggett & Myers Tobacco Co. .... 10,341,277 
20. Pillsbury Mills, Inc. ............ 8,871,283 
21. Distillers Corp.—Seagrams, Ltd. .. 8,188,824 
GE, MN the codec sccssicces 8,059,547 
23. Radio Corp. of America ........ 7,939,230 
24. Goodyear Tire & Rubber Co. .... 7,509,807 
25. Standard Brands, Inc. .......... 7,404,552 
|e Fo SPP 7,011,380 
27. E. L. du Pont de Nemours & Co., Inc. 6,918,970 
28. Revion Products Corp. .......... 6,853,191 
29. Helene Curtis Industries, Inc. .... 6,630,266 
30. Quaker Oats Co. ..........5055 6,574,062 
ee | Pree 6,504,523 
32. Sterling Drug, Inc. ........ 6,292,292 
33. P. Lorillard Co. ........ 6,116,852 
34. Pharmaceuticals Inc. ..... ..... 6,083,920 
|e eee 6,042,121 
36. Scott Paper Co. .........-...- 5,833,412 
Sy EE Knees sncccccctes 5,754,512 
38. Johnson & Johnson ............ 5,720,715 
Se CD, bebe pr ccceccces 5,565,228 
Be, Tee Gs BE Basccccscccces 5,495,745 
41. Sperry Rand Corp. ............ 5,486,217 
42. National Biscuit Co. .......... 5,415,390 
43. Eastman Kodak Co. .. . §,413,905 
44. Warner-Lambert Pharmaceutical Co. 5,383,727 
45. Brown & Williamson Tobacco Co. .. 5,361,682 
46. National Distillers Products Corp. .. 4,948,603 
47. Firestone Tire & Rubber Co. .... 4,854,808 
48. Sunbeam Corp. ........ 65s nuns 4,847,943 
49. S$. C. Johnson & Son, Inc. ...... 4,716,167 
Be RD Gg BA cence ccc cnase 4,492,570 
51. Armstrong Cork Co. ............ 4,470,494 
52. American Motors Corp. .......... 4,400,086 
53. Corn Products Refining Co. ...... 4,386,802 
54. Philip Morris, Inc. .. seccoce. . Sea 
55. Phileo Corp. .......... 4,343,997 
56. Prudential Insurance Co. of America 4,224,120 
57. Aluminum Co. of America ...... 4,037,084 
58. Kimberly-Clark Corp.t ....... 3,956,712 
59. Joseph Schlitz Brewing Co. . 3,704,570 
60. Studebaker-Packard Corp. .. 3,609,856 
61. Schenley Industries, Inc. ...... . 3,587,242 
62. Rexall Drug Co. ............ 3,580,706 
63. Texas Co. .. cedeaktnadeoenk 3,541,821 
64. Ohio Match Co§ iadees 3,506,430 
65. H. J. Heinz Co. ...... 3,438,832 
66. Reynolds Metals Co. sean 3,393,745 
67. Wesson Oi! & Snowdrift Co. Ce" 3,381,096 
68. U.S. Steel Corp. : 3,369,957 
69. Best Foods, Inc. 3,330,401 
70. Schick, Inc. ..... ai 3,271,913 
71. Aveo Manufacturing Corp. . 3,173,842 
72. Menmen Co. .......... 3,141,221 
73. Chesebrough-Pond’s, Inc. ...... 3,035,220 
ee eS eee 2,991,387 
75. @. ©. Geedrich Co. ............ 2,955,567 
76. Andrew Jergens Co. ............ 2,935,665 
J Sa 2,865,735 
78. Hiram Walker-Gooderham & 

TL ME  odebasscevcecccece 2,831,203 
79. Pepsi-Cola Co. ..... 2,826,028 
80. American Dairy Ass'n 2,789,369 
81. Norwich Pharmacal Co 2,765,184 
82. Monsanto Chemical Co. 2,669,849 
83. Hazel Bishop, Inc 2,644,770 
84. American Cyanamid Co 2,620,847 
85. Borg-Warner Corp. 2,602,168 
86. Guif Ol Corp. ....... -.» 2,599,797 
87. Sylvania Electric Products Inc. .. 2,592,519 
88. California Packaging Corp. ...... 2,551,651 
89. American Radiator & Standard 
Sanitary Corp. = ; 2,548,024 

90. Doubleday & Co., Ine. 2,455,139 
91. Atlantis Sales Corp 2,410,897 
92. Lehn & Fink Products Corp. . 2,395,777 
93. Admiral Corp. .... 2,383,151 
94, New York Life Insurance Co. 2,379,084 
95. Union Carbide & Carbon Corp 2,370,760 
96. Singer Manufacturing Co. 2,353,023 
97. Pet Milk Co. .... 6.000 us 2,346,238 
98. Outboard Marine Corp. ........-. 2,298,428 
99. Cluett, Peabody & Co., Inc sTowen 2,241,619 
100. Whirlpool-Seeger Corp 2,172,238 


+ Includes International Coltocstion Products Co. 


t Includes Serutan Co. 
§ Includes Hunt Foods 


1955 

$42,192,313 
44,459,367 
25,507,021 
30,236,642 
27,794,038 
19,866,586 
18,615,968 
11,914,669 
14,321,807 
19,073,085 
17,318,843 
15,254,201 
14,487,142 
9,865,382 
10,643,850 
10,012,631 
6,389,597 
7,057,170 
9,358,157 
7,729,511 
8,039,124 
6,416,384 
6,349,987 
7,304,332 
5,570,036 
6,530,844 
6,349,687 
3,943,899 
4,414,962 
5,629,446 
4,713,816 
4,860,010 
9,073,973 
4,117,649 
6,443,576 
5,194,408 
5,330,817 
5,240,564 
4,665,080 
3,921,333 
3,959,909 
4,467,330 
4,713,315 
4,058,123 
3,252,806 
5,239,759 
3,852,962 
2,607,642 
5,657,231 
4,116,048 
3,220,355 
5,086,044 
2,795,054 
5,149,104 
3,263,497 
2,119,630 
2,832,621 
4,364,365 
3,348,831 
4,331,765 
3,545,505 
2,840,865 
4,139,046 
2,624,454 


2,358,725 
2,381,776 
2,631,972 
1,815,212 
1,988,440 
2,733,680 
1,327,835 
1,931,079 
2,559,503 
3,335,204 
2,407,698 


1,427,932 
2,033,609 
1,891,824 
2,787,975 
2,410,503 
1,838,674 
1,812,110 
1,858,911 
2,084,619 
1,651,324 
2,453,116 

930,594 


1954 
$44,151,220 
36,774,822 
26,727,057 
25,256,953 
18,378,063 
17,860,888 
15,418,383 
11,328,944 
16,120,255 
19,499,770 
15,937,237 
16,706,162 
17,771,633 
7,599,898 
11,068,864 
10,327,232 
5,677,846 
6,335,379 
12,344,584 
7,882,017 
6,604,543 
8,077,670 
5,888,940 
6,780,939 
4,912,045 
9,099,850 
4,928,415 
1,343,038 
3,517,465 
7,725,467 
5,150,663 
7,564,729 
12,752,170 
5,106,423 
4,089,694 
3,704,743 
4,523,993 
4,446,233 
4,128,783 
7,922,527 
2,552,963 
3,531,699 
3,585,606 
3,480,769 
3,446,948 
4,813,084 
4,194,532 
3,221,208 
6,291,352 
3,147,357 
2,718,383 
3,476,992 
2,841,504 
6,448,396 
5,307,296 
2,391,042 
3,082,425 
3,873,477 
2,902,489 
1,627,636 
3,318,600 
4,340,996 
4,030,763 
1,255,864 
1,895,785 
2,493,325 
2,348,791 
2,875,981 
2,604,346 
2,432,960 
3,630,949 
1,505,149 
2,141,088 
1,778,250 
3,020,268 
3,557,862 
701,956 


1,928,038 
2,902,121 
2,402,658 
1,195,960 
1,202,664 
2,901,373 
1,288,560 
2,496,497 
2,027,532 
2,802,726 
2,350,139 


1,181,899 
2,091,206 
1,606,316 
1,103,271 
2,381,483 
1,282,086 
1,951,057 
1,379,553 
2,906,232 
1,151,875 
2,475,348 

516,790 


1953 

$37,522,507 
30,383,839 
26,234,679 
23,263,148 
13,063,183 
15,267,241 
12,261,603 
9,505,887 
14,868,092 
13,785,167 
15,767,207 
15,608,275 
19,157,473 
5,676,862 
10,572,912 
8,911,001 
6,597,293 
4,782,911 
12,389,843 
7,885,170 
6,571,227 
6,702,082 
5,301,228 
6,357,239 
4,389,316 


equal increases in tv and maga- 
zines. Last year Ford was eighth. 

American Home Products Corp. 
was eighth, with $18,979,916. In 
1955 it was 13th, with $11,914,669. 
It jacked up its network television 
expenditures sharply—to $15,758,- 
019 in 1956 from $9,249,054 in ’55. 


® General Mills was ninth, with 


$17,930,233; in 1955 it was 12th, 
with $14,321,807. It sharply in- 
creased magazine expenditures, 
climbing from $3,912,298 in 1955 
to $6,796,990. 

Gillette Co. was tenth, with total 
spending of $17,221,804; in 1955 it 
was seventh, with $19,073,085. The 
company’s tv expenditures stayed 
level, but magazine spending was 
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cut from $2,588,499 in 1955 to $1,- 
205,277 in 1956. 

Most of the list of top 100 broad- 
cast and magazine advertisers re- 
mained fairly static, with relative- 
ly minor changes of position. 

Among the marked changes were 
Revlon Inc., moving from 5lst to 
28th and stepping up its spending 
from $3,943,899 to $6,853,191, of 


7,829,083 
4,005,625 | 
1,049,144 | 
1,938,536 | 
6,104,220 
4,385,385 | 
9,404,918 

10,954,284 
2,606,096 
2,696,509 
3,650,449 
4,403,090 
3,675,162 
2,207,916 
8,472,097 
1,696,042 
2,492,123 
3,248,052 
3,240,855 

983,695 | 
3,898,657 | 
4,144,914 | 
1,692,715 
5,630,108 
2,416,949 | 
2,645,442 | 
4,250,101 
2,669,872 
7,205,826 | 
5,861,707 | 
2,019,671 | 
2.317.156 | 
4,055,837 
2,651,739 
3,521,382 
4,136,969 
3,429,254 | 
3,674,352 | 
1,783,425 | 
1,637,481 
2,197,747 
1,089,687 
2,423,495 
1,448,297 
1,740,275 
3,884,877 
1,419,050 | 
3,497,340 
1,930,191 
2,560,475 
3,211,073 
1,030,792 


1,836,919 
2,313,116 
1,180,618 

988,164 
1,381,230 
2,379,920 
1,600,056 
1,964,908 
1,996,518 
2,872,895 
2,459,410 


1,107,719 
1,960,417 
1,522,147 
1,098,061 
3,070,498 
1,421,518 
1,882,349 
1,411,843 
2,643,785 

864,551 
2,185,401 

360,269 


100 Top Magazine and Broadcast Advertisers in 1956 


Based on figures compiled by Leading National Advertisers Inc. 


These figures are based on measurements of 88 gen- 
eral magazines or groups, five farm publications, 
three television networks, and American Weekly, 


Family Weekly, First Three Markets Group, New 
York Mirror Magazine, New York Times Magazine, 
Parade, and This Week Magazine. 


y Tota! : Magazines Sunday Network 
paneahete Expenditure General Farm Total — 
1. Procter & Gamble Co: ............00seeees $55,477,411 | $10,781,921 | ........ $10,781,921 $1,238,151 | $43,457,339 
2. General Motors Corp. ...... 2.6.66. cccecees 48,981,798 24,289,733 1,395,904 25,685,637 4,209,515 19,086,646 
3. Colgate-Palmolive Co. ............. 60000005 29,566,513 4,776,036 159,430 4,935,466 4,750,765 19,880,282 
4. General Foods Corp. ...........6.050cceeee 27,646,261 8,304,330 530,372 8,834,702 3,122,770 15,688,789 
in so cndetssdeciesivcusess 26,923,885 7,740,412 359,584 8,099,996 625,625 18,198,264 
err 25,026,555 13,385,891 $20,212 13,906,103 3,014,248 8,106,204 
ns 0 cc rcicensasssacnateOn 21,793,953 9,873,101 863,056 10,736,157 741,375 10,316,421 
8. American Home Products Corp. ............. 18,979,916 2,597,109 156,325 2,753,434 / 15,758,019 
9. General Mills, Inc... 0... 66. e ec ceeeeeeues 17,930,233 6,383,714 413,276 6,796,990 1,242,130 9,891,113 
VO. Gillette Co. 6... eee cee ee cence eeeee 17,221,804 ff ae. 1,205,277 758,656 15,257,871 
11. American Tobacco Co. ........ 26.6666 00 eee 16,108,798 4,949,950 221,780 5,171,730 1,549,300 9,387,768 
12. R. J. Reynolds Tobacco Co. ................ 15,662,104 3,341,833 298,585 3,640,418 597,265 11,424,421 
13. Lever Brothers Co. ..........ccseeeeeeeees 15,000,143 2,249,112 17,925 2,267,037 1,410,463 11,322,643 
IEE GON Ss voccnsdcsccccevcceveccs 14,422,347 4,299,077 72,210 4,371,287 918,605 9,132,455 
CS ee 13,684,134 7,315,844 137,280 7,453,124 1,815,040 4,415,970 
16. National Dairy Products Corp. .............. 10,836,340 3,952,595 4,243 3,956,838 1,251,395 5,628,107 
17. Westinghouse Electric Corp. ................ 10,773,594 2,137,871 37,700 i ree 8,598,023 
18. American Telephone & Telegraph Co. ........ 10,753,125 8,081,983 334,613 8,416,596 51,493 2,285,036 
19. Liggett & Myers Tobacco Co. .............. 10,341,277 ee =. sidebnuas 2,173,057 382,106 7,786,114 
20. Pillsbury Mills, Inc. ....... 2.666... ceeeeees 8,871,283 2,455,815 145,587 2,601,402 1,372,280 4,897,601 
21. Distillers Corp.-Seagroms, Ltd. .............. 8,188,824 | a ae 7,442,252 111,562 635,010 
22. Kellogg Rin bdabdceniscdesvensdeuh 8,059,547 1,439,855 $2,123 1,491,978 465,650 6,101,919 
23. Radio Corp. of America ................55. 7,939,230 4,183,186 66,285 4,249,471 336,401 3,353,358 
24. Goodyear Tire & Rubber Co. ................ 7,509,807 4,854,614 348,990 5,203,604 25,000 2,281,203 
25. Standard Brands, Inc. ..............0000005 7,404,552 4,164,387 130,502 4,294,889 210,052 2,899,611 
i Ben cscs ccbabbaevhecssess 7,011,380 2,617,754 117,313 2,735,067 184,780 4,091,533 
27. E. 1. Du Pont de Nemours & Co., Inc. ......... 6,918,970 4,982,090 148,369 5,130,459 383,521 1,404,990 
Se Re 6,853,191 1,341,578 8,250 1,349,828 500,835 5,002,528 
29. Helene Curtis industries, Inc. ............... 6,630,266 Caneel ebony 1,418,341 909,757 4,302,168 
EN, Bay 6006 00sc0eaccndelteate 6,574,062 2,288,110 152,616 2,440,726 1,224,825 2,908,511 
31. Armour & Co... 0... cece cece e ee eens 6,504,523 1,424,574 83,304 1,507,878 1,911,320 3,085,325 
sc cacceaseneessecatons 6,292,292 2,115,430 131,459 2,246,889 1,406,662 2,638,741 
EE Sil. cckovedntecseceeeeees 6,116,852 Rr | ee 5,324,843 
34. Pharmaceuticals, Inc. .................... ee” &~seeemne 4b seacecae -h  cebeness 280,205 5,803,715 
EG aSy ox sacensenssaccseueees 6,042,121 2,189,290 122,600 2,311,890 7,300 3,722,931 
das oso cecdbdeenerecvonen 5,833,412 eS 8): skeuns ; 1,696,247 280,840 3,856,325 
i 2th 65s cess viiscossaeeusene 5,754,512 "2 ane 1,481,343 641,170 3,631,999 
I, svnceccceceeubsoaaapan 5,720,715 3,755,992 299,235 4,055,227 193,621 1,471,867 
Es ye consdbukehens¥ednee 5,565,228 1,875,316 173,146 2,048,462 1,007,360 2,509,406 
Ts oi sevcsnsevdnveced odes 5,495,745 740,112 20,370 760,482 249,796 4,485,467 
ie MPU, ons cccscccsaccosceccvecs 5,486,217 2,048,806 249,627 2,298,433 48,380 3,139,404 
Ry MEG, oo icccsvesccescceveses 5,415,390 1,063,513 117,250 1,180,763 2,424,575 1,810,052 
| 5,413,905 Fare 3,104,418 97,888 2,211,599 
44. Warner-Lambert Pharmaceutical Co, ......... 5,383,727 2,846,097 13,050 2,859,147 258,920 2,265,660 
45. Brown & Williamson Tobacco Corp. .......... 5,361,682 1,137,011 221,990 1,359,001 14,780 3,987,901 
46. National Distillers Products Corp. ........... 4,948,603 gl are 4,943,587 see 
47. Firestone Tire & Rubber Co. ................ 4,854,808 2,811,802 165,565 2,977,367 2,668 1,874,773 
TG so ccesccccccecedeuavess 4,847,943 1,804,012 670 f° fhe? 3,014,261 
Oe We Me PO OE, ORE, . occ cc ceccccsocss 4,716,167 ft rrr 1,057,813 245,550 3,412,804 
Se RS MEE Se ins scdbcciscecssonsesens 4,492,570 1,227,156 5,500 1,232,656 367,595 2,892,319 
CCE TTR « csaccecnccseeesesaces 4,470,494 2,060,476 83,800 2,144,276 435,285 1,890, 
52. American Motors Corp. .................... 4,400,086 1,943,524 61,100 2,004,624 177,320 2,218,142 
53. Corn Products Refining Co. ................ 4,386,802 1,955,418 170,158 2,125,576 405,860 1,855,366 
J 8 ee 4,370,713 sealdbns 2,570,967 1,213,431 586,315 
Sh PIC SR CdR cis dc ccusuceitovensadurs 4,343,997 - - 2 rer fo tere 2,539,257 
56. Prudential insurance Co. of America ......... 4,224,120 ) SS ae 13,970 1,139,995 3,070,155 
57. Aluminum Co. of America .................. 4,037,084 1,592,227 157,500 1,749,727 2,142 2,285,215 
58. Kimberly-Clark Corp. ..................... 3,956,712 2,012,961 4,140 2,017,101 665,905 1,273,706 
59. Joseph Schlitz Brewing Co. ................ 3,704,570 hae Reef ecesence 2,544,207 
60. Studebaker-Packard Corp. ................. 3,609,856 2,157,678 129,290 ee. B eckesees 1,322,888 
61. Schenley Industries, Inc. .................. 3,587,242 i Ee RES 3,570,762 re E sospecta 
IEG, Elncc ce cccscecanvaccsavhas 3,580,706 2,576,986 445,464 3,022,450 i are 
 ceciMea hss vsnshvescevdeectanite 3,541,821 2,437,362 220,155 De 2. eiuembas 884,304 
Sy NE, Bb dn.c sccccvedccsvusccecces 3,506,430 LE axe panne 2,075,175 6 6hlLhraee 
See SNEED 6 Gath scscicivecévccvecssved 3,438,832 |. eee 1,425,012 340,000 1,673,820 
66. Reynolds Metals Co. ................0000.. 3,393,745 1,081,584 40,445 1,122,029 186,087 2,085,629 
67. Wesson Oil & Snowdrift Co., Inc. ............ 3,381,0% 1,269,693 94,800 1,364,493 749,945 1,266,658 
2: are 3,369,957 1,153,024 179,072 1,332,096 3,890 2,033,971 
i TE Sikhs cesscsivusesoeseocers 3,330,401 574,844 19,640 594,484 316,035 2,419,882 
70. Schick, Inc. ... tates eeeeeeeeeeeneneeneees 3,271,913 . sree ne | sesteses 2,609,425 
71. Avco Manufacturing Corp. ................. 3,173,842 2,040,758 64,638 2,105,396 15,955 1,052,491 
Pi ME ChUAREAnedecevscescesescoesne 3,141,221  - a 233,849 251,741 2,655,631 
73. Chesebrough-Pond’s, Inc. .................. 3,035,220 2 arerrr 865,786 451,090 1,718,344 
SN eee 2,991,387 1,542,135 102,409 1,644,544 81,871 1,264,972 
ly Ties bosescccvesenecs ones 2,955,567 1,709,593 126,110 1,835,703 55,185 1,064,679 
ly Sw on ccousecackscecssecs 2,935,665 " ¢ ii 1,497,680 152,632 1,285,353 
lp Me TEL ain 6 60.0.054686 6505063408 2,865,735 Se 195,996 296,925 2,372,814 
78. Hiram Walker-Gooderhom & Worts, Ltd. ...... 2,831,203 a 2,830,088 eh 8 ¢esngeus 
Pee PEE. b.echeb-chbn ses accu bccweecs ce 2,826,028 ss 6 1,610,768 We A “davenass 
80. American DEE 60 s0s0Gh¢eceesuubdet 2,789,369 941,200 5,950 ae |. ceamiene 1,842,219 
8). Norwich Pharmacal iD jonkghwancsdduace be 2,765,184 1,302,266 157,576 1,459,842 305,008 1,000,334 
82. Monsanto Chemical Co. ................... 2,669,849 1,140,615 261,657 1,402,272 544,571 723,006 
83. Hazel Bishop, Inc. A846 thwednctcereseavin 2,644,770 fm? 41,465 79,355 2,523,950 
84. American Cyonamid Co. ................... 2,620,847 1,715,688 861,449 2,577,137 | ee 
85. Borg-Worner Corp. ...... 60.6... cece eee 2,602,168 2,448,130 154,038 I PS eee 
86. Gulf Oil Corp. st eeeeeeeeeerseseeeeeeeees 2,599,797 237,364 94,058 Rese 2,268,375 
87. Sylvania Electric Prbmette, Ws. wesc cccee. 2,592,519 lS 203,002 378,558 2,010,959 
88. California Packing Corp. ................... 2,551,651 1,934,727 17,020 1,951,747 83,013 516,891 
89. American Radiator & Standard Sonitary Corp. .| 2,548,024 1,632,511 26,000 1,658,511 2,763 886,750 
90. Doubleday DEINE os vccchiveweséseccdsu 2,455,139 3 irre 938,259 Gee EL oceaubacs 
91. Atlantis Soles Corp. ..... 6.0.6... .cceeeees 2,410,897 1,767,633 30,400 1,798,033 612,864 ee oe 
92. Lehn & Fink Products Corp. ................ 2,395,777 1,539,596 49,642 1,589,238 17,715 788,824 
Dh MT eeu Neeun ene sccssscccccssees 2,383,151 _. .. § eee a - seehehka 1,767,202 
94. New York Life Insurance Co................. 2,379,084 2,126,282 207,815 2,334,097 ft ee 
95. Union Carbide & Corbon re 2,370,760 1,485,695 200,982 1,686,677 64,040 620,043 
9%. Singer Manufacturing Co. .................. 2,353,023 998,463 97,950 Wee Ef céddawes 1,256,610 
97. Pet Milk Co. . sete ee eeteeeecenenneeeeeeens 2,346,238 jeer - saitéass 2,334,816 
98. Outboord Marine Corp. .................55. 2,298,428 1,908,328 14,032 1,922,360 ceesséoe 376,068 
99. Cluett, Peabody & Co., Inc... 2.241619 | 1853633 | ........ 1,853,633 146,636 241,350 
| 100. Whirpool-Seeger Corp. .................... 2,172,238 1,133,739 102,049 1,235,788 12,059 924,391 
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which $5,002,528 was in network 
tv. 

Another major shift was Phar- 
maceuticals Inc., unranked last 
year, which shot to 34th, with $6,- 
083,920 ($5,803,715 in tv). 

Bristol-Myers Co., although its 
rank changed only slightly (it 
moved from 16th to 14th), ad- 
vanced its spending from $9,865,- 
382 to $14,422,347 and nearly dou- 
bled its tv expenditure ($5,023,135 
vs. $9,132,455). 


® Another substantial increase was 
recorded by American Telephone 
& Telegraph Co., moving in rank 
from 22nd to 18th, with total ex- 
penditures rising from $7,057,170 
to $10,753,125. A newcomer to net- 
work tv, AT&T spent $2,285,036 in 
the medium in 1956. 

A substantial drop in rank and 
dollars was reported for P. Loril- 
lard Co., which fell from 18th 
($9,073,973) to 33rd ($6,116,852). 
It cut magazine spending from 
$2,627,891 to $792,009 and tv from 
$6,446,082 to $5,324,843. 

Most of the other tobacco com- 
panies held fairly even, with tv 
representing about two-thirds of 
their investment. - 


Four Roses Distillers 
Prices New Gin at $4.40 

Four Roses Distillers Co., a divi- 
sion of the House of Seagram, is 
introducing a new Four Roses gin 
in 14 states. It is expected to be in 
national distribution within three 
months. Local newspaper adver- 
tising is being used. The new brand 
is reportedly the highest priced 
domestic white gin on the market. 
It will sell for $4.40 a fifth in New 
York. 

Regional advertising is expected 
to start in about 60 days. Young & 
Rubicam, New York, is the agency. 


Faultless Names Hagerling 

Faultless Rubber Co., Ashland, 
O., has appointed William E. Hag- 
erling advertising and sales pro- 
motion manager. Formerly director 
of art and production of Sykes Ad- 
vertising, Pittsburgh, he succeeds 
Donald F. Rowley, who has been 
named product manager of Fault- 
less rubber sundries. 


GREATEST 
FLEXIBILITY 


Use one theatre, or as 
many as 16,000 theatres 
from coast to coast dur- 
ing a week. USE... 


THEATRE SCREEN 
ADVERTISING 


“APA. 
rm 
1032 Carondelet Street 
New Orleans, La. 


McCann-Erickson Opens 
Branch in Windsor; Names 3 

McCann-Erickson Ltd., Toronto, 
has announced plans to open a new 
branch at 660 Quellete St., Wind- 
sor, Ont., to service the Chrysler 
Corp. account. McCann, now in its 
fourth year in Canada, is also 
broadening its services and adding 
personnel. The agency has ac- 
quired additional space in Toronto 
and has taken over the office of 
Earl Aiken Ltd., Toronto agency. 

McCann also has named the L. 
Lawrence Dampier exec vp for 
Canada, H. K. Hutchins, formerly 
with Foote, Cone & Belding, a 
senior Canadian executive in a 
senior account capacity and Don 
MacMillan, previously with Mc- 
Kim Advertising, Toronto manager 
of radio-television. 


Eagle Pencil Distributes Kit 
to Merchandise Ad Drive 
Eagle Pencil Co., New York, as 
part of a program to merchandise 
its $500,000 advertising program 
for 1957, has sent out to its ac- 
counts a complete merchandise kit 
featuring the slogan “Eagle is on 
the move.” The kit points up all 
aspects of Eagle’s current cam- 


paign in television, radio, maga- | 


zines, Sunday supplements and 
trade books. In test markets in 
Hartford, Conn., and Portland, 
Ore., the company is experiment- 
ing, via CBS spot tv test program, 
with animation and live action in 
its commercials. 


‘Portsmouth Times’ Suspends 
The Portsmouth Times, Ports- 
mouth, Va., has suspended publica- 


tion. The Times began publication 
May 6, 1956, as a newspaper pub- 
lishing six afternoons a week and 
Sunday morning. It was published 
by Portsmouth Newspaper Inc., 
which launched the newspaper af- 
ter raising $300,000 in a public 
stock subscription. 


Moore Names Muller VP 

John H. Muller, with Moore 
Publishing Co., New York, for the 
past seven years, has been named a 


117 


vp of the company and business 
manager of the American Perfum- 
er & Aromatics. 


wORS 


GREATER CLEVELAND'S 


NUMBER 1 STATION 
SRS “Redio-Active’ MBS 


Sersen's 


|__ IMPRINTING, Inc. 


Imprinting—our specialty! 


Mail sample for Quotation or Phone us to Call 
CHesapeake 3-2050 
_! 20 South Sang amon St. 


@ Booklets 
@ Folders 


No Longer Half, 
but Enough 


Dollars Still Grow 


on Trees 


and Vines to Rank 


Us 20th 
in the Nation! 


The Mercury and News is 


the only medium 


every part of Metropolitan 


San Jose! 


4s 


Up and Coming... 


reaching 


and long-rooted agricultural riches! 


Y 110,000 Daily Circulation”* 
Up 12.2% 


V 94,000 Sunday Circulation® 
Up 13.4% 


V Total Linage 44, 
Up 11.4% 


678,251** 


* Publisher's Monthly Statement 


** Media Records, 1956 


Dollar Market ! 


Blended of new industrial wealth 


SAN JOSE 


Mercury ano News 


MEMBER OF THE METRO SUNDAY COMICS NETWORK 
REPRESENTED NATIONALLY BY RIDDER-JOHNS, INC 


Heart of California’s Second Gold Rush! 


Our Dollars Grow On Trees | 


4 et 


Strawberries 

Apricots 

Seed Crops 
Cherries 


Prunes 


Walnuts 

Green Beans 
Grapes 

Cut Flowers 


Field Crops 
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NOW A SPARKILMG’ WAX SHINE 
WITH NO BRUSHING... ~\.NO RUBBING! 


liquid boot polish 
ESQUIRE LANO-WAX 


the liquid shoe 


Amazing new 


Ef 


PCrRgqegeee 


polish all Ameriwa has been waiting fer What » 


zt 


with 4 deep, rich glow that 
ered for look Abs «ly aw work at ali © 
“ nufting Kequire Lane 


bine it gives! A brilliant wax shine 
! ubbing 7 
Wax gues on smoothly t » 
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he HAL! PRGA 4 COLORS wo 128 DUMDAT NEW RP AER 
NEW SHINE—Knomark Manufacturing Co., New York, introduced 
its new Esquire Lano-Wazx liquid shoe polish, March 30 on “Caesar’s 
Hour” (NBC-TV). A two-month campaign through May will use 
dailies, Sunday supplements and magazines. Emil Mogul Co. is the 


agency. 


Knomark Schedules 
$500,000 Extra Push 


for Lano-Wax Polish 


New York, March 26—Esquire 
Lano-Wax—a new liquid shoe pol- 
ish described as _ self-shining—is 
being launched by Knomark Mfg. 
Co. with what it calls the “most 
concentrated introductory adver- 
tising campaign ever run for a 
single shoe dressing.” 

The campaign will break in 
April with four-color half pages 
in 124 Sunday newspapers plus 
American Weekly, Parade and 
This Week Magazine, in b&w in- 
sertions in daily newspapers in 
about 100 cities, and with full-color 
pages in Life, Look, True Story and 
Modern Romances. In addition, tel- 
evision commercials will be used 
on “Caesar’s Hour” (NBC-TV) 
Saturdays at 9 p.m. starting March 
30. Business publications, direct 
mail, film slides and dealer aids 
also will be used extensively. 

Melvin Birnbaum, exec vp of the 
company, said that regular adver- 
tising on other Esquire products 
will continue throughout the intro- 
ductory campaign for Lano-Wax. 
Following the initial drive, he said, 
Lano-Wax will be featured regu- 
larly in an expanded advertising 
program through the same media 
mentioned above. 


® The company, whose annual ad- 
vertising expenditure on all Es- 
quire shoe polishes totals about 
$2,000,000, Mr. Birnbaum said, has 
set up a special two-month budget 
of $500,000 to promote the new 
product. 

Directed primarily at the woman 
and teen-age-girl market, Esquire 
Lano-Wax will be presented in the 
forthcoming campaign as an 
“amazing new liquid shoe polish” 
that produces a “sparkling wax 
shine with no brushing and no 
rubbing.” In black, brown, ox- 
blood, red, blue, tan and neutral, 
the new polish, is said to be water- 
resistant, and will be marketed in 
non-tip bottles at 25¢ retail. 


ARTHUR J. WIELAND 
DEARBORN, MicH., March 26— 
Arthur J. Wieland, 61, vp of the 
Ford Motor Co., and general man- 
ager of its international division, 
died yesterday at the Henry Ford 
Hospital of complications follow- 
ing an operation. 
Born in Sandusky, O., he at- 
tended Ohio State University and 
left in his senior year to enlist in 
the Army in World War I. 
Following the war, he worked 
as a copywriter for Chicago agen- 
cies before becoming an advertis- 
ing salesman and later manager 
of the merchandising department 
of the Hearst Newspapers in Chi- 
cago. 
In 1924 he joined the export 
division of General Motors Corp. 
and later became general manag- 
er of several of GM’s foreign of- 
fices. He became general manager 
of GM’s export division in 1933 
and later was named vp in charge 
of sales. 
Mr. Wieland joined Ford in 1949 
as general manager of the inter- 
national division and was elected 
a vp in 1951. 


VINCENT J. DUNN 

New York, March 26—Vincent 
J. Dunn, 57, art director of Con- 
solidated Lithographing Corp. for 
the past 25 years, died last night 
at his home in New Rochelle, 
N. Y., of a heart ailment after an 
illness of two years. Born here, he 
studied at the Art Students 
League and then joined the art 
department of the old Albert 
Frank & Co., now Albert Frank- 
Guenther Law. After several 
years with the agency, he joined 
Consolidated in 1932 as art direc- 
tor. 


CHARLES E. EMERY 

BaLtrmore, March 26—Charles 
E. Emery, founder of Emery Ad- 
vertising Corp., and veteran agen- 
cy man, died March 23 in Annap- 
olis, Md. 

Mr. Emery founded the agency 


Source: Bureau of the Census 
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Agencies (with Payrolls) Giving ‘54 Receipts, by Income Sources 


-—— Gross Revenues  — ee ea 
Sales of Income Average 
No. of Total Materials, Commissions on Sales Service % 
Estabs Receipts Billings Services on Billings of Materials, Fees Other on 
(000) (000) (000) (000) Services (000) (000) (000) Billings 


iesinin eves 2,798 $3,110,358 $2,579,689 $470,690 $379,959 $79,290 $49,068 $10,911 14.7 
N.Y.-Northeast NJ . 661 1,455,442 1,229,290 208,650 174,099 33,810 14,012 2,860 14.2 
RINE Gothdddanesndsalbs.«.vsoscosevesccoses 279 487,009 423,896 57,120 63,741 9,542 4,373 1,620 15.0 
EE ee 200,692 161,001 33,378 24,398 4,335 5,681 632 15.1 
LA.Long Beach ooo... ccccccseensnee 188 96,919 80,781 14,002 12,425 2,575 1,815 321 15.4 
PINE Sears se. -ccccccssenssesein 92 88,493 73,614 13,11 10,991 2,175 1449 219 14.9 
IIT Wlutacdinedes ccsesecexcesdsanie 107 83,721 65,764 15,301 10,160 2,420 2,289 367 15.4 
i TIE idan bcesbedliniie-< nccesoescansseede 57 68,476 56,385 11,129 8,547 1828 898 64 15.1 
SIE Niteintisagichbnes-ncvovnesocncossoes 67 67,290 49,760 13,783 6,759 1,909 3,466 281 13.6 
BOI “Ghaclsvesceststccoesis...ccescoszcescusees 77 46,341 36,876 8,114 5,436 1,609 1,204 147 147 
Minneapolis-St. Paul .................. 52 46,749 39,203 6,884 5,904 1,112 64) 21 15.0 


(Continued from Page 1) 
agencies for space and time on be- 
half of clients. 

The tables released today dealt 
only with the 3,267 agencies which 
had paid employes in 1954. It 
showed their receipts (before pay- 
ment for space and time) amount- 
ed to $3,165,724,000. These agen- 
cies employed 45,607 persons and 
had payrolls amounting to $307,- 
802,000. There were 2,060 propri- 
etors of unincorporated businesses. 
Since not all the smaller agen- 
cies supplied complete breakdowns 
used by the bureau, the detailed 
tabulation covered only 2,798 agen- 
cies which operated throughout 


Agencies Average 
Commission: 14.7% 


pared with 1,628 in 1939, and a 
$54,000,000 payroll of 16,936 em- 
ployes. 


® The $519,200,000 of gross agency 
income for 1954 compares with 
$395,000,000 reported after the 1948 
census and $97,000,000 in 1939. It 
is the first estimate of gross in- 
come after payment for space and 
time for which the bureau has 
computed from the 1954 data. 
Detailed breakdowns for 10 ma- 
jor metropolitan areas show the 
New York-Northeast New Jersey 
standard metropolitan area had 
43.3% of all agency receipts. New 
York and Chicago combined ac- 


the year. 
In 1948 the bureau counted 3,279 
advertising agencies with 38,739 
employes, and with payrolls total- 
ing $194,000,000. This in turn com- 


counted for 69% of the commis- 
sions on billings, 60.1% of the 
income from sale of materials, 49% 
of the service fees and 46.8% of 


New York had 19,696 of the total 
43,607 employes in the field, and 
$143,151,000 of the total $307,802,- 
000 payroll. Chicago agencies em- 
ployed 5,861, with payrolls of $44,- 
691,000. No other areas had more 
than 2,000 employed. 


s Breakdowns showed that 103 
agencies with receipts (before pay- 
ing for time and space) in excess 
of $5,000,000 accounted for almost 
exactly half of the $3,165,726,000 
of total receipts of all agencies, 
with 46 New York area agencies 
in the over-$5,000,000 group re- 
porting $927,199,000. 

There were 21 top-bracket agen- 
cies in Chicago, 10 in Detroit, four 
in San Francisco-Oakland, four in 
Philadelphia, four in Cleveland 
and three in Minneapolis-St. Paul. 

Nationally, in addition to 103 in 
the over-$5,000,000 group, the bur- 
eau reported 129 with incomes of 
$2,000,000 to $4,999,999; 194 with 
$1,000,000 to $1,999,999; 387 with 
$500,000 to $999,999; 1,260 with 
$100,000 to $499,999; and 695 with 


other receipts. 


Source: Bureau of the Census 


less than $100,000. . 


Agency Income by Agency Size and Income Source 
Agencies with Payrolls: 1954 


Reporting Sales of Reporting Sales of Service Other 
Media Materials, Services Fees Receipts 
Receipts Receipts Receipts Receipts 
Total from This from This from This from This 
Receipts Source Source Source Source 
No. (000) No (000) No. (000) No. (000) No. (000) 
United States, all establishments ... 2,877 $3,120,361 2,877 $2,587,385 2,233 $471,698 1,852 $50,304 593 $10,974 
Agencies with | receipts of 
$5,000,000 and more .............. 103. 1,812,953 103s: 1,551,937 101 241,014 83 17,039 33 2,963 
$2,000,000 to $4,999,999 ........ 129 393,380 129 335,742 118 52,370 95 4567 % 701 
$1,000,000 to $1,999,999 .... 194 273,554 194 214,150 179 52,765 145 5721 46 918 
$500,000 to $999,000 ........ : 387 271,001 387 211,254 326 50,168 287 7,532 110 2,047 
$100,000 to $499,999 00.00... 1,260 300,679 1,260 224,232 973 61,928 800 11,445 259 3,074 
Less than $100,000 .............. 695 38,106 695 26,026 461 8,211 386 3,283 90 586 
Establishments not operated 
entire year, total .........00000.... 109 30,688 109 24,044 75 5,242 56 — 685 


first president of Historic Annap- 
olis Inc., an organization dedicated 
to preserving and publicizing the 
colonial heritage of Maryland’s 
capital city. 

He also was a nationally known 
figure in amateur photography, his 
work having won several national 
awards. Mr. Emery was a lieuten- 
ant colonel in the U. S. Marine 
Corps Reserve. 


THOMAS B. CROMWELL 
LeExINGTON, Ky., March 26— 
Thomas B. Cromwell, 86, veteran 
horseman and founder and pub- 
lisher of Blood-Horse, a breeders’ 
magazine, died here yesterday. 
Mr. Cromwell founded Blood 
Horse in 1929, sold it in 1935 and 
then founded the Cromwell 
Bloodstock Agency, which he sold 
in 1953. During his career he 
worked on various newspapers in- 
cluding the Louisville Commer- 
| cial, Cincinnati Enquirer, Lexing- 
ton Transcript, and the Chicago 
Daily Racing Form. He was also 
at one time a part owner of the 
Kentucky Stock Farm, a trotting 


Emil Mogul Co. is the agency. e 


in 1929. He also was founder and 


horse monthly. 


Groden Leaves Shappe-Wilkes, 
Forms Agency, Groden Inc. 

Sam Groden, formerly vp and 
general manager of Shappe-Wilkes 
Inc., New York, has opened his 
own agency, Sam Groden Inc., at 
235 E. 58th St., New York. The 
new agency specializes in the elec- 
tronic and photographic industries 
and related fields. 

Several of the accounts he han- 


moved to the new agency. Among 
them are Orradio Industries, Am- 
perex Electronics Corp., Morhan 
Exporting Corp., Precision Ap- 
paratus Co. and two of its sub- 
sidiaries, Pace Electrical Instru- 
ments and Paco Electronics Co. 


Plugs Colored Formals 

West Mill Inc., maker of Lord 
West colored formal wear, plans 
an expanded campaign for its line 
of dinner jackets and tuxedos. 
Copy theme will be “Brighten 
Your Formal Picture,” and con- 


sumer advertising is slated for Es- 
|quire, Playbill, Playboy and The 
|New Yorker. A business paper 
‘eampaign including dealer aid 


dled at Shappe-Wilkes have) 


material is also planned. David J. 
Mendelsohn Advertising Agency, 
New York, is handling the cam- 
paign. 


Pepsi's Sales Up; Net Dips 

Sales of Pepsi-Cola Co., New 
York, rose to $69,139,792 in 1956 
compared with $62,823,327 in 1955, 
but net income dipped to $8,884,787 
in ’56 from $9,456,766 in °55. The 
company attributes the decline in 
jearnings to an abnormally cool 
summer, a one-month stoppage at 
the company’s largest bottling and 
concentrate plant and currency re- 
strictions in several foreign coun- 
tries. 


Magazine Ad Revenue Rises 

Magazine Advertising Bureau 
has announced that January-Feb- 
ruary advertising revenues were 
at a record level of $93,000,000. 
This volume was carried by the 86 
general and national farm mag- 
azines currently measured in the 
PIB service. In the first two 
months of 1956, the same 86 mag- 
azines carried a volume of $88,- 
600,000. 
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Prove Your High Readership Justifies High 
Ad Cost, Porter Tells Weekly Newspapers 


NEw  YorK, 


March 26—The|tional advertiser “weekly news- 


problem of the weekly newspaper | paper conscious.” 


is to prove that its high reader-| 
ship justifies its high advertising 
costs. 

That’s the essence of what) 
Weekly Newspaper Representa- | 
tives was told here this week by 
two top media men. 

Arthur A. Porter, vp and direc- 
tor of media for J. Walter Thomp- 
son Co., stressed the demands 
made for more efficiency in ad- 
vertising. He commended four 
areas for action to the weekly 
publishers—information, personal 
merchandising, review of the 
weekly rate structure, and the 
importance of doing a good local 
news reporting job. 

Weekly newspapers recorded a 
30% gain in dollars from national 
advertising between 1954 and 1956, 
Mr. Porter noted—the same pro- 
portionate increase as total na- 
tional newspaper advertising. But 
only about 15% of weeklies’ total 
linage is national, and about half 
of that is passenger car advertis- 
ing. 

Weeklies, he said, ought to pro- 
vide information to advertisers to 
justify the cost (eight to ten times 
that of metropolitan daily adver- 
tising). And he suggested re- 
search to document higher read- 
ership, greater confidence, loyalty 
and other claims made for week- 
lies. He suggested greater use of 
merchandising and also lining up 
tie-in advertising. 


® The rate structure, he said, 
does not allow discount incen- 
tives, and it is prohibitively high. | 
(Weeklies’ millines average ten) 
times metropolitan dailies, seven 
times higher than those of dailies 
in cities of 50,000 to 250,000, and 
four times higher than those of 
dailies in cities of 25,000 to 50,- 
000.) And he urged study of vol- 
ume or frequency discounts. 

He urged that dailies improve 
their mews coverage, particularly 
as creeping cities obliterate for- 
mer geographical divisions. And 
he held out the hope that, if 
weeklies keep pace with a chang- 
ing economy, by 1965 their na- 
tional advertising revenues should 
amount to $34,000,000. 


® One of the chief stumbling 
blocks which confuse national ad- 
vertisers in their selection of 
weekly newspapers as an adver- 
tising medium is the matter of 
membership in the Audit Bureau 
of Circulations, according to An- 


ton W. Bondy, print media man- 
ager of Lever Brothers Co. 

Stating that the weekly news- 
paper is a good medium for the 
national advertiser, Mr. Bondy 
said, “It is a fact of business life 
that the national advertiser and 
his agency have been conditioned 
to think of proof of circulation 
paid for in the tangible form of 
an ABC statement.” 

Mr. Bondy said it is unfortu- 
nate that many weekly publishers 
feel membership in the ABC has 
been unnecessary. In media de- 
cisions of national advertisers, 


ABC verification of circulation is | 


most important in planning media 
schedules, he said. 

“When [the media buyer] ex- 
amines a field of media where 
non-ABC membership is the gen- 
erality rather than the exception, 
his judgment of that field as a 
potential advertising medium may 
well be swayed,” he said. 

(Of 8,500 weekly newspapers in 
the U. S., only 460 are audited by 
ABC.) 


# Mr. Bondy said the greatest ef- 
forts of weekly newspapers should 
be in the area of pre-selling the 
medium. But, he said, up until 
now no concerted industry effort 
has been made to keep the na- 


By promoting through an asso- 
ciation effort, Mr. Bondy said, 


| weeklies could make an indelible | 


impression on the thinking of the 
national advertiser—“18,529,000 
circulation in Hometown U.S.A. 
is a lot of circulation,” he said. 
Weekly newspapers represent 
the only major advertising medi- 
um which has fallen behind in 
this parade, he said. . 


Neil Will Leave ‘Inquirer’ Post 
June 30 to Resume Law Practice 

George M. Neil, general manager 
of the Philadelphia Inquirer since 
January, 1951, has announced he 
plans to resign that position June 
30 and resume law practice. 

He has been associated with 
Triangle Publications Inc. since 
1945. He previously practiced law 
and served as law secretary to the 


former chief justice of Pennsyl- 
vania, John W. Kephart, and sev- 
eral other justices of the state su- 
preme court. Mr. Neil said he plans | 
to retain an association with Tri- 
angle Publications. 


Twedt Joins Burnett as AE. 

Dik Warren Twedt, research di- 
rector of Kenyon & Eckhardt, Chi- 
cago, since last summer, has joined 
Leo Burnett Co., Chicago, as an ac- 
count executive. Mr. Twedt pre- 
viously was on the research staff 
of Needham, Louis & Brorby. 


Huseth Joins Promenade 

James Huseth has been named 
to the sales staff of Promenade 
Magazines Inc., New York..He was 
formerly with the Home News, 
New Brunswick, N. J. 


‘Winston-Salem Co. Buys Stock 
| Winston-Salem Broadcasting 
'Co., Winston-Salem, N. C., has 
|purchased 80% 
WAPA-TV, San Juan, NBC affil- 
iate in Puerto Rico. 


of the stock of| 


You Select the © 
” Community— 
eport Its Pulse 


You naine the city or town—there, at 
your service are USIC interviewers. They 
are professionals, trained in asking the 
right questions (yours, if you wish) the 
right way. 


All USIC interviews are GUARANTEED! 


: We 


KNOW— They are supervised, edited and validated— 
Before You honestly done, thoroughly reliable and usable. 
GO! Always available anywhere—the USI NET- 


WORK—a nationwide system of Interviewers. 
You save all the details involved in dealing 
with individual interviewers. 


@ FREE! “Simplified Sample Size Chart”—a most helpful table 
for research people. Send for! No obligation! 


UNITED STATES INTERVIEWING CORPORATION 
Afflicted With BEN GAFFIN & ASSOCIATES — Marketing and Opimon Research 


141 West Jackson Boulevard 
‘Chicago 4, Illinois 


Boord of Trade Building 
WEbster 9-4000 


family is 39.3% above 


@ As you see, our people are not prone to have cold feet 
... when sleeping or spending! In fact, the Federal Reserve 
Bank of Chicago, in its latest annual report, calls us 
Indiana’s “boom town” . 


.. and predicts that this boom is 


here to stay. How right they are! Our average income per 


the national level* . . . and our 


general merchandise sales are a stratospheric 82.6% above 
the national average! So whether you're selling bed 
warmers or bottle warmers, consider these facts about our 
great and growing market: 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


* Salés Management, Survey of Buying Power, May 10, 1956 


they Buy More because they Have More! 


> It’s Bic. 


> It’s Sreapy . . . a balance between industry and agri- 
culture that assures a stable market. 


> You get Saturation Coverace of the metropolitan area, 
plus an effective bonus coverage of the 44 surrounding 
counties in The Indianapolis Star and The Indianapolis 
News. Write for complete market and circulation data, 


Member, Metro Sunday Magazine Network 
Member, Metro Sunday Comics Network 
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Advertising Age, April 1, 1957 


March Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


- Pages , co Lines , r Pages _S— Lines . 
March March Jan.-March Jan.-March March March Jan.-March Jan.-March March March Jan.-March Jan.-March March March Jan.-March Jan.-March 
1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 
Weeklies, Bi-Weeklies, Semi-Monthlies | True Story ....ssssesss.. _ 70.2 67.6 _16L.9 154.2 30,133 29,014 69,386 (66,146 
eo GREET 43 3 1917 2019 31888 31879 =. | Total Group ........... .. S571 M25 Tis0e Tike 196205 Wess “F616 “505,614 
a... 27.5 29.4 82.7 97.9 27,542 29,359 by a | NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups inciude all advertising carried by 
os gael aimee 376.7 401.0 924.5 975.5 256,178 272,680 628,642 663,330 the anny RF whole PLUS additional advertising carried by each individual publication. ¢ Published bi-monthly; figures 
vein venngvare 138.7 1214 3124 3158 94282 82599 212405 214,724 | t "© March ‘seu. 
eae 454.2 475.6 1,005.3 1,058.4 194,882 204,024 431.281 454.060 | 
Re knee gccsseses 2782 2745 #7392 719.0 121,044 115315 310.464 30198: | Business 
Presbyterian Life ............ 11.7 18.5 32.5 45.5 4,914 7,754 13,642 19,100 Barron's... 0. eee eeeeeeeees 80.5 91.0 228.5 255.8 52,851 59,925 149,918 167,864 
aaa 15.0 22.6 46.6 615 6,315 9,485 22,739 25,835 | Business Week .............. 613.8 5768 1,499.9 1,386.2 257,809 242,273 629,958 528,187 
Saturday Evening Post ...... 336.6 387.4 752.3 827.3 228.872 263,429 $11.592 562.530 | tOun's Review & Modern Industry 75.9 70.6 223.2 194.1 31,875 43,465 93,748 119,557 
Saturday Heview ............ sai a = y v4 4 34,314 100,128 97,944 — We ~~ édeewsdesec = 54.4 182.3 173.4 27,374 22,841 76,585 72,811 
Sporting News ............ 26. . 69. . . 24,955 75,578 65,537 MD wennatade phaeeas 73. 67.8 216.5 200.4 30,769 28,503 90,910 84,173 
Sports Ilustrated .......... 125.0 93.2 291.6 221.8 53,667 39,921 125,024 ne | COUR cenaesessanegtees: 202.0 168.0 495.0 466.3 127,664 106,176 312,840 294,670 
fe 288.3 309.0 763.0 811.7 121,067 129,819 320.417 1006 | Nation’s Business .......... 608 538 1588 1336 26,064 23,119 68 4 
TV Guide 599 383 1340 836 10892 6965 24,384 * “Ti , a) “LOSER 
RAS ARIES iy ae ’ . . , , 15,209 Total G ro rem © me ame 809.8 554,406 ~526,302 "1,422,117 
US. News & World Report... 315.3 310.0 7689 782.3 132,426 130,191 322,962 «328557 | + Changed from Glé-line page to ‘apts ¥ in ‘auue ina ee ee ee 
Total Group ............. 25950 26305 62701 6,597.9 1,324,628 1,326,290 3,181,488 3.271.550 ' 
Not included in totals. tLinage for March 31, 1957, issue not included. Also, Grit had five issues in March 1957 and 
four issues in March 
— Magazine Linage Trend ‘iw: i» Tousnds 
* 
F Women’s 
e GBride’s Magazine .......... a 1992 167.2 ———_— <= 12288 165,677 WEEKLIES 
: Everywoman’s Magazine ...... 27.4 43.2 53.5 95.7 11,744 18,524 26,611 41,045 1957 
Family Cirle .............. 519 733 1260 1664 22,265 31,446 54,053 71,385 
Good Housekeeping ........ 1394 1436 3034 3109 59,791 61608 130.161 133363 | MARII325 | 
Ladies’ Home Journal ........ 138.0 126.0 2928 275.7 93,824 85,657 199,133 187,458 | 
EN Canada tlw’ voo0s 107.3 84.9 2368 2026 72,948 57,752 161,038 137,773 FeB.| 1.043 j 
Parents’ Magazine .......... 70.3 714 159.0 1541 30,228 30,691 68,445 66,256 
ee et kccveses ve 1289 1218 288.8 284.9 87,636 82,855 196,410 193,713 1956 
Nestern Family mar. ERPTA 
Southwest Edition ........ 26.0 28.7 56.3 70.1 12,166 12,309 24,151 30,435 * ie 
#Mountain Edition ........ 24.6 26.4 52.8 646 10,56 11,323 22,655 27,702 
#No. Calif. Edition ...... 25.2 27.3 54.9 68.0 10828 11,691 23,557 29,186 | 
ztNorthwest Edition ...... 25.9 27.7 57.1 70.9 11,093 11,894 24,502 30,416 | Ww , 
Woman's Day ...........005 45.0 520 1110 136.0 19,330 22,320 47,517 58,418 re ggg 
I ag tad 734.2 740.9 1,820.7 18636 408,932 “403.162 1.035.568 1,025,523 
§ Published quarterly; figures shown are for spring edition published Jan. 15. ¢ Includes school tinage. t Includes Shopping MAR|409 | MAR[554 | 
Scout section linage. 2 Not included in totals. 
FEB. FEB. 
General 
1956 1956 
American Artist ............ 276 «=. 24.5 77.0 87.3 11,601 10,293 32,332 36,645 
American Forests ............ 20.0 4 49.8 51.3 8,400 7,728 20,916 21,546 
American Legion ............ 136 06173 45.3 51.3 5,714 7,302 18,977 21,567 
ee aaa 578 591 1778 «£«(1754 +« 16.978 17,382 52,258 51,561 
TE i dis is daneceasd 27.9 229 59.9 54.0 11,983 9,834 25,716 23,176 
Ee caudal 410 40.3 1034 1030 17.255 17,104 43,455 43,301 
ie aes cx ste 5.0 5.3 21.0 20.0 2,120 2,244 8,861 8,441 26.7 93.5 m2 wm ues $8,743 33,340 
ns canesseséteat 43.2 340 1294 83.0 7,862 6,188 23,551 15.106 26.7 779 75 980 18.140 
Cosmopolitan 22... cc... 221 23.7 67.7 634 9495 10.138 29,057 27,204 rt =7 aa i — 
Engle Magazine ............ 9.1 9.7 a ws ans 4,082 ae my Scholastic Mayazmes ........ 352 SLS 1295 127.7 14,778 21,829 54,405 53,624 
ag He: 6.0 60.9 173.9 . ’ 41,448 18, E52 | Scholastic Rete 
Gis Gein ........... - yas 146 7 438 6365 6266 17,042 18,791 ERD cots sessrses 49 60 87 6 4D 52576 0215407 
STE sccosedanteos: 490 611 1573 178.0 33,312 41573 106875 120,959 | ‘otal Grow ............. 69 T4S RAT Bes “Sil “S345 Woes ~is77is 
sive ax exons 149 18.0 47.0 51.7 6,244 7,567 19,868 21,700 
eines adaens 188 8620.4 512 559 12615 14,084 35,236 38.482 | Outdoor & Sport 
Fortnight... .. sees eeeeeeees 22 39 86 79.1 8.470 = 12,579 29,218 = 33,229 | American Rifleman .......... 47.7 56.7 1398 160.2 20,480 24,738 59,980 68,922 
TD oan cis sesasacdec 30.0 31.0 74.0 74.3 12,675 13,030 31,219 31,245 | Field & St 
| ng SE — oe oa — wa oo Hy aa MOD sisavdaaadss 85.4 897 1939 1997 36613 38,485 83,194 85,660 
teeeeeseceeens . . . . . ’ , is sevtevihsadecceciss ~CE Te 69.0 70.4 9,931 9,083 29,588 30,202 
Harper's Magazine .......... 421 468 107.3 1122 17,688 19,664 45,058 47,132 | gutdoor Life 5 652 2082 2050 S83es 36950 
MEET dsaves vsckees 9.0 89.8 2457 2227 67,304 61,075 167,097 51.410 | soorts afield 7 = 
Improvement Era ........ 258 249 673 £665 10843 10,441 28.273 «27,915 dette, ae - me moe See ae _77,247 
ND oss chtsccscontes 36.1 347 1021 84.5 24,679 23,714 69,894 57,817 Total Group ............. 320.0 3340 7729 815.4 137,251 “143,686 331.569 ~ 349.969 
Motor Boating .............. 128.0 1240 514.0 4940 75,387 72,961 302,086 290,510 
National Geographic ........ 544 550 1314 1223 12839 13,011 31,165 29,017 | Mechanics & Science 
reeneeeeeerees renee 12.1 0.9 31.9 41 5,096 406 13,426 1,736 | Mechanix Iustrated ........ 794 77.7 2352 230.1 17,785 17,396 52.672 51,551 
ES IR Sone 216 228 58.7 72.2 9,249 9,789 25,178 30,961 | posuler Mecha 
Reader’s Digest a0 0 113.0 86.0 7462 6552 20.566 15.652 ‘op lar echanics .......... 126.6 151.2 382.4 462.8 28,363 33,866 85,664 103,656 
seeeeeereees . ’ ; , ; Poputar Science ............ 1220 138.0 373.1 426.2 27,319 30,900 83,565 95,471 
sc edicts cvadiess 12.5 8.8 7 27.5 5,344 3,791 16,152 11,823 | science & Mechanics 7. 2 88 ek ln |e 
a ul dalaten 396 31.5 86.3 78.2 16997 13,501 37,011 33,555 ite a. 
SD tte seuiiuka see mMé 059 a9 208 6118 2,466 17,616 8.710 | , Total Grou ......... cons (425.1 466.12 =| 84S 11284 = 95,107 = 104.383 267.926 299,162 
SS ees oe beso 16.3 124 29.1 24.1 6.989 8,496 12,480 16,215 | * Published bi-monthly. Figures shown are for March-April issue. 
{Together ......... os j- 47 0 oe 5,527 14,372 
Tom & Country 624 743 1804 1883 39,416 46,945 113,989 119,028 | Detective & Fiction 
On ck g 26. 29.4 66.5 8 11472 12,612 28,512 25,230 
Yachting. ..... 00... — 20 2S 2 © G6 G2 ON O08 l\teucine we ist wn Bee le he 
Total Group ..... ...... Ta7s4 T2390 “Se804 34879 “625,595 “617.233 1,818,525 1,779,610 | Thrilling Fiction Group ...... 78 #85 2l 20 1,744 ©1902 4.740 5.379 
oa ane eae bl og Sa page in November 1956. Formerly Christian Advocate | torsi Group ............. 7 «|OS76)=Ssi20)Ssi«itS SCCM SOHC«CTK;«SS05 39.421 20.288 
H Newspaper Sections (I) 
ome (Nationally distributed with Sunday newspapers.) 
American Home ............ 87.6 93.2 1783 198.1 55.332 58,844 112,664 125,200 
Better Homes & Gardens ...... 146.6 169.6 3069 347.0 92,632 106,218 193,965 219,317 | SThe American Weekly ...... 71.4 G01 1812 169.7 60,698 51,085 154,022 144,245 
Flower Grower .............. 66.0 80.0 165.0 185.0 27,700 33,642 69,412 77,994 | SFamily Weekly ............ 52.4 29.8 129.5 83.3 44,561 25,336 110,100 70,824 
House Beautiful ............ 115.6 1144 229.0 250.1 73,089 72,270 144,723 158,033 | a ae teens . 85.7 76.5 194.5 204.6 72,860 64,997 165.330 173,898 
House & Garden ............ 85.3 83.9 161.8 166.4 53,917 53,043 102,242 105,188 | tThis Week Magazine eneaess 104.8 94.9 252.0 241.6 89,042 80,633 214,169 205,364 
SEE Sedscnccecssenecs 44.0 52.6 98.8 122.2 20,261 22,546 44,353 52,405 Total Group ............. 314.3 261.3 757.2 699.2 267.161 222,051 643,621 594,331 
Living for Young Homemakers 819 72.5 155.1 174.5 51,766 45,804 98,028 110,268 | ¢ Five issues in March 1957; four issues in March 1956. 
Popular Gardening .......... 621 610 1586 152.1 26,090 25,619 66,593 63,897 
_— 7 eh epee 1565 1651 3212 3425 65,744 69,380 134,922 143.883 | Newspaper Sections (II) 
ES 845.6 6 L7MT TST WEST “GBT366 966.902 TOSEIBS | can other newspaper sections) 
#Cheiago Tribune Magazine .. 152.1 1244 3459 353.2 129,309 105,793 294,090 300,462 
Fashion | SFirst 3 Markets Group ...... 64.5 57.4 1525 1485 54825 48.790 129,625 126.225 
he Ie 118.8 1224 255.1 2841 50,964 52,493 109,437 121.862 | §New York Times Magazine .. 295.6 203.6 757.2 739.9 251.251 173.068 
ee  cawas 107.6 1046 2659 2663 46,142 44862 114101 114,244 | a aor «aa fo a ae 
Marper’s Gaza... «12213630 293.6 «= 329.9 «= «s«76.575 = 86.129» «185.538 208.526 | , (ota! Group voescssss 360.2 261.0 909.7 = =SEB4 §=6306,076 §=221.858 773,268 755.102 
ae ........ ih 95.7 1147 231.4 289 4 41.052 49.216 99.267 124 162 | ; ah in March 1957; four issues in March 1956. + Not included in totals as it also is a member of First 
Radi disttieecvens 176.4 171.7 4836 4612 121,514 108,516 305,609 291,504 | a 
IN css cu causbes 619.7 649.7 15296 16309 326247 341,216 813,952 860,298 | Comics Magazines 
American Comics Group ...... 7.0 7.0 21.0 J J F 
Movie-Romance-Radio | ivy Gules Gee... 9.0 9.5 18.3 oy} Sane ison Hees sae 
Dell Modern Group: National Comics Group: . 
Modern Romances ........ 8 33.4 79.6 78.0 15,801 14,324 34,143 33,475 | fb Pt eee 7.0 5.3 23.0 17.1 2.646 1,985 8.713 6,456 
Modern Screen .......... 322 338 69.3 70.9 13,828 14,505 29,732 30.413 Blue Unit .......... yess 7.0 5.3 21.5 16.1 2.646 1.985 8,181 6.078 
Sereen Stories ............ 24.2 26.1 55.9 611 10,365 11,207 23,979 26,233 Total Group ....... ae wo Di «(aE 732 «T30 | 6T |e OC Te 
Foweatt Wenes ’s Group — jens sin nae a snide ein + Published bi-monthly; figures shown are for March-April issue. ; 
re . \y t y x 
True Confessions ........ . 300 202 68.7 55.2 12,854 8,669 29,469 23,660 
BR ey la ai 8 rt >. on ns 4 4 Canadian National Weekend Newspapers (Rotogravure Linage) 
ae Hillman Women’s Group ...... 21.0 12.) 58.2 §2.1 9,038 7,803 24,980 22,380 CUM ME  Webenetcébeisane 77.3 687 165.1 163.9 77.262 68,667 165,126 163,863 
ideal Women’s Group: “IRs p ee opaitey 725 747 1535 157.1 72586 74,788 153,486 157.140 
Intimate Story ........... 226 20¢ 59.4 58.5 9,713 8,595 25,487 25,098 | tStar Weekly ............ 95.3 92.7 212.0 187.0 83.344 88,096 185.856 177.628 
ee 25.5 23.4 69.3 59.5 10,933 10,024 29.730 25.514 Weekend Magazine .......... 129.0 120.7 264.2 239.6 125,738 117,637 257,630 233.612 
Movie Star Parade ........ 23.4 23.4 67.2 596 10,047 10,052 28,832 25,602 Total Group ............ ~3041 358 O48 “W876 358990 3018R Ver0oe Fada; 
—— Romances ........ os 4 = zs ane pind . = oy tFive issues in March 1957; four issues in March 1956. { Changed from 950-line page to 875-line page in Someta SOR 
oi nbdapensocn “2 us 28.2 23.0 6.090 5,068 12.087 9,862 
True Story Women's Group Canadian 
an ec cesces 39.9 43.4 95.4 99.9 17,138 18,622 40,925 42,841 Canadian Home Journal ...... 45.0 459 97.9 103.6 30.600 31.212 66.572 70,448 
TV-Radio Mirror .......... 15.8 23.4 459 641 6,766 10,U32 19,677 27,497 —— Homes & Gardens .. 39.7 443 96.6 96.5 27.013 30.095 65.701 65.657 
True Experience .......... 17.1 24.2 495 68.7 7,338 10,373 21,232 29,493 ie ; 39.1 417 95.9 101.0 26,599 28,382 65.225 68,684 
True Love Stories ........ 1720 «(246 50.4 68.7 7,382 10,541 21,608 29,460 : 
. Trwe Romance ............ 17.3 24.3 48.6 67.9 7,428 10,421 20,866 29,115 (Continued on Page 122) 


Se aly Bree > ie Bae A NOT OES. a Neocon en era ere ea eee Sat atin ast ee Re Ge er eer mya aaa eee eee eT ee ae ros cS _ _ 
ee, ee 3 es ~ Pe a ght ec Re Tg Sime Mm A mat oe aaa aes ee NE Se eee a ee «= SpjpalinaalaaaC aiaies a 5s ee teens a cE ie, ied at e “ita Ms a oli 
" a oa cise tee 3 : i ete Ml fet oR ae ae oe BA Ce ee ee ee 7 NAS aoe aa . _ - = Se Aine Seals 1 a ae eal Pee! aegnigg Fo en Se 2 r _ 
es ee ae il = oye SP i RRR ola an eilae piece ea ‘nape : na “ on re ae ee pee eee ioe ott ae en eames: - x nace eer 
a Se go: a Yi ipa AL RR LS fy. abe Nay ae a te eee a eee SL: i ee ee ti Wilt eR i, CR ee ae ae 
a <a pa il =f > a iy gees 8s att jy oe PR ERE 9 55>" a xe a ere eog. ee ONY a sear Sa Ae eae JORGE. ©) ee ees, Si vv ae i 1S (eS es 7 ha Was ? * ieee ems sg al a — Vag Fes, 
a Se eee ee ee Se ae 
i . ; » ete” 
* 
ey 
ed oe 
i + bec 
Baas 
“ a : 
: 
* 
nA 
ey a 
. 2 - 
i - 
r “ye 
a 
pia ll 
aed 
ir cae 
F = 
. 
. a 
‘og 
me 
7 4 
F i, 
: sen 
cee 
a m ' 
q ~ 
he om 
io 
ad 
et 
we¥ 
- 
3 ‘a 
% 
‘ior, 
ae 
Bonen Go| 
a: 
5 
ed 
grow 
ao 
* 
hs 
ee 
oo: 
ie 
ary 
uae 
ee 
7 
. as 
yo 
yi », 
‘ea 
+f 
Aba! 
R 
i 
a 
= 
cH 
¢ 
Fe ees hea ee he to 2 5 dial 2 i ioe id i ie Maa ba eae ee ee ri re Pea Gk ed eae ee « . See ee wee fae ms Oe ee Ve oe ee ese ea 
DE Rae e hte Pash as ie Cee ah Gig hs hhh dd eee 0 Eckel Oe CRs ee Lae OO NE al ee ai hy at ae ee atte Oe ae ee a ae oe ete eel Cae et eee 1 oe a oe 
pre, uae eer ar a Gh Sa Bri, Oh et? Ee OLIN Leer ea ca na EG Bee Ree tir yee Or eer eer ee erie ik ; peer Pek en, ae es Gigi f° ete an a a Bes sale Bs : 
BRS. (Arar aoe ac aa aoe elem ion me Ween GV Gove sine aig ee Fame i ae ks ek eS ee Seen i Ce le oe ee en es ON I RG RE Ur ae mad Ce ae ae 
eee rt Saas, ea Seip ae “ SP ne Ee ya ae | Ce ae”. ee oe ies eran = eeatags de ee As ee eee oe PT yn eee md ho ee 0", ee ae ee ae a a ba ba ee ee ee ee ib 
Ses 7 SS EE ee ree WEL IS tie GR EEE ON Pies ene DMM seals oct | Mere ee Al PORES op net ee yk od ee a Sdinbeoc aur ge 8s 9 ei er ee 1 eng a eS Ee ny = oe tae Sa ee ee uae 
MONAT ree eG NyON Eek A SN RS eee a Ret aes RILa AES Oi a, | a a et INR ba sae Reem to <<. es ee i Ruel os eae OMe ae oe 


BIGGE 
IN LOOK HISTORY 


Year after year since 1946, LOOK has grown bigger 

than the year before in both circulation and advertising 
revenue. No other major magazine can match LOOK’s 
record of continuous growth. 


Look firmly believes that success is a journey—not a 
destination. Now, another chapter in the LooK 
success story — 


The first quarter of 1957 was again the 


ST 1°’ QUARTER 


Biggest in circulation. 
Biggest in advertising revenue. 


LOOK’s unique capacity for growth stems from its 
vital editorial character—its interest in people... 
its closeness to people... its response from people. 
LOOK likes people and people like LOOK. 


CIRCULATION NOW OVER 9,000,000 
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Advertising Age, April 1, 1957 


Pages Lines : Pages r Lines ‘ 
March March Jan.-March Jan.-March March March Jan.-March Jan.-March March March Jan.-March Jan.-March March March Jan.-March Jan.-March 
1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 
Ss LEE 33.2 249 86.2 73.120 14,243 10,682 36,980 eS eee 695 75.0 179.0 213.0 12,927 13,950 33,294 39,618 
OCLC 1015 107.4 212.7 220.6 69,002 73,059 144,614 149,979 | Caribbean .............. 77.5 64.0 167.5 178.0 14,105 11,648 30,485 32,396 
EE ed atesiye6aheeddvene 35.5 40.6 93.4 108.5 24,171 27,639 63,478 73,746 | ES Pete hor ee 52.0 38.8 103.8 90.6 8.840 6,637 17,637 15,434 
Reader's Digest rrr ere 18.0 26.0 42.0 53.0 3,348 4,836 7,812 9,788 
English Edition ...... 84.8 86.5 182.1 201.8 15,424 15,743 33,123 36,718 French (Belgium) ......... 26.0 35.0 84.5 89.0 4,550 6,125 14,788 15,595 
French Edition ........... 78.2 93.0 183.2 211.3 14,241 16,926 33,351 38,447 French (Paris) ........ 116.0 102.0 247.0 233.0 20,300 17,850 43,225 40,775 
Rewe Moderne ...........+.- 27.0 24.7 61.6 57.6 18,333 16,812 41,878 39,213 French (Swiss) .......... 24.5 27.0 49.5 59.0 4,287 4.725 8,662 10,325 
Revue Populaire ............ 25.3 33.0 51.9 64.7 17,741 23,030 36,381 45,211 IE ed. ons wie a’ 74.0 100.0 194.0 230.0 13,468 18,200 35,308 41,760 
GEL Peadeppdaedseacerces 26.7 35.3 68.2 85.7 18,865 24,664 47,883 59,984 German (Swiss) .......... 26.5 30.5 59.0 68.5 4,823 5,551 10,738 12,467 
tSaturday Night ............ 245 47.4 676 165 10,388 19,972 28,577 49,052 Re, Se: 72.0 520 1895 1420 13,104 9,464 34,489 25.844 
WEED. Stacrcercsescs 153.3 193.2 373.8 475.1 64,365 81,130 156,940 199,535 iia. ain oy kine wended's 58.0 43.0 151.0 104.0 10,556 7,826 27,482 18,928 
| arr 713.8 817.9 1,671.1 1,916.0 350,985 399,346 820,703 ~ 928,034 SE. cetinbe cs ch 4% be 80.0 85.0 185.5 186.0 13,760 12,900 31,906 30,272 
+ Linage for March 30, 1957, issue not included. dapamese ........66... 38.5 38.0 108.0 105.5 6,468 6,384 18,144 17,724 
ee eee 47.0 54.0 128.0 150.5 8,554 9,828 21,840 27,391 
§Military Overseas ...... 27.0 26.0 105.0 90.5 4.914 4,732 19,110 12,831 
Foreign New Zealand .......... 34.5 28.5 90.5 74.0 6,279 5,187 16,471 13,468 
Life International: ee 34.0 37.5 77.0 95.0 5,780 6,375 13,090 16,150 
English Edition .......... 67.3 60.6 186.2 171.4 45,560 40,800 126,650 116,620 South African .......... 88.5 78.5 245.5 225.5 15,841 14,051 43,944 40,363 
Spanish Edition ......... 68.3 61.5 190.4 184.3 46,495 41,905 129,540 125,375 | Southern Hemisphere .... 40.5 34.5 88.5 97.5 7,371 6,279 16,107 17,745 
Popular Mechanics: | ED “SSCS anses0000 600% 40.5 48.5 84.5 103.0 7,533 9,021 15.717 19,158 
Mecanica Popular (Spanish) 27.3 22.7 81.8 65.8 6,116 5,075 18,324 14,743 | Semana tte eeeeeeeeeeceeeees 35.3 55.2 118.5 152.7 14,840 23,170 49,770 64,120 
Mecanique Populaire (French) 30.0 29.3 77.5 75.8 6,720 6,552 17,360 16,968 Time-Atlantic . ceeeces 116.6 91.9 289.2 239.9 48,930 38,535 121,765 100,695 
2Populaer Mekanik (Danish) 6.3 —— 178 — 1,407 3,983 Time-Latin American ........ 107.3 92.9 277.9 246.5 45,045 38,640 116,655 103,495 
Popular Mekanik (Swedish) 9.8 _—_ 26.8 _ 2,203 6,011 Time-Pacific 2.0... e ccc cunn 88.2 82.8 232.4 229.8 37,030 34,720 97,580 96,460 
Reader's Digest: View oy CneT vend ty sas m8 2703 sa 50,610 anne 113,508 0.10 
: E ision a ‘ . \ ‘ ‘ 7, , , 
ee BR OS ee ee ae) See ee mee | Wee Cm .......... 69.3 580 1595 132.7 29.120 24,360 «66,815 55,720 
SEE Cubed cdaneenecees 62.0 56.0 151.0 143.0 11,284 10,192 27,482 26,026 ..  . Mererrrrrrrte 1,982.4 1,910.7 4,987.9 4,914.2 558,007 523,365 1,418,137 1,359,981 
pr 49.8 60.5 142.9 165.5 9,055 11,011 25,881 30,121 | # Not included in totals. § Formerly Japanese (Troop). 
2 >, =) j 
Eberhard Faber Services 9,000 Accounts gee colors of Mongol colored pencils, 


With $200,000 Worth of Display Material 


Witkes-Barre, Pa., March 26— 
Eberhard Faber Pencil Co. nor- 
mally has some 100 different point 
of purchase aids available for its 
9,000 accounts, and it spends about 
$200,000 a year in this medium. 

How the company divides its 
point of purchase spending is in- 
teresting. About $50,000 is charged 
to the advertising department, the 
remaining $150,000 to the mer- 
chandising department, where it 
is ticketed as part of factory man- 
ufacturing expense—as is packag- 
ing. Both operations, however, are 


under the supervision of Fred W- 


Strickler, advertising and mer- 


DEAR SIR: 


A new advertising service 
specifically formed to meet the re- 
quirements of those companies who 
develop and produce sales promo- 
tion material is now available. Our 
unique service includes copywriting, 
layout and design, production and 
printing. We are new, small, expe- 
rienced and reasonable. You incur 
no obligation to call for an estimate 
or to confer with us. Please contact: 


Neil Sherwin Associates 
1186 Broadway, N.Y.C. 
MU 9-0150 


chandising manager. The budget 
division is reflected in the kinds of 
point of purchase aids each de- 
partment buys. It might be said 
that Eberhard Faber uses six basic 
types of display materials: 

1. Aids linked directly to con- 
sumer and trade advertising. 

2. Merchandising aids. 

3. Point of purchase display 
added to the product. 

4. Counter display packaging. 

5. Point of purchase packaging 
to self-selection merchandise. 

6. Permanent display cabinets. 


How the P-O-P Program Works 

Eberhard Faber is the largest 
company in its field, trailed by 
Venus, Eagle and Dixon. These 
four companies are major units in 
the industry, but 17 other com- 
panies produce branded pencils, 
and the number of non-brand 
makers is legion. Eberhard Faber 
is the biggest advertiser in the 
business, and is said to spend 
twice as much on advertising as 
its largest competitor. 

Its present national campaign 


derson & Cairns) in Business 


|Week and Life. It also employs 
|an extensive business paper cam- 


Outsells 


LOOK 


(At newsstands) 


At the newsstand, issue for issue, more men buy TRUE than 
buy LOOK ...or LIFE magazine. Total newsstand sales 
averaging 1,088,000 copies at 35¢ a throw! Greater dollar 
sales at newsstand than SEP. 

Never overlook the buying power of the men who read 
TRUE...2,500,000 currently (and growing). Selling to men? 


Then TRUE goes to the top of 


your list. 


TrRUE 


includes advertising (through An- | 


marking a department during a 
school 


paign (about 40 publications) for 
its 3,200 items in the advertising, 
aviation, retailing, stationery, de- 
| Signing, grocery, variety, office ap- 


an aggressive public relations 
drive through Sol Zatt & Co. 


® The advertising in publications 
is neatly dovetailed with the point 
of purchase effort and much of 
the display material utilizes ad- 
vertising art and appeals which 
first appeared in magazines. At 
the same time it plugs its display 
and packaging aids in ads. 

The company figures point of 
purchase gives it an on-the-spot 
reminder that this is the mer- 
chandise seen in consumer and 
trade advertising; the displays 
take merchandise out of the stock- 
room and put it where it can be 
seen and purchased; it comple- 


ments good store salesmanship. 
| Further, it feels that the display 
| material singles out Eberhard Fa- 
pew merchandise from competition 
| and ties in with other promotion. 


|@ In general, the aids are de- 
signed to do a specific selling job: 
repeat an ad story; announce a 
new item; demonstrate particular 
advantages; tie in with seasonal 
promotions. Each aid is supposed 
to have value, but some are cal- 
culated for immediate results, 
others are long-range. A _ giant 
(6-ft.) Mongol pencil, mounted on 
a board saying “Stationery De- 
partment,” has hung in many 
stores for five years. 

The aids are designed for the 
dealer’s problem: they are aimed 
to be appealing, easy to use and 
assemble, attractive, to take little 
space on the counter, in a window 
or next to the cash register. 


What Ad Department Buys 

Generally speaking, Eberhard 
Faber’s advertising department 
buys point of purchase materials 
which are printed matter. Most of 
them are transitory—and are cal- 
culated to last only a couple of 
weeks for a temporary promo- 
tional job. But some are perman- 
ent, and have a life ranging from 
two to five years. 
Some of these materials, with 
their general life expectancy, are: 


| Advertising reprint counter. 


WINDOW STREAMERS—These are used for merchandising events, or for 


promotion—in this case, back-to- 
selling. 


|signs, giant advertisement blow- 
/ups, and seasonal streamers. 
These are designed for a life of 
two to four weeks—while the ad 


pliance and drafting fields (AA,|is current, or when the special | 
Jan. 14). Its promotion includes| situation is important (“Back to | 


School,” etc.). 


| Special design counter signs and 
|paper and acetate streamers. 
'These are figured to run for a 


longer period—say six weeks to 
two months for the streamers, and 
up to six months on the small 
counter signs, which are designed 
to be attractive and do a selling 
job in small space. 


Merchandise’ selector charts. 
These last up to two years. Since 
Eberhard Faber makes a wide var- 
iety of products within a classi- 
fication—Microtomic pencils in 18 
degrees of round lead and six de- 
grees of chisel-shaped lead, 36 


60 colors of Colorama colored pen- 
cils—these usually stick with a 
retailer for a long time. The same 
thing applies to its mounted color 
pencil charts—good for about two 
years and similarly with door and 
window decals—about a two-year 
life in use. 


Elaborate traveling window ex- 
hibits, with light and motion, are 
figured to have a life of five years 
as they move from store to store. 


Giant wood or plastic display 
pencils. These have a life up to 
five years. 

The ad department also buys 
special convention exhibits, which 
it figures cost around $2,500. 


What Merchandising Unit Buys 

It would be fair to say that the 
merchandising department buys 
p-0-p materials, which fall into 
three general categories of pack- 


aging, and are charged to factory 
| packaging expense. Many of the 


WINDOW DISPLAYS—Traveling windows, like this one for Microtomic 
pencils, are good for up to five years of selling effort, as they are 
shifted from one retail outlet to another. 


impulse sales packages, however, 
carry advertising material. The 
units range in price from about 
25¢ to $30. The three categories 
are: 


e 1. Counter display packagings. 
These are made of paper and ace- 
tate, and last the time it takes to 
sell the merchandise contents— 
about three months is the aver- 
age. A good example is the Mon- 
gol pencil “Twin-Pack” counter 
display, carrying an advertising 


BERNARD P. 
Negotiator 


' 


PURCHASES — SALES — MERGERS 
APPRAISALS — FINANCING — COUNSEL 
CONSUMER & BUSINESS PUBLICATIONS 


147 West 42nd Street, New York 36, N. Y., LAckawanna 4-1631 
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Whew, D. 
-_ a 
MONGOL the pM, writes 16,230 words” 
: ns . 
LBERHARD FABER 


COUNTER CARDS—These four-color 

photographs repeat Eberhard Fa- 

ber’s magazine advertising. They 

are designed for brief use on re- 
tailers’ counters. 


message, which costs the company 
25¢ per gross of pencils. 

Among the counter displays for 
pre-priced merchandise are the 
“Twin-Pack” round display tub; 
Mongol packages of four pencils 
per package; Microtomic lead 
holders easel; Plumb-Line carpen- 
ter pencils stand; School Pack 
pencils, and packages of Columbia, 
Nu-Tone and Pear! pencils. 

For merchandise which isn’t 
pre-priced, counter displays in- 
clude Hevi-Check combination red 
& blue pencils wall or counter 
displays; an eraser stand for Pink 
Pearl stick-shaped erasers; card 
displays for red and assorted color 
Ruby Tip erasers; easels for Sin- 
glex and Re-Nu erasers, with and 
without brushes, and a display for 
Star Type Cleaner. 


e 2. Self-selection packagings. 
These are designed for chain and 
variety stores and self-selection 
Stationery outlets. Point of pur- 
chase displays are added to these | 
products. Their life span is from 
four to six weeks, about the length 
of time it takes to sell out a ship- 


advertising in business papers asks | 
| dealers to request p-o-p materials, 


and it uses direct mail for the 
same purpose. 


serves that p-o-p materials req- 
uisitioned by the dealer and ar- 
ranged for in advance by sales- 
man have the best chance of 


123 


Woman’s Home Companion, has 
joined the New York sales staff of 
True. 


‘True’ Names Curtis to Sales 
Clifford C. Curtis, formerly | 
|southwestern sales manager of 


As the 50-man sales staff makes | usage. The dealer knows about it, | 


|the rounds salesmen contact re- | expects it, and has plans for its 


tailers, asking them to use p-o-p/|use. From the company’s stand- 


material and to request them. 

Of course, since much of the 
material contains merchandise, 
the dealer has to order it and spe- 
cify what he wants. 


point, 
| Store 


this requires lead time: 
interiors are normally 
planned six to eight weeks in ad- 
vance, so the dealer needs to know 
well ahead of time what aids are 


And one con’t UNSAY it! 

Maybe it was printed, broadcast, tele- 
vised. Somebody thinks it’s Libel, 
Slander, Piracy of his formot or ma- 
terial, Invasion of Privacy, Copyright 
Violation. Accusing Agency, Client, 
Performer—aoanyhow, a claim is made. 
THEN you should hove our unique 
POLICY which is devised to toke the 
sting out of the claim. This INSUR- 
ANCE is amazingly inexpensive. Get 


WRITE FOR DETAIL 
AND RATES 


_ EMPLOYERS 
REINSURANCE 


| 


CORPORATION 


Insurance Exchange 


| available to him for the particular 
| 


# In general the company ob-| promotion he has in mind. claim is lodged. 


dota and rotes NOW, before any 


Kansas City, Mo 


Which One Gets the Reader? 


Che Mountains in Labor 


The Mountains were said to be in labor, 
and uttered most dreadful groans. 


The Mountains in Labor 


The Mountains were said 
to bein labor, and uttered 
most dreadful groans. People 
came together far and near 
to see what birth would be 
produced; and, after they 
waited a considerable time 
in expectation, out crept a 
Mouse. 

(From Aesop’s Fables) 


People came together far and near to see 
what birth would be produced; and, 
after they waited a considerable time 

in expectation, out crept a Mouse. 


(From Aesop’s Fables) 


| Sales and Advertising work together 
mightily. Why run the risk of turning out a mouse 


because of ‘“‘mousy”’ advertising? Members of the ATA 


ment. Except for the bulk-packed 
Mongol “Twin-Packs” these items 
are individually carded and pre- | 
priced. In this group are Ebony | 
pencils; the Colorbrite pencils in 
white, blue, red and combination; 
red and black Marker mechanical 
pencils; the Arc compass; Van 
Dyke round erasers; Singlex eras- 
ers, and Ruby Tip erasers, five to 
a card. 


e 3. Permanent display cabinets. 
These fixtures cost from $12 to 
$30 each. They stay in the store, 
as a rule, at least five years, and 
some have been in store use 
long as 20 years. The average life 
is about eight years. These units 
combine display space with built- 
in store facilities. They are often 
given free to the stores upon pur- 
chase of a minimum amount of 
stock for the cabinet. For instance, 
the eraser display cabinet is given 
free with each order of $150 in 


erasers. In a year’s time, all per- | 


manent display cabinets cost Eb- 
erhard Faber more than $50,000. 
Cabinets are available for 
these products: Microtomic pen- 
cils, leads, lead holders, caps and 
clutches; the Colorbrite pencils in 


24 colors; Mongol colored pencils | 


in 36 colors; Colorama colored 
pencils in 60 colors; Nupastel 
chalk sticks in 60 colors, and Nu- 
pastel chalk sticks in 24 colors. 


How They Reach the Dealer 

Most of the p-o-p materials are 
shipped to dealers cost free. Oc- 
casionally they are distributed by 
salesmen. Also, Eberhard Faber 


SiMPSON-REILLY, LTD. 


as | 


have the Creative Approach to typography. They give 
your sales message the good setting it deserves. Call 
them in. It costs no more to set it right. Remember, 


the more readers, the more action. 


It Pays to Set Type Right 


Advertising Typographers Association 
of America, Inc. 


Executive Office: 461 Eighth Avenue, New York City 1. Glenn C. Compton, Executive Secretory 


Advertising Typographers 
Association 
of America, Inc. 


AKRON, O. 
The Akron Typesetting Co. 


ATLANTA, GA. 
Higgins-McArthur Company 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 
Machine Composition Co. 
H. G. McMennamin 


BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic Service 


CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, O. 
The J. W. Ford Company 


CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, O. 
Yaeger Typesetting Co., Inc. 


DALLAS, TEX. 
Jagegars-Chiles-Stovall, Inc. 


DAYTON, O. 
Dayton Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 
Arnold-Powers, Inc. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOLIS, IND. 
The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


MILWAUKEE, WIS. 
Arrow Press 


MINNEAPOUS, MINN. 
Duragraph, Inc. 


NEW YORK, N. Y. 

Ad Service Company 

Advertising Agencies’ Service Co., Inc 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 
Linocraft Typographers, Inc. 
Master Typo Company 

Chris. F. Olsen 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 

Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 

Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 

Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 

The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 


NEWARK, WN, J. 


Barton Press 
William Patrick Co., Inc. 


PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey Typographer 


ST. LOUIS, MO. 

Warwick Typographers, Inc. 
SEATTLE, WASH. 

Frank McCaffrey's 


TORONTO, CANADA 
Cooper & Beatty Limited 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


Hardware Mutuals Aid Personnel Recruitment 
in ‘Management Man’ Story and Pictures 


To the Editor: Perhaps our 
March issue of “Notecasters” and 
the thinking behind it will be of 
interest to your readers. 

The March issue had a dual 
purpose: (1) to report 1956 results 
to our 4,000 people in 41 offices 
coast to coast and (2) to serve as 
a recruiting piece for our person- 
nel people now searching for 1957 
college graduates. 

Pages 10-13 tell, in brief, our 
1956 results. This picture-cutline 
treatment is a departure, for us, 
from the usual charts and figures. 
Frankly, we—along with just 
about the entire casualty-fire in- 
surance industry—had a bad year. 
Good sales, but losses were cut- 


ting deeply into our surplus. Our 
problem: to give an honest picture 
to our employes, including the 
thoughts that we have taken ac- 
tion to reverse the bad losses; to 
show that there was (and will be) 
progress and growth along with 


problems. Perhaps you can judge 


how successful we were. 


The other 18 pages are geared | 


to the two objectives. Our lead 
story, “The Management Man,” is 
No. 5 in our series, “How HM 
People Live.” In these stories we 
give an intimate, wide-screen 
view of the employes in and out- 
of-office life. We have used these 
features to tell portions of the 
companies’ story through the in- 


LOCAL news is always HOT news! 


Whether it's a neighborhood accident, or a Lions Club 
drive, local news is always important news. And THE 
ELIZABETH DAILY JOURNAL is the only newspaper that 
features all the local news in the Elizabeth Trading Area. 
This on-the-spot local news coverage (plus complete 
coverage of state, national and international news 
through the combined facilities of AP, INS and UP) is 
the big reason why THE JOURNAL enjoys intense home 
readership . . . and why advertising in THE JOURNAL 
produces results. After all, all buying originates at the 


local level! 


vital part of the 


local picture! 


. _ Re — 
FS 1 hutfling Looms 
Police Force Told 


—— 
nae 


dividual—benefits, in some, phi- 
losophy of management and de- 
centralization in this one. We 
chose the “Management Man” for 
this particular issue, as we felt 


that college men could easily 
identify themselves with a 33- 
year old district manager only 
nine years off the campus. We 
figured the graduate could sense 
the opportunity in this company 
to grab such a management plum 
—fast. 

The rest of this special issue 
was geared to the same picture- 
cutline recitation of 1956 results. 
The Pages 8, 9 spread uses our 
treasurer at the Midwest Stock 
Exchange to chronicle assets and 
investments. Our claims service 
last year sprang from two well- 
publicized disasters: the Malibu 
and New Haven fires—Pages 14, 
15. Our growth is dramatized 
through one of the new positions 
created last year—Pages 16-19. 
(An imaginative job that should 
appeal to a would-be employe.) 
And finally, we continue our se- 
ries on Hardware’s national ads 
and the people who made them 
possible in 1956. 

We hope that we have told our 
companies’ 1956 story through its 
people. We also hope we have 
created a recruiting piece for the 
tight personnel market. 

Robert R. Williams, 
Publications Editor, Hardware 
Mutuals, Stevens Point, Wis. 

s 2 * 

‘Low Totem’ Pleads Case 
for Place in Headlines 

To the Editor: I, sir, am a gentle 
man, whose wont is to walk the 
park returning baby birds to their 
nests. I love flowers, the ballet, 
flute solos. 

But gentle though I be, I am per- 


haps even more unselfish. Last to 
think of himself first, they oft 
have spake of me. 

Thus you will know that I pen 
these unsugared words, not moti- 
vated by personal gain, but rather 
I speak, sir, for Low Totems on 
the Pole everywhere. I indulce 
my tones in behalf of the Dur- 
stines & Osborns, the Beldings, 
the Samples, the Colwells & Bales, 
and if you will, sir, the Fitzsim- 
monses. 

Will you forgive a personal ex- 
perience to illustrate? 

Recently your illustrious jour- 
nal headed a brief story: 

“. . . account to Burdick, Becker” 

What anguish must have rent 


=™\the breasts of Brorby, of Steers & 
|Shenfield, of 


Bernbach, when 
third and fourth namers all over 
the country had to read the small 
print to discover that Burdick and 
Becker are only two tri of the pod. 
That the firm actually is Burdick, 
Becker & Fitzsimmons. 

Why, in the name of all that is 
billable, couldn’t you have said: 
“... account to bb& Fitzsimmons”? 

Ask Kummel if this version re- 
quires more space. Ask Gebhardt 
& Reed if it is as hackneyed. Ask 
Bonfigli if it tells the whole story. 

Sir, I rest my case. I humbly be- 
seech you immediately adopt this 
latter, unmaliced version of head- 
line, which—to pick a term from 
the air—might be called the “Fitz- 
simmons Head.” 

Should you continue these bar- 
baric, incomplete heads, you leave 
me no recourse. Sir, though I have 
read your publication, ADVERTIS- 
1nG, for 12 years, I shall have to 
change over my subscription to 
your arch rival, Printers’. 

Donald F. Fitzsimmons, 
burdick, becker & FITZ- 

SIMMONS, New York. 


We sympathize, sir, but our type 
is stretchless. 


. . 
Says Kids Aren't Losing 
Interest in TV Fare 

To the Editor: If Maurine Chris- 
topher, your digger-upper of 
trends in broadcasting, had dug a 
little deeper into the sponsor 
troubles of children’s programs 
(AA, Feb. 18), she would have 
found that those troubles are 
largely confined to network shows 
—and to comparatively few of 
them. 

If she cares to look further she 
will find, I am sure, that station- 
produced children’s programs pre- 
sided over by popular local person- 


WHO SALUTES 


Elizabeth Doilp Journal 


ELIZABETH, NEW JERSEY 


“the ONE newspaper circulating MORE than 
50,000 daily in wealthy Union County” 
National Representatives: WARD-GRIFFITH CO., Inc. 


If you buy radio time by the “Let's run 
it up a flagpole and see who salutes” 
method, WBNS Radio is at the top of 
the staff. Our salutin’, listenin’ friends 
have $2,739,749,000 to spend. Théy and 
Pulse place us first in any Monday-thru- 
Friday quarter-hour, day or night. 
ohn Blair. 


WBNS RADIO 


COLUMBUS, OHIO 
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alities are enjoying high ratings 
and the attention of a large and 
growing list of sponsors. In fact 
business has never been better in 
this particular field of broadcast 
advertising. 

I should be very glad to help 
Mrs. Christopher explore this if 
she cares to do so. 

And to you, sir, in your personal 
capacity as an aging adult, I sug- 
gest that you sound out your chil- 
dren to see if the children are 
losing their interest in television 
advertised products. Mine aren't. 

George C. Castleman, 


Peters, Griffin, Woodward 
Inc., New York. 
o 7 e 


Says ‘Jobs Open’ Ads Make 
It Tough for Aspirants 

To the Editor: Your editorial of 
March 11 on the “Man Market” 
prompts me to air a long-standing 
beef. As an advertising manager 
of a large industrial company, I 
keep tabs on the manpower mar- 
ket through your “Market Place,” 
where we might look if adding 
further to our advertising staff. 
Also, as a teacher of advertising 
at night in a local university, I 
like to keep my students informed 
of the general job opportunity pic- 
ture. 

You are indeed correct in stat- 
ing that employers (running clas- 
sified ads) make it tougher than 
necessary for workers to get or 
change jobs. In the issue in which 
your editorial appeared, 25 out of 
26 of the positions open carried no 
information at all as to salary 
bracket, Let’s face it—remunera- 
tion gives a clear picture of the 
scope of the job. By not giving an 
indication of salary, the classified 
advertiser eliminates many in- 
quiries that would otherwise be 
forthcoming. Most qualified men 
have, at some time, been fooled by 
eloquently-phrased ads and the 
generous space devoted to a job 
opening, only to find after several 
letters and resumes have been 
sent that the salary was not at all 
in line with the experience called 
for. 

So much for salary. Why the 
secrecy about location in these 
ads? One advertiser (same issue) 
gingerly puts forth that he is lo- 
cated in a “medium-sized city.” 
Scranton? Bangor? Sacramento? 
Another advertiser is in a “south- 
ern city.” Atlanta? Jacksonville? 
Montgomery? 

These ad writers leave out the 
important things the applicant 
might want to know. Instead, 
there is the constant specifying 
for tangible experience in a par- 
ticular field—the incessant de- 
mand for a copywriter with five 
years’ experience writing about 
blue suede shoes for a shoe man- 
ufacturer who is wanted by an- 
other maker of yes, blue 
suede shoes. Or the advertiser spe- 
cifies an “idea man for the grocery 
field,” or a “fashion expert,” and 
so on ad infinitum. Don’t they 
know the good advertising man is 
essentially a communicator? It is 
a fresh approach in a new field 
that produces advertising of inter- 
est to industry and consumer, be- 
cause it breaks away from the old 
established ways! 

The only people who realize the 
value of stating the remuneration 
for job openings are the employ- 
ment agencies. I’d be willing to 
bet they get the cream of the in- 
quiries. A man has to be really 
up against it to follow up these 
vague “guessing-game” ads to 
land a job. 

It might cost you a handful of 
classified ads at first, but you 
could make a simple step that 
could eliminate this problem. Just 
add a line under your heading, 
“THE ADVERTISING MARKET 
PLACE,” to this effect: All Help 
Wanted ads must give salary 
bracket (within $2,000), exact city 
location and age bracket desired.” 

I know the age bracket require- 
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ment sounds as if it might defeat 
your editorial suggestion about 
getting away from idiotic age re- 
strictions on jobs. However, it 
might help the old-timers to see 
a code letter “A,” or “B” or “C” at 
the end of each ad. A_ code 
key elsewhere on the MARKBT 
PLACE page would say that “A” 
at the end of an ad signified the 
job was for a young man 25-35; 
“B” would stand for a seasoned 
man from 35-55, and “C” would 
call for a mature expert of 55 and 
over. Salary brackets could be 
coded by the same system; so ad- 
vertisers would not have to spend 
any additional change for the few 
words necessary to give this vital 
information. 

Your publication must take the 
lead in getting vital information 
into the classified ads. Begin polic- 
ing in your own back yard. No 
amount of editorial space can 
change the vagueness of the 
growing band of copywriters who 
are carried away with job de- 
scriptions and leave out the basic 
information needed to spur a man 
into action. 

Such a step would be a real 
service to your readers, many of 
whom probably feel that pre- 
screening by your MARKET 
PLACE editor (who would make 
sure the ads contained the vital 
information) would save them a 
lot of wasted effort the next time 
they contemplate a move. 

Thomas 8. Hook, 
Brooklandville P. O., Md. 

Have other readers any com- 

ments on this problem? 
* . 


* 
This Is Too Much 
To the Editor: This is the ab- 
solute end. 
I’ve been living through this 
“cigaret tastes good LIKE a cig- 
aret should”—but I can’t stand 


the lousing-up of personal pro- 
nouns. 

Can’t you do something about 
it? We’re supposed to be the liter- 
ate, “word” people of America 

. can’t we at least be gram- 
matically correct? 

Nikki Kaye, 

Franklin Associates, San Pe- 

dro, Cal. 

7. . _ 


To Reprint Example No. 3 

To the Editor: We would like 
permission to reproduce for dis- 
tribution to our directory sales 
personnel, the feature, “Advertis- 
ing We Can Get Along Without— 
No. 3,”’ which appeared in the Feb. 
25 issue of ADVERTISING AGE. 

If permission is granted, we 
shall, of course, give proper credit 
to ADVERTISING AGE. 

R. A. Gallant, 

Directory Sales Promotion Su- 

pervisor, New England Tele- 

phone & Telegraph Co., Boston. 
” - . 


Will ‘Kong’ Be Next? 


To the Editor: Apparently we 
are emerging from the paleolithic 
age of comparatives into a rock- 
and-roll era of superlatives. The 
letter by Edward Bozorth on new 
giant quarts of beer in standard 32- 
ounce quart bottles (AA, March 
11) reminds me of a recent expe- 
rience. 

Last week I was shuffling 
through supermarket shelves in 
search of a box of my favorite pop, 
crackle and snap. I placed my 
hand on a box plainly marked 
“large size” and was puzzled at its 
unwontedly small dimensions. I 
had the impression that I’d been 
looking for something a bit bigger. 
A hasty clawing among the cartons 
soon dispelled my wonderment. I 
triumphantly uncovered a deck of 
cardboard containers of the re- 


! 


quired proportions. 
marked “king size.” 

It’s plain that asking for a large 
size will soon mark a man as a 
square. The cats are all calling for 
“king.” “Large” has modestly 
dropped back to take the place of 
“medium.” 

The cannon crew at the puffies 
works are to be commended for 
their contribution to the terminol- 
ogy of magnitudes. I have the feel- 
ing that with a little thought we 
can add even greater stature to 
our products—perhaps a “Kong” 
size. 


They were 


Andrew Certner, 
Waldwick, N. J. 


. . 
‘Hooray for Weiss’ Is 
Cheer from These Readers 

To the Editor: Horray for E. B. 
Weiss! His March 4 article on auto 
proving grounds says everything 
that I have griped about regarding 
the new cars since they began this 
stupid cycle back in 1949. It seems 
incredible that alert, full grown, 
intelligent business men could be 
so unaware of the general public 


response to auto designs. 
My 1953 Chevvy is going to last 
me a few more years, too. For the 


| 


March 4 issue of ADVERTISING AGE. 


The auto industry could stand 
more of his kind of incisive and 


price of a few repairs, I'll get | constructive criticism. I hope that 


another 57,000 miles out of it. The 
money I save over the cost of a 
new car now will go to buy and 
repair a 1936 or so Ford that’ll 
serve as a second car. Or maybe 
a Volkswagen or English Ford is 
the answer. At any rate I’m with 
him on this ridiculous attitude of 
the American car manufacturers. 

Perhaps if enough of us resist, 
Detroit will mend its ways. Mr. 
Weiss’ article ought to be widely 
distributed over the country. I, for 
one, am going to see that it gets 
shown around the product devel- 
opment lab where I work. If you 
get lots of mail on this subject, 
and I am sure that you will, I 
hope that you will forward the re- 
sults and copies of the letters to 
all the Detroit wizards. 

Robert C. Fouhy, 
Hopewell Junction, N. Y. 
- 


To the Editor: I am in 100% ac- 
cord with E. B. Weiss’ story in the 


they react affirmatively to his 
suggestions, but chances are they 
will not. 
Murray Koff, 
Advertising Manager, Sea- 
gram-Distillers Co., Kessler- 
Gallagher & Burton Divisions, 
New York. 
. . 


It's Not Intended 
To Be One-Sided 

To the Editor: Your recent fea- 
ture, Advertising We'Can Get 
Along Without, gripes me. 

Sure there is misleading adver- 
tising, but why pick on print? It 
seems to me that there are plenty 
of “con” men around and espe- 
cially in the electronic media 
They flock by the hundreds to 
studios all around the country 
with their combination windows 
and hair treatments. Is this good 
advertising? 

One of the biggest acvantages 


125 


a printed advertisement has is 
when the consumer cuts it out and 
carries it to his purchase. One 
more reason why it is the basic 
advertising medium. You are tak- 
ing advantage of it by presenting 
it as a representation of mislead- 
ing advertising. 

I would like to see a script in 
print sams the shouting, and see 
how effective it is. 

If we are all to blame, let’s pass 
the buck around. 

James Van Hercke, 
Minneapolis. 

AA agrees that electronic media 
are by no means blameless, and 
hopes to include some such ad- 
vertising in its reports. 


PLASTIC PRINTING PLATES 
From Your Metal Engravings 
OF inc 
sacle te romani ee 


How many billions of dollars are spent 
for food each year by all “outside the 
home” eating establishments?... How 
many outlets within the industry?... 
What type of eating establishments are 
involved?... Which segments of the 
industry are most important to food 


processors? 


This kind of information—at the finger- 
tips—free of charge—spells out BINGO 
for food companies and their sales 


executives. 


Here is an Analysis of the Food Service 
Industry that is easy to read. It tells you 
what you want to know quickly. If you 
have a stake in this fourth largest U.S. 
industry, this four-page “Analysis” 


belongs in your office. Write for your 


copy today. 


an AHRENS PUBLICATION 


71 VANDERBILT AVE., NEW YORK 17, N.Y. 


201 NORTH WELLS ST., CHICAGO 6, ILL. 
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70% OF THIS 66 BALION DOLLAR BAW FOOD MARKET 
AND HOTELS 


Compiled by 


AHRENS PUBLISHING 
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COMPANY, INC 


SANIWHS 


ond BINGO tor 


hotel executives, tool 


HOTEL MANAGEMENT Magazine, now 
conducting a spectacular FOOD IDEA 
CONTEST for hotel and motor hotel 
executives, is setting the pace to 
make the hotel industry more food 
conscious than ever before in his- 
tory. First Prize winner will receive 
the industry’s most coveted “Oscar” 
—the GOLDEN HOST statuette—a 
first class luxury trip to Europe and 
return for two via famous KLM 
Royal Dutch Airlines — $500 for 
expenses —and national recognition. 
Copies of the four-page contest 
announcement are yours for the 
asking. 
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THE 


LANDING 


STRIY 


as seen by 
JOHN BURGOYNE 


April coming around reminds us 
that baseball season opens soon. And 
we thought maybe we’d remind you | 
to make your reservations early for 
the World Series in Cincinnati this 
Fall. Those Redlegs have got blood 
in their eyes (we took a survey) and 
they’re going to be tough to beat this 
year. We ran into Ted Kluszewski 
not long ago and he looks better than 
he has in years. 


That boy’s bat, all by itself, can spell 
the difference in this year’s race. At 
any rate, the latest predictions from 
our far-flung network of baseball 
spies is: The Reds by five games, 
going away. 


xk 


A fat fryer we know was getting 
tired of spooning the stuff into the 
pan and decided to make a liquid 
shortening. “We'll premelt it,” he 
cried and went to work! Pretty soon 
he had what he wanted and was 
ready to begin selling the stuff. He 
started in a small way and figured 
it'd be a good idea to do a little test- 
ing before he got too deep into the 
grease. He needed a helping hand 
and reached out for Burgoyne’s. 
Burgoyne alerted his panels in Lou- 
isville, Dayton and Grand Rapids 
and they brought in the sales info 
as quick as a wink. On the basis of 
their reports, our boy was able to go 
ahead with his national distribution. 


x * * 


When a competitor began a satu- 
ration campaign for his scouring 
pads, a manufacturer we know be- 
gan to worry about his own product. 
“Is this boy's effort cutting into my 
grease?” he asked. He began to get 
as nervous as a long-tailed cat in a 
room full of rocking chairs. “What 
do I do now?” he asked. “Call Bur- 
goyne,” his secretary shouted, and 
he did! Burgoyne surveyed Cincin- 
nati, Rockford and Toledo and gave 
him the percentages. With this info 
the manufacturer took the steps nec- 
essary to meet the competition and 
did all right. 


x * * 


There's only one SURE way to find 
out what you want to know about 
your products fast. And that’s to call 
Burgoyne. He’s quicker than a cat 
—in a room full of rockers, that is. 


LEWIS F. 


OWEN, with McCann- 
Erickson 18 years, most recently as 
| associate creative director, will join 
Donahue & Coe, New York, April 
22 as vp and associate creative di- 
rector. 


RCA Caravan Will Show 
Color TV in Tokyo in May 
Radio Corp. of America is send- 
ing a “$1,000,000” caravan to Ja- 
pan to demonstrate color televi- 
sion at the International Trade 
Fair scheduled for May 5-19 in 
Tokyo. A. F. Watters, vp and op- 
erations manager of RCA’s inter- 
national division, said: 

“These demonstrations may be 
regarded as a major step in the 
ultimate establishment of a world- 
wide color television service . . .this 
willbe the first showing of RCA 
compatible color tv outside of the 
US.” 


New Film Producing Company 
Organized in Dallas 


Dallas Film Industries Inc. has 
been formed in Dallas to produce 
films for television, theaters and 
industry. The company plans to 
make a minimum of 26 half-hour 
tv programs and two feature films 
for theatrical release in 1957. 
Wylie Stufflebeme, prominent 
Texas banker, is chairman of the 
board of Dallas Film. Joe Graham, 
formerly with the American 
Broadcasting Co. in New York, is 
president. 


Ferguson Joins Architects 
Bureau as Ad, PR VP 


Gates Ferguson, for the past 12 
years director of advertising of 
Celotex Corp., Chicago, building 
materials manufacturer, has been 
appointed vp in charge of adver- 
tising and public relations for the 
new International Architects Bu- 
reau of Building Products, Dupont 
Plaza Center, Miami. Before his 
association with Celotex, Mr. Fer- 
guson was advertising director of 
B. F. Goodrich Co., Akron, O. 


Are You Getting 
Through To 
Your Dealers? 


When you have to go through the 
distributor to the dealer to reach the 
consumer—brother, you've got prob- 
lems!—and you need something spe- 
cial to get exceptional results! 

In the current April issue of AD- 
VERTISING REQUIREMENTS, read 
how Hachmeister, Inc., a plastic tile 
manufacturer, has a very special way 
of getting its sales message across to 
the dealer with a real wallop. 

Start a year’s (12 issues) trial with 


ad along with your $3 
guarantee, of course. 

Each issue of AR covers every- 
thing an adman must do except buy 
time or space. Nothing like it any- 
where. 


Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 


. Money back 


page section in its March issue, 


itled soft drink industry since 1882. 


Along the Media Path 


In observance of its 75th anni- 
versary, National Bottlers’ Ga- 
zette has included a special 50- 


reviewing the growth of the bot- 


e@ May 22 has been set by Sports 
Illustrated as the presentation date 
for the 1957 American Sportswear | 
Design Awards. The magazine 
originated the awards last year 
to recognize “the unique and color- 
ful contribution to the American 
scene being made by sportswear 
designer-manufacturers ...” 


e Effective March 25, the Des 
Moines’ Register & Tribune 
changed the width of its columns 
from 11.3 ems to 11 ems. This| 
change in column width brought | 
about a reduction in width of the| 


rolls from 61%” to 60”. | 


e Automotive News will issue its 
annual “Almanac” April 29. This 
2ist edition will consist of 300 
pages and color developments of | 
the past year, as well as charts on| 
statistics, engineering trends, in-! 
dustry trends, new and used car| 
sales, finance, taxes, labor and| 


EYE SAVER—New 
format of the 
Philadelphia 
Daily News is ex- 
amined by Dr. 
Bernard Kushner 
(left), president 
of the Philadel- 
phia County Op- 
tometric Society, 
and James T. 
Scott, News bus- 
iness manager. 
Mr. Scott is hold- 
ing the “Save 
Your Vision 
Week’’ plaque 
presented to the 
News by the soci- 
ety for the pa- 
per’s new “easier 
to read” format, 
which will feature color on the fr 


many other subjects. Copies are 
available at $2.50 each only on 
advance order to Automotive) 
News, 2666 Penobscot Bldg., De-| 


e The Daily Review, Clifton 
Forge, Va., changed over March 11 
to an 11 pica column, with an 
eight-column type page width of 
15 3/16” and a depth of 20 3/4”. 


e Radio Station KMA, Shenan- 


chants and business men “the best 
shot in the arm in several years” 
when it imported Dr. Irving P. 
Krick, meteorologist, to give them 
a first-hand weather forecast for 
the coming months. Dr. Krick told 
them the Iowa, Nebraska and Mis- 


| souri area can expect near-normal 
irainfall this year. KMA broad- 
|casts twice daily a direct telephone 
|weather report from Dr. Krick’s 


| Weather Central in Denver. 

| 

le Glamour has inaugurated edi- 
|torial fashion awards to be pre- 


sented to outstanding members of 


the big April issue by sending this |the fashion industry. The awards 


jare in the form of a plaque in- 
|scribed with the winner’s name. 

|e Since March 17, the Chicago 
| Tribune has been teasing readers 
with an ad promotion featuring 
“sniagrab.” On March 21 readers 
found out that “sniagrab” is “bar- 
gains” spelled backwards, and that 
\the bargains are being offered by 


|“Brilliance in Motion,” was dedi- 


troit 26. 


doah, Ia., gave loca! farmers, mer-| 


first month of spring. Colorful car 
stickers and lapel pins with 
“sniagrab” printed on them have 
been distributed to dealers along 
with other promotional aids. 


e The Spring travel issue of the 
Chicago Daily News will be pub- 
lished on April 20, a Saturday. It 
will be the first of a series of spe- 
cial travel issues to be published 
by the Daily News in 1957. Others 
to follow are on midwestern travel | 
(May 11); summer travel (June! 
8); international travel (Oct. 26), 
and winter travel (Dec. 7). 


e The Dallas Times Herald on 
March 20 published a 16-page sec- 
tion devoted exclusively to wom- 
en’s appeal to fashion, color and 
convenience in 1957 automobiles. 
It netted 21,630 extra lines of ad- 
vertising. The section, entitled 


cated to a three-day showing in 
their own establishments of 1957 
cars by Dallas authorized new car | 
dealers. 


e KRCA, Los Angeles, has set) 
up a special committee for a traf-| 
fic safety campaign to run through | 


ont and back pages. 


1957. Also participating will be an 
advisory committee with rep- 
resentatives of the Los Angeles 
police department, California high- 
way patrol, National Safety Coun- 
icil, National Automobile Club, 
Automobile Club of Southern Cal- 
ifornia, Los Angeles traffic court 
and Allstate Insurance Co. The 
station will devote the last 10 days 
of each month to this public serv- 
ice campaign with a minimum of 
|/100 one-minute and 10- and 20- 
second spots. 


e The April issue of World’s Busi- 
ness and its companion edition in 
Spanish, Guia, will include a spe- 
cial portfolio on industrial health. 
It is the first of several portfolios 
the magazines will publish on the 
subject. 


e Department of New Laurels: 

January through April, 1957, 
Farm & Ranch advertising linage 
has increased 12% over the same 
period last year. 

The April issue of Holiday— 
devoted to France—was up 114 ad- 
vertising columns, or 30%, over 
last April, which itself had set a 
record. 

Nation’s Business advertising 
revenues for the first quarter of 
1957 were the highest for any 
quarter in the magazine’s 45-year 
history, exceeding the 1956 first 
quarter total by 21.1%. 
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Popular Photography, now on sale. 
The 210-page issue includes a 48- 
page section devoted to the Japa- 
nese photographic industry. This 
section contains 27 advertising 
pages in which all leading mem- 
bers of the industry are repre- 
sented. 

& print order of 12,650,000 copies 
for its domestic April issue has 
been announced by Reader’s Di- 
gest, “the largest in the history of 
publishing.” 

Playboy’s first quarter linage 
gained 772% over the correspond- 
ing period of last year. 

Alcoholic beverage advertising 
in True shows an increase of more 
than 90% for the first six months 
of 1957 over the same period last 
year. 


WMAL Boosts Libin 


Bertram Libin has been pro- 
moted to general sales manager of 
WMAL, Washington. For the past 
year he has been local sales man- 
ager of the radio station. 


There are all kinds, but if you 
want to get in on the rating 
revolution that's taking place 
in Southern California, move 
a little closer... 
In January, 1953, 
KTTV's nighttime 
share of audience was 
9.9. Last January, it 
had nearly doubled— 
17.6 to be exact. 
This is a popular revolution 
... sparked by the continuing, 
growing audience acceptance 
of the alert independent pro- 
duction and programming 
that has become a buy-word 
for KTTV. 
Want to start a sa/es revolu- 
tion with your product? 


Get full instructions from your 
wide-eyed, dedicated Blair 
man, today... 


> @ ae & a 
Los Angeles Times-MGM 
Television ~~ | 


Represented nationally by BLAIR-TV 


*ARB Share Of Audience 
6:00 PM— Midnight 


A new alltime high for adver-| 
tising revenue in April was es-| 
|Chicago auto dealers during the!tablished by the current issue of 


Sunday through Saturday 
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Publishers Hit 


Postal Increase 
as Unjustified 


(Continued from Page 1) 
bitter infighting between support- 
ers of Postmaster General Arthur 
Summerfield and Sen. Olin Johns- 
ton (D., S. C.), chairman of the 
Senate post office committee, 
brought all hearing activity to a 
halt on the Senate side. 

Under a schedule worked out by 
Sen. Johnston earlier this month, 
the committee was to have three 
weeks of hearings on postal rate 
policy, beginning April 2. 

At mid-week, however, Sen. 
Johnston announced that dissen- 
sion within the committee has 
prompted him to suspend all hear- 
ings until a meeting can be held 
to work out new agreements on 
procedures. 


® His action came after Sen. 
Thruston Morton (R., Ky.) and 
Sen. Thomas E. Martin (R., Ia.) 
took the floor to charge that a re- 
port on “The Post Office as a 
Public Service” (AA, March 18), 
drafted by a Citizens Advisory 
Council of the Senate post office 
committee, was primarily the work 
of individuals with a vested inter- 
est in opposing rate increases. 

In the course of their attacks 
on the report, both senators 
charged copies of the report were 
made available to “certain” mem- 
bers of the press several days be- 
fore it was distributed to senators. 

“Why was it given to ADVERTIS- 
1nGc Ace and perhaps other trade 
papers so far in advance?” Sen. 
Morton demanded. 

Debate in the Senate reached a 
particularly critical point Monday, 
when Sen. Everett Dirksen (R., 
Ill.) tried to hitch the postal rate 
increase bill as an amendment on 
a minor bill which was up for rou- 
tine Senate approval. 


® Before withdrzwing the rate 
bill amendment, Sen. Dirksen ex- 
pressed fear the bill might never 
get to the floor for consideration. 
He said he felt he had achieved his 
purpose, which was to dramatize 
his belief “that this is one of the 
most important and pressing prob- 
lems that the Congress can con- 
sider.” 

Freshmen members of the com- 
mittee used a full day Wednesday 
questioning postal officials about 
the validity of rate proposals based 
on weighted costs. 


® These add 30% to the allocated 
cost of handling first class mail in 
order to represent the extra value 
of this service, while charging 
second class only 50% of allocated 
cost and third class 75% of allocat- 
ed cost. 

Deputy Postmaster General 
Maurice Stans said the adjustment 
was fair because cost ascertain- 
ment cannot reflect 
which enter into operations. 

He said the premium charge for 
first class is justified, because 
many costs which have been ap- 
portioned to second and third class 
could be avoided if it were not for 
the need to expedite movement of 
first class mail. 

As an example he cited the 10% 
premium pay for night work. “If it 
were not for the need to speed first 
class mail, we could work an eight 
hour day and close the post office 
at night,” Mr. Stans said. 


s “Instead, we pay the premium. 
Since we also handle second and 
third class to ‘fill in’ at night, the 
cost ascertainment system assigns 
a portion of these premium labor 
costs to these classes of mail.” 
Other examples, he said, were 
second and third deliveries in busi- 
ness districts. “We could get by 


intangibles | 


with one delivery if we were not 
concerned with expediting first 
class mail,” he explained. “As it is, 
we have the additional deliveries, 
and part of the cost gets charged 
to second and third class. 

“We would not have these costs, 
were it not for the preferred han- 
dling we give first class, so we feel 
justified in asking a rate based on 
more than the fully allocated cost 
of first class, and less than the ful- 
ly allocated cost of second and 
third class.” 


s E. P. Schwartz, circulation di- 
rector of the Des Moines Register, 
testified that that newspaper’s mail 
circulation dropped 32.3% in the 
past 10 years as a result of in- 
creases in subscription prices, 
partly to cover higher postal rates. 
Supplying similar figures from 
other Iowa newspapers, he warned 
that sharp rate increases would 
drive additional newspapers from 
the mail. 

Three witnesses for the Small- 
er Magazines Postal Committee 
warned that too much attention is 
being paid to the “giants” of the 
publishing industry, and expressed 
fear that drastic rate increases 
would destroy smaller publications 
and “tend to make big business 
even larger.” 

Of 25,000 publications entered in 
second class, the group noted, only 
1,800 are published for profit, and 
only 150 of these have circulations 
in excess of 250,000. 


@ The smaller magazines group 
and Associated Business Publica- 
tions both noted that small mag- 
azines have no alternative method 
of distribution other than the mail. 
At the same time they pointed out 
that small magazines pay maxi- 
mum zone rates since their circula- 
tion is too scattered to permit 
them to take advantage of re-entry 
privileges. 

Lawrence Bell, partner of J. K. 
Lasser & Co., who appeared for the 
Smaller Magazines Postal Commit- 
tee, reported the profit situation is 
largely unchanged since last year. 
He said costs are continuing to in- 
crease at a rate of about 5% an- 
nually and that his company has 
advised its clients that postal costs 
are rising and that they should 
budget for a rate increase. He in- 
dicated an increase of 5% annually 
for two or three years would be in 
line with other costs. 


es Mr. Haire, in winding up his 
statement for Associated Business 
Publications, took a strong stand 
against any proposal to increase the 
rate on advertising more than the 
rate on text matter. 

“We are already paying rates on 
advertising portions several times 
higher than text portions,” he said. 
“To further increase this differen- 
tial would represent a most serious 
tax on advertising—a tax which 
would tend to restrict advertising 
volume in the face of severe com- 
petition from radio and television.” 


BANG—This display for Burger 
Brewing Co., Cincinnati, uses one 
of a series of plastic gun replicas 
prepared by Embosograf Co. of II- 
linois, Chicago. Brewers using the 
displays report them in heavy de- 
mand among patrons of the bars 
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THE BIGGER THEY COME—Mr. Brumbaugh of Time used numerous charts 
—like this one asserting that Life pays higher postal charges than 
smaller books—in his testimony before the House. 


‘Highly Discriminatory’ . . 


Postal Rate Hike 


Would Be Tax cn 


Ads, Time's Brumbaugh Tells House 


Wasuincton, March 28—Pro- 
posed postal rates on the adver- 
tising portions of magazines and 
other publications would be “stag- 
gering” and would actually result 
in a tax on advertising. 

This statement was made to the 
House post office committee today 
by David Brumbaugh, vp in charge 
of production and distribution of 
Time Inc. 

Postal increases accumulating in 
four years to 60% on editorial and 
advertising matter would be high- 
ly discriminatory, Mr. Brumbaugh 
said. He added that the proposal 
to boost second class rates by as 
much as 60% was based on “factu- 
al misstatements” and an out- 
moded system of assessing costs 
for handling periodicals. 


® The committee was told that 
Time Inc. views low postal rates 
as “essential for many publica- 
tions.” The company also went on 
record, through Mr. Brumbaugh, 
on four other points: 

e 1. “When considerations of cost 
are relevant (as in the case of 
many commercial publications) 
out-of-pocket costs should be the 
basis of rate making. 

e 2. “Ability to pay should not be 
applied to the degree that one 
publication should pay more than 
its proper share; i.e., one publica- 
tion should not be expected to 
subsidize a less-fortunate publica- 
tion. 

e 3. “The importance given to 
weight and distance in rate mak- 
ing has been extended to its max- 
imum logical economic limit. 

e 4. “Advertising matter should 
not be subjected to punitive rate 
increases.” 


s Mr. Brumbaugh refuted a claim 
made four years ago by the Post 
Office Department that Life costs 
the Post Office $8,604,000 a year 
more than the postage it pays. Mr. 
Brumbaugh declared that a four- 
year study made by Life, aided by 
outside consultants, proved that 


Life actually pays a profit of 0.8¢| 
| per copy to the Post Office on an 


out-of-pocket cost basis. 

“When we apply the Post Of- 
fice cost formulas to other users 
of second class mail,” he contin- 
ued, “we are able to show where 
the deficit really occurs. It comes 
about as a result of the rate struc- 
ture, which is based almost en- 
tirely on weight, whereas postal 
costs are incurred largely by the 
sortation and handling of pieces 
of mail. The deficit comes in han- 
dling small, ight items which pay 
only a fraction of a cent apiece.” 

As for the charge that Life costs 
the Post Office money, Mr. Brum- 
baugh said “three basic errors” 


were found in the department’s 


| determination that its costs were 
7.5¢ a copy. 

| 

|@ The first, he said, was an as- 
sumption that 28 copies of Life 
require one cubic foot of trans- 
portation and storage space. Ac- 
tually, he said, 57 copies of Life 
| take that much space. “The correct 
| figures reduce the cost to the Post 
Office by 1.1¢ a copy.” 

Second error, he went on, was 
the assumption that 41 copies of 
| Life out of every 100 entered in 
the Post Office are carried on rural 
routes, “a relatively expensive 
part of the mail delivery system.” 
Actually, said Mr. Brumbaugh, 
eight out of 100 copies get rural 
delivery service. “The correct fig- 
ures reduce the cost to the Post 
Office of handling Life by 0.7¢ per 
copy.” 


® He said the third error was “the 
failure of the Post Office cost ap- 
proximations to recognize the spe- 
cial way in which Life is prepared 
for the mails and the elimination 
thereby of many costly services 
which the Post Office performs for 
most other users of second class 
mail.” He added that “correction of 
this third basic error reduces the 
cost of handling by 1¢ per copy.” 

He produced an exhibit that 
“shows the computations on a 
straight cost accounting basis. 
That schedule shows that the per- 
piece costs are increased 1.5¢ 
when advertising material is add- 
ed to the editorial material, and 
the per-piece postage income is 
increased 2.1¢. Thus a profit of 
0.6¢ per piece to the Post Office 
on ad material in Life results.” e 


Whitney Retains 
Blackburn's New 
Consulting Company 


New York, March 26—James E. 
Blackburn Jr., who resigned re- 
cently as a vp and director of Mc- 
Graw-Hill Publishing Co. and as 
a director of Audit Bureau of Cir- 
culations (AA, Dec. 24, 56), will 
become a consultant to Whitney 
Publications, 
publisher of In- 
dustrial Design 
and Interiors. 

He will act as 
consultant on 
problems involv- 
ing field selling, 
promotion and 
marketing. 

Mr. Blackburn 
said he also is 
concluding ar- 
rangements to act 
as a consultant to a national adver- 
tiser and an agency. + 


J. E. Blackburn Jr. 
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Philip Morris 


Diversifies in 
Buying Milprint 


New York, March 28—Philip 
Morris Inc., in what is apparently 
the first move toward broad diver- 
sification by a major cigaret man- 
ufacturer, today announced plans 
to acquire Milprint Inc., Milwau- 
kee manufacturer of flexible pack- 
aging. 

In a move toward the integra- 
tion of packaging research and 
manufacturing, Philip Morris, a 
new-packaging pace-setter in the 
cigaret industry, will acquire one 
of the largest printers and litho- 
graphers in the country—1956 
sales volume: More than $55,000,- 
000. (Milprint is not a significant 
supplier of Philip Morris packag- 
ing.) 

Though no date has been set 
for the acquisition, a joint state- 
ment issued by O. Parker Mc- 
Comas, president of Philip Morris, 
and William Heller Sr., chairman 
of Milprint, said, “The boards of 
directors of both Philip Morris Inc. 
and Milprint Inc. have separately 
approved in principle, subject to 
further independent approval by 
the stockholders of both compa- 
nies, an acquisition plan.” 

Philip Morris stockholders will 
vote on the acquisition in June. 

“While it is definitely planned 
that Philip Morris will purchase 
some of its wrapping materials 
from Milprint, this would be done 
with no interruption or inconven- 
ience to Milprint’s customers or 
the Philip Morris buying policies 
as they relate to the cigaret com- 
pany’s present suppliers,” the 
statement added. * 


Shirley Smith Named 
Exec Director of PR 
Society of America 


New York, March 29—Shirley 
D. Smith, Memphis public rela- 
tions counselor, has been named 
executive secretary of the Public 
Relations Society of America. 

He succeeds Paul Wickman, ex- 
ecutive director for the past nine 
months. Mr. Wickman was re- 
lieved last week (AA, March 25) 
after refusing to resign. 

Mr. Wickman’s assertion that a 
“conflict in interpretation of 
duties” was behind the blow-up 
was termed “only half the story” 
by Dan J. Forrestal, pr manager 
of Monsanto Chemical and pres- 
ident of PRSA. 


@ Mr. Forrestal told ADVERTISING 
AcE that other considerations were 
involved, but that the society’s ex- 
ecutive committee, which controls 
the executive director post, has 
voted to make no statement what- 
soever on any facet of the affair 
until after PRSA’s board of direc- 
tors meeting in Miami April 25-26. 

A letter sent to the PRSA mem- 
bership this week read in part: 

“Mr. Smith succeeded Paul 
Wickman, whose services were 
terminated. Mr. Wickman was 
given an opportunity to resign, but 
chose not to do so. He is being of- 
fered generous severance pay.” 

“I conscientiously couldn’t re- 
sign,” Mr. Wickman told AA ear- 
lier this week. “There is no reason 
to, no cause, except something that 
doesn’t speak well for public rela- 
tions.” He did not elaborate other 
than to reemphasize that a “per- 
sonality conflict” was at the root of 
the dismissal. 

Carroll R. West, vp and manager 
of the public relations division of 
the Title Insurance & Trust Co., 
Los Angeles, was elected secretary 
of PRSA, a post formerly held by 
Mr. Smith. e 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $16.50 per column inch, and card dis- 


counts, size and frequency apply. 


«AVERAGE PAID CIRCULATION FOR. 
6 MONTHS ENDING DEC. 31, 1956 


HELP WANTED 


36,916 


HELP WANTED 


PROFESSOR OF ADVERTISING 
Expanding field in a larger Big Ten Uni- 
versity. Requires master’s degree, good 
scholastic record, minimum of 5 years 
significant advertising experience. Offers 
opportunity for graduate study, advance- 
ment, good salary, interest in associa- 
tions, friendly atmosphere and beautiful 
surroundings. Not easy or retirement job. 
Energy, educational philosophy, and en- 
thusiasm essential. 

Box 9437, ADVERTISING AGE 
200 E .Illinois St., Chicago 11, Illinois 


| Visual 


JOB MARKET 
f 


or 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE An $-4424 
Bankers Bidg. Chicago 3 


2 TREMENDOUS 

EDITORIAL OPPORTUNITIES 
One of nation’s fastest growing multi 
magazine publishing companies needs top 
business paper editor for one merchandis- 
ing magazine and editorial assistant for 
another growing monthly. Both openings 
are life time opportunities, offering good 
income, ideal midwest location, profit 
sharing, many other benefits. Give full 
particulars of past education, experience, 
present income in full confidence. Our 
own people know of this ad. 

Box 9438, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


VISUAL AIDS 
PLANNING ASSISTANT 
expert with creative ability to 
plan the visual portion of presentations 
of all kinds. Should have ability to work 
out complete and appropriate visualiza- 
tion of both promotional and technical 
presentations, a thorough knowledge of 
visualization techniques and processes, 
and experience in directing art studios in 
the production of top quality art work. 
Excellent opportunity for right man in a 
large mid-eastern manufacturing com- 
pany. Write to 

Box 9458, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
outlining qualifications and required sal- 
ary. 


ADVERTISING 
PLANNING ASSISTANT 
This is position to develop co-ordinated 
marketing programs for both industrial 
and consumer products. Should have cre- 
ative ability, experience in advertising 
and merchandising techniques, a basic 
knowledge of various advertising media 
and their potentialities. Excellent oppor- 
tunity for advancement in a large mid- 
eastern manufecturing company. Salary 
open, Writ« 
Tiox 9457, ADVERTISING AGE 

480 Lexing'on Ave., New York 17, N.Y., 
outlining quaiiiications and required sal- 
ary 


CREATIVE HEAD—Chicago 4-A Agency, 
with offices in 4 other cities wants sea- 
soned creative man with agency experi- 
ence. Must be a top-notch writer who is 
also capable of some client contact. Ex- 
perience putting together 


presentations desirable. Solid start—won- 
derful future for right man. Decision 
soon. 


Box 9440, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL, 
EXPERIENCED & TRAINEE 
Publishers Employment Agency 
469 E. Ohie St., Chgo. Su 7-2255 
ACCOUNT EXECUTIVE TRAINEE 
Age 25-30. Mid-west agency. Start as Jr 
A.E. Learn new business techniques. Ad- 
equate starting salary, plus. Agency pro- 
duction or creative-printing sales expe- 
rience helpful. Replies confidential. Send 
resume (mention salary requirements) to 
Box 9417, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ilinois 
WRITERS! There is a strong demand in 
the New York market for all types of 
material. We offer honest appraisal and 
placement. Write for terms today! Daniel 
S. Mead, Literary Agent, 419 Fourth Ave. 
New York 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St., Ha 7-1991 


new business | 


Chicago 


SENIOR COPYWRITER—able to pull his 
weight on a team of seasoned creative 
people. Not a big-city agency job, but the 
pay is above the average quoted in 
Rubel’s report on salaries of senior copy- 
writers in much larger shops than ours 
State age, experience in detail, also start- 
ing salary required. 
Box 9460, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


VICE PRESIDENT & PARTNER 
NEEDED IN CALIFORNIA 
Expanding Southern California Publishers 
Representative firm established 11 years 
seeks partner for a new office to be es- 
tablished in San Francisco. This man 
should have such a successful advertising 
sales and income record that he can fi- 
nance himself for about 6 months while 
developing our Northern California publi- 
cation advertising sales. All replies held 
in strictest confidence. Send resume of 
experience and 1956 net income in first 
letter to Ren Averill Co., 232 MN. Lake 

Ave., Pasadena 1, Calif. 

LIBRARY ASSISTANT (FEMALE) 
Experience in research library of adver- 
tising agency or food product company. 
Right person will advance to department 
head of one of the finest publication 
libraries in the country. Send resume and 
salary desired to: 

MRS. E. BOYD 
PROGRESSIVE GROCER 
161 Sixth Ave., N.Y. 13 N.Y. 


P-O-P DISPLAY MEN 


If you call on large advertisers you can 


sell window and in-store display in con- 
tinuous-roll. See our ad p. 30. Excellent 
opportunity for good, steady added in- 
come. Write Fuller Displays Inc., 5-39 
48th Avenue, Long Island City 1, N.Y. 


needed by industrial 
magazine with top circulation in field. 
Travel Mid-West. Chicago headquarters. 
Excellent starting salary and opportunity 
for growth. Send Brief resume to: 
Box 9456, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Geed space salesman for Chicago area 
wanted by business paper publisher. Base 
and incentive $10,000 first year. Free in- 
surance i ~ for employees. Entertain- 
ment and travel costs paid, and liberal 
amount for car purchase. Good future in- 
cluding ownership-participation for right 
man. Don't answer unless you want to 
work hard and push your earnings up, 
sky-high 
Box 9459, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


Space salesman 


DEAR MR. AGENCY OWNER: 

Would you be interested in having a West 
Coast office without the burdening ex- 
pense that goes with it? A representative 
47 years young, who thought he could 
retire but could not stay away from the 
business. Experience 20 years with sev- 
eral of the top ten agencies and Public 
Relations firms, plus five years in high 
echelon of Television. Qualified to render 
complete agency and account service. 
Biographical sketch on request. Post 
Office Box 899 Beverly Hills, California. 


COPY, COPY-CONTACT—CHICAGO 


33; BS/MS; 6 years copy, publicity, mar- 
ket research, sales analysis—34, at multi- 
product industrial co., 1% industrial 
agency. Now copywriter major consumer 
agency—salary $7,500. But ONE-account 
copy group. Desire job writing on VA- 
RIETY of products. Or copy-contact. Or 
with company on mix of adv., sales and 
market research, publicity. Chicago only 
due to grandparent love of baby daughter. 


Illinois St.. Chicago 


X 524, ADVERTISING AGE 
200 E 11, Tllinois 


nati office: 


eral office staff. 


IS THERE A CHICAGO AGENCY 
IN NEED OF CINCINNATI AFFILIATE? 


We've a lot to offer an agency desiring a ready made Cincin- 


@ Live, experienced, efficient and progressive personnel. 


© Complete sales-contact, creative, art production and gen- 


@ Modern air-conditioned offices in downtown area, 
with extra offices available. 


CINCINNATI 


We would be interested in serving as secondary contact, 
production and buying office, under your direction, at 

economical cost to you. OUR CLIENTS ARE OUR BEST 
REFERENCES. A one paragraph letter to us will place in 
your hands a sincere fact sheet outlining our proposition, 
pictures of personnel, client list and other details. Ad- 
dress Box 521, ADVERTISING AGE, 200 E. Illinois St., 


Chicago 11, Illinois. 


POSITIONS WANTED 
MEDIA BUYER 10 years space sales exp. 
ought to provide good background, age 
39, married. Chicago area. 
Box 9421, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CONTROLLER-OFF. MGR. AD AGENCY 
38. Prepare, analyse all Financial Reports, 
Budgets, Forecasts, Client Costs, Expense 
Controls; Methods, Procedures; Train and 
Supervise Personnel. 10 yrs. Exp. Now 
with major agency as Asst. Cont. Will 
Relocate. 
Box 9384, ADVERTISING AGE 
480 Lexington Ave., New york 17, N.Y. 


Desire public relations writing position. 
News, features, heads and makeup expe- 
rience. Ray Gaffin, 1515 West Monroe, 
Chicago 7, Ii. 


Fashion Layout Artist seeks position with 
creative and monetary future - in that 
order. Experienced and presently em- 
ployed. 
Box 9471, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


COPYWRITER, ANYONE? 25 years Cre- 
ative Writing—18 years Graphic Arts. 
Nerman Temple 
5000 N. Kenmore, Chicago 


TRANSLATOR, ANYONE? I can trans- 
late technical information into sparkling 
copy for the homemaker, businessman or 
student. Demonstrated ability in science 
writing, willingness to tackle difficult 
writing jobs. 
Box 9462, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


QUANTITY FOODS WRITER seeks chal- 
lenge in editing or p.r. Offers solid back- 
ground in writing for institutional mar- 


ket. 
Box 9463, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Ad space salesman, 12 years experience 
trade and consumer magazines. N.Y. area 
desired. 
Box 9470, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


ADMAN WITH SMALL FEET! 
Re: AA 3 25, P. 58: “Admen have big- 
gest feet.” Not me! Wear a 7D. Fleet feet 
have carried me to end of economic line 
here. Desire agency connection. Super- 
market chain adv., merchandising, pro- 
motion experience. Love fast-moving 
competitive situations. Need a man who 
thinks on his feet? 

Box 9472, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING ART!IST—wants to relo- 
cate out west or southwest with Litho 
or Ad Agency. Now with Boston Litho 
Co. doing Lettering, Design & Production 
on national and regional accounts. 
Box 9473, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


POSITIONS WANTED 


Advertising Age, April 1, 1957 


BUSINESS OPPORTUNITIES 


INDUSTRIAL AD MANAGER 
Offers 15 years of seasoning in advertis- 
ing, sales administration and promotional 
fields. Now ad manager for AAA-1 Chi- 
cago industrial firm. Thoroughly familiar 
with media, graphic arts, copy, produc- 
tion, printing, public relations. Person- 
able, productive, equally at home with 
top-level personnel or typewriter. Mar- 
ried, vet, excellent references. 

Box 9461, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


| Rare opportunity 
| broker 


YOUNG ADVERTISING MAN seeks new 
horizons. 5 years exp. with mfgs of farm 
products. Administrative ability plus top 
performance with layout, copy, produc- 
tion for all media. Col. Deg. in Adv. 

Box 9464, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Tl. 


PRODUCER 
TV & MOTION PICTURES 
Aggressive producer desires position with 
Ad Agency, PR, or industrial firm. 15 yrs 
motion picture experience—5 years pro- 
ducing TV commercials. Age 36 currently 
employed by large Mfg. 
Box 9465, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


HERE I AM! 

ACCT EXEC. or AD MANAGER 
Looking for greater chall’ge in South, 
Southw. or Denver area. 4 yrs exper ad 
mgr for auto distr. 3 yrs A.E. 4A Agcy. 
(Current) Degree in Bus. Man. Mrkt. 
Adv. Compl. Agcy backgrd. Retail, 
Indust. ace’ts. Marr’d, Family. Let’s Go! 

Box 9466, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING-SALES PROMOTION 
Self-starter, 8 years creative Sales & 
Prom. Mgt. experience with nat’l mfgrs. 
(soft goods & major consumer products) 
& top publications, plus agency contact. 
Solid writing ability, flexible flair for de- 
veloping presentations, sales aids, mer- 
chandising, research. Seeks change for 
growth potential. Age 33, married. 

Box 9467, ADVERTISING AG 
480 Lexington Ave., New York 17, N.Y. 


Miami Magnates! N. ¥. magazine Produc- 
tion Manager wants work in Miami. Any 
Bids? 
Box 9468, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


ATTENTION ADVERTISING MANAGER 
I can fill that need for a Radio-TV, agen- 
cy liaison in your company. Interested? 
Box 9469, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


Can you qualify as 
COPY CHIEF 


.. . for a medium-sized, leading AAAA 
Chicago Agency with diversified ac- 
counts in the Automotive, Commercial 
and Industrial fields? If you are cre- 
ative and practical . . . if you are 
capable of directing and producing 
a volume of trade publication adver- 
tising and collateral material . . . if 
you are a good administrator who can 
take over as assistant to the Creative 
Director . . . if you can keep pace in 
a fast-moving, top-flight agency . . . 
if you know you are going ahead— 
this is the opportunity you have been 
looking for! Write complete details 
why you qualify. Box 529, Advertising 
Age, 200 E. Illinois St., Chicago 11, Ill. 


INDUSTRIAL AD MGR. 


Presently creating and directing cam- 
paigns for med-large firm selling to the 
O.E.M. field, ready to move up 


Twelve years of combined advertising, 
sales promotion and marketing experience 
handling rubber (molded), tires, automo- 
tive access., industrial supplies, refrigera- 
tion equipt., air cond, Tech. and Sales 
brochures my forté. 

Past and present successes include direct 
mail surveys and campaigns, special pack- 
aged shows for salesmen, trade exhibits 
with engineering attractions played a 
major role in opening new accounts total- 
ing a million dollars 

Seek position with mfg. or agency. T 
physical shape. Will relocate. Salary $11 
Correspondence Invited. 


BOX 526, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


1 WANT GREENER PASTURES 
Copy-contact man desires growth oppor- 
tunity with agency or manufacturer in 
large or small mid-west city. 7 yrs. di- 
versified agency experience, 2 yrs. mail 
order copy writer. Have planned, created 
and followed-through on complete con- 
sumer, industrial campaigns. Age 33, 
married, degree. 

ADVERTISING AGE 


Box 532 
200 E. Illinois St., Chicago 11, Illinois 


SALES PROMOTION SPECIALISTS 


Permanent positions with Mid- 
west’s oldest, largest, finest Sales 
Promotion Agency. Chicago lo- 
cation, nationwide services. 


WRITERS (2). Create special- 
ized selling ideas and copy. 


LAYOUT (1). Render crisply, 
cleanly, and fast. We’re growing 
and that’s why we need you. 
Top salaries for right people. 
Prove to us what you’re worth. 


Box 518 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


AGRICULTURAL 
ADVERTISING MAN 


Excellent opportunity in strong, 
Midwest 4-A advertising agency 
for a man who has had experi- 
ence in creating, writing and 
administering farm paper ad- 
vertising and direct mail. Good 
salary and profit sharing in 
business. Write in detail giving 
educational background etc. All 
inquiries will be held in strict 
confidence. 

Box 519 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


DISPLAY MERGER 
for display house or 
to join an established company 
with plant in Long Island City, to com- 
plement each other's sales activities. 
Box 9474, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
If you are a Mid-west printer with some 
surplus capital to invest and would like 
to increase your volume, you'll be inter- 
ested in this deal. 
Box 9475, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 


Reproductions of your comp~ehensives in 
full color - short runs - fast service 
Skokie Colorgraph, Inc. - ORchard 4-7400 


PUBLICATION DIRECTOR 
$12,500 


Solid b/g in writing and editing com- 


pany-sponsored, inter organization 
publications. History in newsletters 
vital, plus some knowledge speech 
writing and annual reports. 

For confidential representation, contact 
GEORGE E. PYLKAS 
CADILLAC EMPLOYMENT AGENCY 
220 S. State Chicago WA 2-4800 


EXPERIENCED 
PRODUCTION MANAGER 


Opportunity available in Tidewater, 
Virginia. Now is the time to come to 
an area that is among the 10 fastest 
growing major markets in the nation, 
and the future depends on you. 


This fast growing advertising agency 
is now — a versatile man, ex- 
perienced in all phases of production 
to take over direction of our entire 
production department including art 
and copy. The man we seek must have 
imagination, creative ability and the 
desire to grow. 


If you fit the above requirements, 
we'd like to talk with you. 


Send a brief résumé of your experi- 
ence and salary desired to. . . 


Box 530 Advertising Age 
480 Lexington Ave., New York 17, N.Y. 


ADVERTISING AND SALES 
PROMOTION ASSISTANT 


National manufacturer, Rockefeller Center, 
N. Y., requires man to create and to write 
advertising material which will include 
sales presentations, product books, mon- 
vals, catalogues, etc. Liaison between 
sales and advertising deportments. Age 
to 40 years. Minimum five yeors' experi- 
ence in advertising and/or sales promotion 
department of a manufacturer having na- 
tional distribution through dealer outlets. 
Send complete résumé of background, edu- 
cation ond salary requirements to: 


Box 525, Advertising Age 
480 Lexington Ave., New York 17, N. Y. 


Available 


now! 
America’s Oldest Ad Man 


Flushed from retirement by inflation, 
ancient crock, formerly account exec 
with variety of top 4-A agencies, still 


has one or two marketing plans and 
new business presentations in him—if 
you hurry. Considering his age (almost 
sixty) suggest you wire immediately: 


Box 528. Salary: just $15,000, enough 


to keep him in Geritol and Presley 
pressings. 
Box 528 ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


PARTNER 


N.Y. Advertising Agency 
NO IMMEDIATE INVESTMENT 
NEEDED! 


Account Exec. of one-man agency 
with minimum $150,000 to $250,000 
good billing to join reputable, 10 
years old, financially solid, fully rec- 
ognized small agency. State details 
in confidence. Box 522, Advertising 
Age, 480 Lexington Ave., New York 
17, New York. 

eeeeoeee#eneeee8ees 


business. Each will be assigned 
definitely leads its field. 


with sound think 
ing and developing ideas. 


real c 
employee benefit. 
us a complete 


Age, 200 


TWO TOP COPYWRITERS 
FOR TOP PAYING JOBS 


In the history of this leading Chicago agency, we have never 
offered opportunities like this. We need two top people who can 
help to continue our reputation as one of the creative leaders in the 


These are no jobs for juniors, no matter how ambitious. One will 
be a man or woman with a proved background in cosmetics, sound 
in merchandising and promotion as well as advertising. 

The other will be a man with a flair for the unusual combined 
i ing. He will work at top level, take part in initiat- 


Both people must be well versed in all media and be able to prove 
it. Each must be capable of commanding a hearty five-figure salary. 
This agency is well known and highl 
work”. We're going to choose carefully because we're o ering a 
ce to go places and, more tangibly, every modern 


We’re going to move fast, too, so don’t waste any time in sending 
résumé of your background. Box 515, Advertising 
. Illinois St., Chicago 11, Illinois. 


immediately to an account that 


respected as a “good place to 
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COPYWRITER (MALE) 
A SENIOR JOB IN 
AN EXCITING COMPANY 


Direct mail subscription experience pre- 
ferred—especially for woman's magazine 
—but not essential. Stress Is on crea- 
tivity. Northern New Jersey. 
30 minutes from Manhattan 
WE ARE NOT PUBLISHERS 
SALARY OPEN—SUBMIT RESUME 


Box 531 Advertising Age 
480 Lexington Ave., New York 17, N.Y. 


PUBLISHER’S REP. 


Excellent opportunity for space 
seller familiar with education field, 
to add old established national 
teachers’ publications now carrying 
substantial accounts. Liberal com- 
mission. Box 520, Advertising Age, 
200 E. Illinois St., Chicago 11, Ill. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
187 N. LaGALLE, CHICAGO LLINOIs 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


The Midwest's 
outstanding placement 
service for Adv.- Art & 

allied fields. 

By appointment only 
59 E. MADISON - SUITE 1417 
CHICAGO 2, ILL. 
CEntrel 6-5670 


P. R. ‘DEPT.’ AVAILABLE TO 
AD AGENCIES, CORPORATIONS 


Our N. ¥. public relations firm will be 
YOUR PR t. Staffed with 
ublicity 
serve as your publicity team, 

Y. or out-of-town ad agencies 
corporations seeking top-flight publici 
results. To discuss our revolutionary, fi- 
nancially attractive plan, retainer or ae 
story basis. write x 527. Advertising 
Age, 480 Lexington Ave., New York 17,N.¥ 


or 
ty 


FOR SALE — OFFICE FURNITURE 
Complete basic office furniture: 
desks, chairs, artists’ boards, etc. 
for agency of seventeen to twenty 
people, available May 1. Apply for 
complete inventory and prices. 


Box 523 ADVERTISING AGE 
480 Lexington Ave., N. Y. 17, N.Y. 


SALES PROMOTION MANAGER 


for highly regarded, growing manvfacturer 
of nationally known consumer packaged 
oods product sold chiefly through the 
} ro and grocery trade. 

This is an outstanding career opportun- 
ity for an outstanding man 28 to 35, 
college trained, with at least five years 
of se ling and sales promotion experience 
in our field. 

Both creative and administrative ability 
are necessary. As right-hand man to the 
National Sales Manager, he will be a key 
man in building the Company's merchan- 
dising, display and ee programs. 
Headquarters Is in Metropolitan New York 
area. 

Initial salary range $7,500 to $9,000. 
Bonus and profit-sharing retirement in- 
come program plus insurance and hos- 
pitalization plans are all part of the 
picture. 

Write, enclosing resume in strict confi- 
dence. Box 517 ADVERTISING AGE, 480 
Lexington Ave., New York 17, New York. 


OPPORTUNITIES 


ARTISTS and ART DIRECTORS—Layout 
illustrators, ane De- 


Beauty parlor equip., appliances, 
wax paper products, business 
forms, oils, chemicals, industrial 
$7,200 te $10,000 
ACCT. EXECUTIVES—Knowledge appli- 
ance, food, industrial equipment 
$8,000 te $15,000 
COPYWRITERS—Consumer and Indus- 
trial background. Agencies, mfrs. 
$6,000 te $15,000 
r, other assign- 


tic, rubber, chemicals, appliances. 
PR agencies... .$6,000 te $10,000 
MARKET RESEARCH—Consumer and 
Industrial bkgd..$6,500 te $12,000 
TECHNICAL WRITERS—Mechanical and 
Electronics $6,000 te $8,000 
ADV. SPACE SALESMEN—Trade maga- 
zines and a 


Write or contact in confidence 
ART SNYDER 
CADILLAC EMPLOYMENT AGENCY, INC. 
220 S. State + Chicago +» WA 2-4800 


Give Clients Marketing Aid to 
Hike Agency Income, Says Adams 


(Continued from Page 3) 
‘est motive when an agency decides 
| to expand its services to its clients. 
|The motive is one of increasing 
business to the advertising agency. 
This can be done only by increas- 
\ing the advertising budget of the 
| client. 

“If through pointing out a bet- 
|ter and easier way to increase the 
|client’s business by means of mar- 
keting information or special mer- 
chandising programs, the agency 
receives an increased advertising 
| budget, then these specialized mar- 
keting services pay for themselves. 

“On the other hand, these serv- 
ices can pay for themselves to the 
client if they result in more pro- 
ductive advertising and merchan- 
dising. They pay for themselves 
|to the client if they indirectly or 
directly result in increased busi- 
ness or in the solution of problems 
‘that have been expensive to the 
client’s operation. 


# “One of the larger problems fac- 
ing the advertising agency today 
is that of convincing some clients 
that an agency is qualified to per- 
form these extra services of sales 
planning and marketing strategies. 
Due to the lack of understanding of 
qualifications and intent, some cli- 
ents view such agency services as 
an encroachment on their internal 
marketing and sales activities. 
There are still too many clients 
that believe the agency is a source 
of picture and word ideas only. 

“I think it is the responsibility 
of each and every one of us in the 
|advertising agency business to sell 
the importance of our expanded 
marketing abilities. It can very 
well be our life blood for the next 


Our 46th Year 
DIRECTOR OF RESEARCH 
Major, fast-growing agency 
TV WRITER. Heavy retail 
exper., also general 
MERCHANDESING DIRECTOR 
es. 


to $17M 


$10-11M 

meat. Field staff to $10M 
DIRECT-MAIL TRAINEE 

Retall, catalog or agcy. exp. $400 to $500. 


GLADER CORPORATION 
Don Harris, Dir, Ady. Div 
1108. Dearborn | CE 46-5353 Chicago 


IDEAL AGENCY SPACE 
New building, midtown New 
York, 120 East 56th Street, 11th 
Floor. Laid out and partitioned 
for agency operation, private 
entrance to conference room. Six 
executive offices, ample working 
space, light, air conditioned. 
Perfect for small agency or New 
York branch. $12,000. Call or 
write Mr. Hubbard, of Byrne, 
Bowman & Forshay, Inc., 370 
Lexington Avenue, MU 3-2600. 


EXECUTIVE ART DIRECTOR 
WANTED 


The man we'll hire at this pro- 
gressive, medium-sized Chicago 
agency has advanced far beyond 
the board. He must be able to 
direct a full department, con- 
tribute to overall planning, and 
participate in client meetings. 
We offer a pleasant environ- 
ment, blue-chip accounts in all 
leading media, a chance to en- 
hance an already well-estab- 
lished reputation. Beyond that, 
there’s a substantial salary open 
for the right man, along with 
profit sharing and other bene- 
fits. All replies will be held in 
strictest confidence. No samples 
at this time, but salary desired 
and a complete résumé are es- 
sential. Box 516, Advertising 
Age, 200 E. Illinois St., Chicago 
11, Illinois. 


several generations, or until the 
agency-client relationship takes 
some drastic turn. I believe our in- 
creased marketing activities create 
a greater structure for agencies as 


confidence in them on the part of 
the client. 


® “As an aside, the current squab- 
ble over the methods of compensa- 


ductive service to the client. 
“There exists,” Mr. Adams said, 
“a difference of opinion among 
agency people concerning the areas 
of responsibility to the client. 
“Not too many years ago, the 
agency was a peddler of blank 
space for newspapers and a few 
monthly periodicals. From that be- 
ginning, the agency evolved into a 


copy, drew pictures and supervised 
the completion of advertising units. 
In some instances, the agency be- 
came a part of the radio and tele- 
vision programming business. By 
and large, this is a very simplified 
and rapid rundown of the normally 
accepted advertising agency func- 
tion. 


= “In order to stay abreast, if not 
ahead, of the competitive forces 
working against each client’s prod- 
uct—and in order to compete for 
attention amid the gigantic quanti- 
ty of advertising output—it was 
necessary for agencies to become 
more involved in the intricacies of 
their clients’ sales and marketing 
problems. 

“Unfortunately, too often these 
additional marketing services were 
added to the agency organization 
reluctantly. Usually the additional 
marketing activity in which the 
agency became involved was the 
result of client insistence or com- 
petitive pressure. Very seldom was 
it the result of far-sighted decision 
on the part of agency executives. 

“As I am sure all of you are 
aware, there were and still are 
people in the agency field who 
question the feasibility of an agen- 
cy extending its services beyond 
the essentials of advertising ideas 
as expressed in copy and art form. 


a “My premise is not only that 
many of these new services—re- 
search, merchandising, sales plan- 
ning, media evaluation, sales pro- 
motion, and all of the others—are 
here to stay. I have a firm belief 
that they will expand in impor- 
tance to our clients, and will be 
joined by other marketing services 
that will some day result in the 
advertising agency being consid- 
ered a complete marketing organ- 
ization. 

“What does this actually mean to 
the agency business? In my opin- 
ion it means that the advertising 
agency will become a more intri- 
cate and important part of each 
client organization. Advertising 
will cease to be regarded as an 
isolated selling activity, and will 
have its roots deep in the market 
planning and sales strategy of the 
client organization. 

“It will be strengthened and sup- 
ported by sales promotion pro- 
grams and merchandising activity 
that will focus the strength of the 
advertising idea on all distributors, 
dealers and sales representatives 
of the client, as well as on Mr. 
Customer—the answer to all our 
problems.” 


|@ Discussing the recent Campbell- 
|Ewald promotion for Chevrolet, 
|involving the driving of six 1957 
| truck models over the Alcan high- 
way to Fairbanks, Alaska, Mr. 
Adams said this project “was a 
great deal more than a novel copy 
| Slant or eye-catching illustration. 


sound business people—a greater | 


tion can often be alleviated by pro- | 


creative organization that wrote | 


| STOPPER—A “cartoon” house illus- 
\trates Amana Refrigeration’s 
theme that regardless of outside 
| weather conditions, a room with an 
Amana air conditioner is always 
“weather right.” The display is 6’ 
high and holds two Amana units. 


“What the agency did was to 
take part in the client’s over-all 
|marketing approach. In a sense, it 
heiped shape the thing it was doing 
to advertising—an engineering test 
of the ruggedness, dependability 
and other characteristics of Chev- 
rolet trucks. 

“Tests every bit as punishing 
as this had, of course, been going 
on for years at the General Motors 
proving ground. But these did not 
have the history-making impact of 
an AAA-sanctioned run over one of 
the world’s most famous pioneer 
roads. They certainly couldn’t 
compete with the romantic appeal 
of Alaska and the Yukon. 

“What the agency did, then, was 
to step out of its traditional bail- 
iwick and inject these advertising 
considerations into what might 
otherwise have wound up as a 
routine testing schedule for the 
1957 trucks. The agency, in effect, 
expanded its scope of service. And 
by so doing, we believe, it was 
able to make its traditional sphere 
of service—production of ads, com- 
mercials and so forth—much more 
effective. 


s “What is the cause of the trend 
illustrated by activities such as the 
Alcan run? Should it be viewed 


there evidence to show that this 


work for an agency and its clients? 

“To answer these questions, 
which are natural ones, I can re- 
flect some of the experiences not 
only at Campbell-Ewald, but of 
other agencies. Since 1948, 52 
agencies billing more than $5,000,- 
000 have installed research and 
marketing departments. These 
agencies had previously offered no 
such service, or had hired outside 
organizations to do this work when 
it was requested by their clients. 

“Also, 31 agencies in the same 
billing category have installed 
merchandising and sales promo- 
tion departments during this same 
period. Some 19 agencies have or- 
ganized full testing panels or clin- 
ics; 12 agencies have test kitchens. 

“And several of the larger agen- 
cies have purchased dealer or re- 
tail outlets to be used as testing 
areas for point of sale promotion 
and other merchandising activities 
of their clients. 


|\# “Another interesting outgrowth 
of these increased services is 
shown by the fact that there are 
27 specialists working in as many 
jagencies who are sales planning 


with alarm? How costly is it? Is| 


broadening of service can and will | 


129 


or marketing consultant experts. 
|These men have been hired by 
|their agencies for the sole purpose 
of assisting the sales departments 
of several of the larger national 
advertisers in planning capacities. 

“In other words, these adver- 
tisers felt that an outside consult- 
ant would be of great assistance to 
their sales planning sessions, be- 
cause he would be unrestricted, 
uninhibited and perhaps hold a 
better over-all perspective in 
terms of coordinating sales activi- 
ty, sales training, dealer relation- 
ships, merchandising, sales promo- 
tion and the advertising efforts. 

“Now just what in the world of 
business accounts for this new ‘to- 
getherness?’ What has caused the 
client to request assistance in areas 
that were normally considered 
sacred ground and not to be in- 
fringed upon by the agency in its 
advertising capacity? 


a “First of all, in my opinion, the 
increase of competition for the 
consumer dollar and the consumer 
attention span has necessitated a 
closer coordination of selling and 
advertising. Logically, it takes bet- 
ter planning and a great under- 
standing of the market and the 
market's mind to gain a fair share 
of the market’s return for a client. 

“Again, logically, where is there 
a better place than the agency to 
tie together the emotional and psy- 
chological plans to gain the buyer’s 
attention with the sales planning 
necessary to consummate an ex- 
change of product for a given sum 
of money?” 


BASFORD’S ADAMS 

CITES ‘INTEGRATION’ 

| New York, March 27—Changing 
|concepts in agency operations are 
hastening revolutionary changes in 
|}marketing methods, Fred Adams, 
|president of G. M. Basford Co., 
| told a press conference today. 

| Today’s integrated advertising 
| agency, Mr. Adams explained, fur- 
|nishes services and abilities that 
go beyond conventional space ad- 
| vertising. Such services, coordinat- 
ed with advertising, make for more 
effective over-all promotion. These 
include public relations, market 
| research, specialized literature and 
merchandising services. 

Much of the Basford agency’s 
own increase in billings (from 
$7,000,000 in 1952 to $12,800,000 
last year) was attributed by Mr. 
Adams to gradual development of 
the industrial agency as an inte- 
grated marketing tool. o 


ABC-TV Names Mullen Detroit 
S.M., Boosts Two Others 


William P. Mullen has been pro- 
moted to sales manager of the 
new Detroit sales division of ABC 
| Television. He has been an ac- 
count executive in the network’s 
sales department since May, 1955. 

ABC-TV also has named J. Eng- 
lish Smith, formerly manager of 
its network program department in 
the western division, manager of 
tv network programs. Sandy Cum- 
mings, formerly ABC coordinator 
at the Walt Disney studios in Hol- 
lywood, succeeds Mr. Smith. 


Michaels-Stern Slates Ads 

Michaels-Stern & Co., Rochester, 
men’s clothing manufacturer, is 
using pages in color and b&w for 
its 1957 campaign on Courier cloth, 
made by Miron Mills of New York. 
Two color pages are scheduled for 
The New Yorker and a b&w page 
for Life, Oct. 7. Extensive dis- 
play and point of sale material is 
also being used. Leber & Katz, 
New York, is the agency. 


Mactadden Earnings Rise 

Macfadden Publications, New 
York, reported gross income for 
1956 of $18,260,066, compared with 
$17,158,254 in '55. Net earnings for 
56 amounted to $635,758 compared 
with $501,847 in ’55. 


a 2 er i es ee Ry a ee ee Se i er ee ae eae) ee ee 
eR ge slid pate: heme i os 3 8 EES Ren k on i eaee ied Poh tev ap lcas Sec h- “4 ee ee ee See. ee | Ue Be als sine a mae 
oie ea ba a eee Tei & cay, vo eee ee ee a ee a ee 
a 4s ee re ae cera. SNR Set es es ae a fe ee Eo a ee aS ernyeen ear Pe Se eat a eae Ke 
ie | , 
Si 
F a 
ee 
ae “i 
: OE = ae 
, | 5 im = 
| a 
: | FA “) Neerese mew =— a 
- | 
a ; 
j | | a : 
ol . “) ie | 
us ! : 
‘ ae - 
: CONDITIONER 
‘ >i Shy 
r is Vs: x10ns200h00 conasghieeee H ? 
j HNO eT 4 | 
? Pe | | 
- 7 ; ; ; | 
ee eee | Ed 
i PO £ ~ of @ ey ; 
; ae a 
; age “oe 4 
yg e . 
, ae * 
a . { i | ¢ 
. + Ss . 
ss ee C, : | 
a t | ; Ps 
i bin es 
Pat 
| , : io 
aa | 
Hed 
aba . 
fa | 
& 
= = 
bg Ae ent: q 
a _y r 
‘ | 
ee . 
<i | 
. 
ay | 
B- . 
a 
14 » : 
Hb | 
se TE AS RE EO 
5 PO | 
ae . 
ee | | 
. ie 
— 
| % 
| 
: : 
= 1 j 
a | 
age : 
| Bs 
oa ( ; 
* . 
a : 
oa : 
eS : 
a 
Fy 3 
ie | 
Bo | — 
* > 7 ' | : 
— | | 
vo. : 
Po : 
: | 1 
Bs ; 
oy | 
a \ M 
- ADVERTISING MANAGERS—4 Mfrs. ; 
Mel a 
| | a 
ments $6,000 te $8,000 | 
se PUBLIC RELATIONS—Publishing, plas- | 4 
oS | | 
ale | 
eon 
‘ay us. || 
= | : 
ae : 
ian | 7 
ad 
eS | 
= | 
'_ , 

; gs St jy us ey a aig: = Slag io Pe aes : - os i a ’ ee nia, ss oe ‘ : ee ee a 5 *. ye a — se Se Sage ee sa aaa he ins <a 
Cf ee en =. af Pt ree Gs a Jos ane ee a ped hoe) ros: Pee ‘ides ba i Sk FA Pie) Rr Meee oe inl eer 
fipdi emer eee 3 ae : ‘ tg a ee i es ee ee ee 2 {ee RN im = bese tr ann ora Rl ce pigs he om abi a he com ais Ae ag = es ak wee ae 
Re cat ai « oaalciiaams an og ie ete ies ee ee ee ee! ORE RRR ree a en en eee eS ee naar SRM ip RR te iA sg ‘ Ri Lae, eee 
ee a a oe SG a Sit ee ae Wy. Rag kee oe ge See cee sks pe. en ee aes ek ee TS hee tes eg ene tae oe 
oa q ie ane! ee i ee ae Cee Ty reno = eee eee ae ae eee a a Be ee ye Piss Se ae a eS et Rae eee ti ‘ As 7 = Terie ey: “4 % Bs sate PNT a tg i Ser a ; i ae en — vA ee 

7 = a . Pi a ee to =. pl oe bee” a> ae gee eS Be or ae 


130 


Agency Pay for Point of Purchase 
as Varied as Displays, ‘AR’ Finds 


(Continued from Page 1) 
25%. 
As to the increased importance | 
of point of purchase in agencies, 
59% reported stepped-up activity 
in the medium in the past two 
years while 34% said activity is 
about the same. Only 7% reported | 
a decrease. 
The scope of point of purchase 
work done by the agencies is | 
fairly broad, the study shows. 79 | 


agencies noted these services heir | 


they provided to most of their 
clients: 


What Agencies Do for 
Clients in Point of Purchase 


No. of Agencies 
Help to establish the size of budget .... 47 
Help plan over-all program ...........0-0+ 61 
Assist in planning individual display 
units 
Actually do most of the creative work 
planning displays ...........:sseseeneereee 63 
Assist in selecting individual display 
units 
Assist in selecting suppliers of materials.. 58 
Actually select suppliers of materials .... 55 
Place orders for point of purchase 
materials 


® But in spite of all this activity 
in agencies, only 11 out of 74 
agencies that answered the ques- 
tion said they have individuals or 
departments that specialize in 
point of purchase. The situation 
underscores this type of advertis- 
ing’s failure to date to find a spe- 
cial place in the agency, accord- 
ing to Dick Hodgson, executive 
editor of Advertising Require- 
ments, who reports on the survey 
in the magazine’s April issue. 

Larger agencies are more likely 
to have such specialists than 
smaller ones, the report shows. 
In agencies billing under $500,000 
in commissionable media, only 
two out of 27 reported employing 
point of purchase specialists. 
Among 20 agencies billing be- 
tween $500,000 and $1,000,000, 
three had such specialists, and of 
14 agencies in the $1,000,000 to 
$2,500,000 group, two so reported. 
Agencies billing more than $2,500,- 
000 score four in 13 replying. 


® For point of purchase advertis- 
ing generally the rapid rate of ac- 
celeration of the past few years is 


ply, however, to purchasing. In 
all budget categories, both final 
approval of displays and materi- 
als purchasing are usually left in 
the hands of the ad manager. 


s Advertisers who perform point 
of purchase operations are more 
or less likely to use an ad agency, 
depending on the size of the 
budget, the survey figures indi- 
cate. Among advertisers with over- 
all ad budgets below $100,000 
only one-third use ad agencies for 


| this type of work. The percentage 


increases steadily, however, as the 
budget increases. Above the $500,- 
000 budget mark, two-thirds of 
the companies have agency as- 
sistance. Of 182 advertisers an- 
swering, 97 use agencies, while 85 
do not. 

Biggest users of the medium, 
the study shows, are the beer and 
beverage, tobacco and hardware 
fields. Beer and beverage com- 
pany ad budgets allow a median 
of 20% of their total ad budgets 
for point of purchase. Tobacco 
companies allocate a median of 
16%, while hardware advertisers 
allow a median of 9%. This group 
is followed closely by the 8% re- 
ported for food products. 

The ten most popular types of 
displays now in use, according to 
the survey, are magazine ad re- 
prints, easel-backed cards, win- 
dow banners and streamers, de- 
cals, wall posters, wood or metal 
racks, plaques, merchandiser dis- 


plays, display shipping cartons 
and exhibition displays. e 
’ va - 
U.S. News,’ ‘Cosmo, 


Midwest Farm Unit 


to Boost Space Rates 


New York, March 28—U. S. 
News & World Report, Cosmopoli- 
tan and the Midwest Farm Paper 
Unit have joined the growing 
ranks of media announcing higher 
space rates (AA, March 25). Read- 
er’s Digest this week announced it 
is scheduling no rate increase af- 
fecting 1957 issues. 

U. S. News & World Report, 
which boosts its circulation base 
9% from 825,000 to 900,000 start- 
ing with the April 5 issue, will not 
increase its rates until the Jan. 3, 


now reaching a leveling-off phase, 
according to Mr. Hodgson. “The 
survey showed,” he points out, 
“that while nearly 50% of the ad- 
vertisers replying had increased 
their point of purchase expendi- 
tures in the past five years, only 
31% expect to continue to in- 
crease expenditures during 1957.” 
In a similar survey two years 
ago, he noted, 66% had said they 
expected to see higher display 
budgets, and only 15.3% said they 
expected spending to remain 
about the same. 

These figures don’t suggest any 
impending decline in spending 
however, he noted, since 60% of 
the advertisers responding to the 
recent survey indicated their 1957 
spending would be about the same 
as 1956. 


s Also notable, he said, is the 
fact that in the 1955 study 18.7% 
of the advertisers said they 
planned point of purchase budget 
cuts, while only 7% this year in- 
dicate they will cut expenditures. 

Advertisers are somewhat more 
inclined to use special personnel 
or departments to handle point of 
purchase than are agencies, the 
study indicates. Of 182 advertis- 
ers, 61 reporting said that they 
had one or more individuals who 


devote at least 50% of their time | 


to handling the medium. 
Advertisers’ inclinations to put 

point of purchase in the hands of 

specialists does mot seem to ap- 


1958, issue, when the b&w page 
rate advances 12.1% from $4,430 to 
$4,970. The new four-color rate 
has not been established. 

John H. Sweet, exec vp and 
publishing director of U. S. News, 
said the rate-making policy is 
based on adhering to announced 
advertising rates for the entire 
calendar year, but adjusting the 
| circulation rate base upwards dur- 
ing the year as circulation growth 
warrants. 


2 Beginning with the September 
| issue, Cosmopolitan raises its bkew 
page rate 10.4% from $2,400 to $2,- 
650, with four-color advancing 
11.1% from $3,600 to $4,000. At the 
same time the magazine boosts its 
circulation base 7.1% to 750,000. 
During the last six months Cos- 
| mopolitan has delivered a circula- 
ltion bonus averaging 200,000 a 
month, according to William S. 
| Campbell, publisher. 

The Midwest Farm Paper Unit, 
effective with the July 6 issue, 
boosts its bkew page rate 6.2% 
from $7,325 to $7,780. Circulation 
for the five-paper unit is 1,286,992, 
according to the ABC audit. 

Reader’s Digest, which said it is 
scheduling no rate increase this 
year affecting 1957 issues, an- 
nounced that any changes affect- 
ing 1958 issues will be made prior 
|to July 1, 1957. The Digest’s pres- 
ent rate base is 10,700,000, as com- 


SILENT SALESMEN—Chicago’s Peggy Smith admires some of the 100 

winning packages selected from 9,123 entries in the Folding Paper 

Box Assn.’s 12th annual contest. The winning cartons and runners- 
up are displayed at the FPBA convention in Chicago April 1-4. 


Sens. Gore, Neuberger 
Back U. S. Action; Deny 
‘Service,’ ‘Justice’ Claims 


WASHINGTON, March 28—Out- 
door industry leaders struggled 
this week to head off federal leg- 
islation to stimulate regulation of 
signs along new limited access in- 
terstate highways. They pictured 
themselves before the Senate pub- 
lic roads committee as a mature, 
public spirited industry that has 
no intention of exploiting the 41,- 
000 miles of new highways, “as 
some people have charged.” 

Industry leaders said they stand 
wholeheartedly behind “fair and 
non-discriminating local regula- 
tion” of outdoor advertising. But 
they regarded federal intervention 
as dangerous and unfair. 


s Leonard W. Trester, vp of Gen- 
eral Outdoor Advertising Co., 
summed up with these points: 

Federal legislation would be of 
doubtful validity because there is 
grave doubt that the power of em- 
inent domain can be used to take 
property solely for esthetic pur- 
poses. 

The costs might run into untold 
millions and would inevitably cur- 
tail funds available for road 
construction. Such expenditures 
would be particularly question- 
able, he contended, since major 


natural beauty spots already are 
protected through federal owner- 
ship or state regulation. 


® Control of outdoor ad posters 
solves only a part of the problem, 
in any event, he said, since noth- 
ing would be done about motels, 
gas stations, restaurants and other 
roadside businesses, which would 
be allowed to erect signs on their 
own premises adjoining the high- 
ways. And, he added, no effort 
would be made to eliminate “dis- 
reputable looking, ugly, dilapidat- 
ed farm out-buildings, chicken 
ranches, factories, pig sties, junk 
yards, mining operations—all im- 
mediately abuting the highway.” 

Arguing that local conditions 
and local acceptabilities vary 
widely region by region, Mr. Trest- 


pared to 10,000,000 in 1956. + 


er contended “it is a mistake to 


Outdoor Is ‘Mature, Public Spirited’ 
Industry, Leaders Tell Senate Group 


scenic areas, historical shrines and | 


undertake to enact legislation 
which vests in a central authority 
in Washington the right to regu- 
late such varied and emotional 
matters.” 


s Efforts of industry witnesses to 
argue that passage of billboard 
control legislation would constitute 
confiscation and make “second 
class citizens” out of the industry 
did not impress Sen. Albert Gore 
(D., Tenn.), the committee chair- 
man. During most of the testimony 
during the past two weeks he has 
sat patiently and listened without 
comment to testimony. Today he 
lost patience with one industry 
witness, and after ascertaining 
that the man was an attorney, he 
drawled, “I suggest you take a va- 
cation soon, and spend some time 
contemplating the legal meaning 
of the terms ‘second class citizen,’ 
‘confiscation’ and ‘self discipline’.” 


® He and other supporters of bill- 
board legislation bristled at efforts 
of industry witnesses to stress the 
danger that approval of billboard 
legislation would lead to federal 
efforts to take over zoning powers 
of state and federal authority. 

“If it is right for us to fix stand- 
ards for the construction of these 
highways,” he asked, “why isn’t 
it right for us to do something to 
protect the beauty and safety of 
roads that are built 90% with fed- 
eral funds?” 


® Sen. Richard Neuberger (D., 
Ore.), sponsor of legislation which 
puts up federal funds to enable 
states to buy advertising easement 
if they wish, hit away at the idea 
that outdoor advertising is “differ- 
ent” from other kinds. 

“No matter what public service 
you render,” he told OAAA wit- 
nesses, “it cam hardly compare 
with newspapers and magazines. 
They devote a large portion of 
their publication to public service 
material and information in order 
to build their own audiences. Your 
audience is built for you by the 
taxpayers who pay for the road.” 

Both senators denied the Neu- 
berger bill or the plan advocated 
by Commerce Secretary Sinclair 
Weeks contemplate federal inter- 


Advertising Age, April 1, 1957 


More Aluminum in 
Homes Is Object of 
New Alcoa Ad Drive 


PirtsBurRGH, March 28—Alumi- 
num Co. of America has embarked 
on its “boldest market develop- 
ment program in several years” to 
hasten the day when aluminum 
replaces wood as a major material 
for home construction. 

Alcoa, which in 1953 pioneered 
the aluminum-clad skyscraper, has 
now started on an all-out five- 
year program to develop alumi- 
num products for home building. 
The result, the company says, will 
be better, less expensive homes 
which have fewer maintenance 
costs and problems—are “Care- 
Free,” as Alcoa terms it. 

First advertising for the new 
project will be a building-trade 
campaign plus a consumer promo- 
tion which breaks into two parts: 
(1) A campaign for “Care-Free” 
aluminum building products, now 
available in stores, and (2) a 
campaign to introduce 50 model 
“Alcoa Care-Free” homes which 
will be built this summer in stra- 
tegic locations across the country. 
The first part of the consumer 
campaign will run from May 
through July in American Home, 
Better Homes & Gardens and Liv- 
ing for Young Homemakers, aug- 
mented by ten commercials on 
“The Alcoa Hour” (NBC-TV). 


® “Care-Free” products to be fea- 
tured will be aluminum-clad in- 
sulation, aluminum siding, storm 
windows and door screening, 
builder’s hardware, nails, rain- 
carrying equipment and shower 
and tub inclosures. The company 
figures that “a reasonable use of 
aluminum building products now 
available could put 1,200 to 2,000 
Ibs. of aluminum into a new 
home.” 

The second part of the cam- 
paign will break in September and 
will introduce the “Alcoa Care- 
Free home for Care-Free living.” 
Designed for Alcoa by Charles M. 
Goodman, A. I. A., Washington, 
D. C., noted architect, the Care- 
Free home incorporates the latest 
in home design and utilizes alumi- 
num for its walls, roof, windows, 
hardware, etc. 

Color spreads in Better Homes & 
Gardens, House & Home and The 
Saturday Evening Post will an- 
nounce the opening of 50 model 
Care-Free homes across the coun- 
try. Local builders, selected by Mr. 
Goodman for the program, will fi- 
nance the homes but will use 
Alcoa specifications in the con- 
struction, design, furnishing and 
landscaping. 

To tell the building trade about 
the new program, Alcoa will also 
advertise in American Lumber- 
man, Building Supply News, House 
& Home and NAHB Journal of 
Homebuilding from May through 
September. 


® Advanced as it is, the “Care- 
Free House” is regarded as only a 
beginning by Alcoa. To evolve the 
ultimate aluminum house of the 
future, the company will bring to- 
gether 18 top architects and plan- 
ners in a special “summit” confer- 
ence—called the Alcoa Creative 
Conference on Housing—in Boca 
Raton, Fla., April 10-12. 

Fuller & Smith & Ross, Cleve- 
land, is the agency. Py 


Ramsey Names Peterson A.E. 
L. W. Ramsey Advertising 
Agency, Davenport, Ia., has ap- 
pointed Thomas Peterson an ac- 
count executive specializing in the 
farm market. Mr. Peterson for the 
past 10 years owned and operated 
Peterson Advertising Agency, Fort 
Dodge, Ia. The accounts he brings 
to Ramsey include Burch Mfg. Co. 
and Standard Engineering, Fort 
Dodge; North American Mfg. Co., 


vention in billboard zoning. . 


Sioux City, and Silbaugh Mfg. Cc * 
Humboldt, Ia. 7 
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Nielsen Salvages British Support; 


Replies to Critics of 


New Group Backs TAM, 
But Nielsen Backers 
Act Independently 


Lonpon, March 28—The British 
tv research squabble brought these 
developments this week: 


e The steering committee set up in 
1955 to negotiate all-industry con- 
tracts for audience research was 
dissolved. 


e A new committee, Television 
Audience Research Advisory Com- 
mittee, was formed by the adver- 
tising agency group (Institute of 
Practitioners in Advertising) and 
three of Britain’s four commercial 
program telecasters. 


e A.C. Nielsen Co. and Television 
Audience Measurement Ltd.—the 
two competitors for the research 
business—Jockeyed for new posi- 
tions in what appeared to be turn- 
ing into a free-for-all fight. 

The dissolution of the steering 
committee followed last week’s 
withdrawal of the Incorporated So- 
ciety of British Advertisers from 
the plan to by-pass Nielsen and 
award TAM an exclusive five-year 
contract (AA, March 25). 

Nielsen had protested this de- 
cision, claiming its service was su- 
perior and less costly. The ISBA 
resigned from the committee be- 
cause its membership holds divided 
views. 


s The new committee organized 
by the agency and broadcaster 
groups is expected to continue ne- 
gotiations with TAM for a long- 
term contract. The fourth program 
contractor previously expressed a 
preference for Nielsen. 

Formation of this committee fol- 
lowed an IPA poll of 69 member 
agencies known to be taking a 
meter service of audience measure- 
ment. In this poll, 61 agencies 
voted for continuation of an all-in- 
dustry contract. Of these, 49 voted 
for a contract with TAM, 12 for 
one with Nielsen. Of the Nielsen 
supporters, eight agreed to go along 
with the majority decision. 

As a result of these develop- 
ments, this is the situation today: 
The majority of advertising agen- 
cies and commercial program sup- 
pliers are still behind TAM. The 
solid front has been broken, how- 
ever. Advertisers and a few agen- 
cies are uncommitted and no doubt 
will be solicited vigorously by 
Nielsen and TAM. 


s Bedford Attwood, head of TAM, 
said: “While there may be some 
advantages in dealing with indi- 
vidual subscribers through their 
relevant associations, TAM is quite 
prepared to deal individually or 
collectively with the whole or any 
part of the advertising industry 
which provides adequate financial 
support for its operations.” 

Graham Dowson, director of the 
Nielsen Television Index Service, 
told ADVERTISING AGE: 

“The ISBA has withdrawn from 
the industry contract because ap- 
parently it believed the best in- 
terests of advertising research 
were not being served by its con- 
tinuance, and that the best in- 
terests of users of audience re- 
search could only be served in a 
market of free competition. 

“Apparently certain elements 
elsewhere are trying desperately to 
salvage the monopolistic concept. 

“However, it is perfectly clear 
to us from the increasing measure 
of support we are receiving, that 
companies which wish to obtain 
the most comprehensive research 
service based on long experience, 


|the number of radio stations and 


U.S. Study No. 2 


Defending Coverage 
Study, Churchill Decries 
‘Headlong Comparisons’ 


New YorK, March 26—The 
Nielsen Coverage Service No. 2 
was the subject of pointed criticism 
from many sources at a Radio 
& Television Executives Society 
meeting today. 

Voicing objections to the report 
were Robert Kilbrick, media 
buyer, Kenyon & Eckhardt; Dan 
Denenholz, director of research 
and promotion at the Katz Agen- 
cy, radio-tv representative; Ward 
Dorrell, vp at John Blair & Co., 
radio representative, and Robert 
M. Hoffman, director of promo- 
tion and planning for WOR. De- 
fending the report was John K. 
Churchill, vp of A. C. Nielsen Co. 

Mr. Hoffman said that while the 
Nielsen study gives WOR its ex- 
pected coverage in its primary 
area, the station is shortchanged 
in its coverage of fringe areas. 


s The shortchanging, Mr. Hoff- 
man said, is caused by the Nielsen 
methods of obtaining data, where- 
by (1) a major portion of the in- 
formation came from a mail ques- 
tionnaire, (2) both radio and tv 
were measured together and (3) 
an “open-end” questionnaire was 
used rather than one that listed 
possible stations by call letters. 
Mr. Churchill defended the re- 
sults of the report, saying that 
while radio homes and total radio 
circulation have been going up, 


tv competition also increased. 

Mr. Denenholz objected to meth- 
ods being used by agencies and 
others to project the Nielsen cov- 
erage data outside of the areas 
from which the findings were ob- 
tained. He also objected to arbi- 
trary “cut-off points” being used 
by those who do project the lim- 
ited area data. Mr. Churchill 
agreed with Mr. Denenholz on the 
danger of such projection and said 
the Station Representatives Assn. 
formula is the least objectionable 
of the methods being used to pro- 
ject the data. 


= Mr. Dorrell, by far the most 
caustic of the critics, began his 
talk by describing a 50,000-watt 
station, which had seen its week- 
ly daytime circulation drop 30% 
between the 1952 and 1956 Niel- 
sen reports and had seen its 
weekly nighttime circulation go 
down 50% in the same period—all 
of this without any new stations 
going on the air in the market. 

How does the seller of this sta- 
tion account for the fluctuation 
to a buyer? Mr. Dorrell asked. Is 
it because of statistical variation 
or error? Are the two reports 
comparable? 

Mr. Churchill answered that 
Nielsen advises against “headlong 
comparisons” between studies No. 1 
and No. 2. 

Further probing by Mr. Dorrell 
revealed: 

1. Size of audimeter sample in 
the report (1,200 homes). 


data. 


covered by personal interview.) 
tionnaires were used 
data on radio and on tv stations. 
(Answer: Separate sections of the 
same mailing piece.) 

WOR’s Mr. Hoffman revealed 
that his station has commissioned 
Pulse to take a coverage survey 
measuring the audience of major 
New York radio stations over an 


at the most economic price, are 
selecting Nielsen.” + 


2. Proportion of mail and per- 
sonal interviews used to gather 
(Approximately half—or 
those in the major cities—were 


3. Whether separate mail ques- 
in getting 


Last Minute News Flashes 


Benton & Bowles Resigns Grove’s Bromo-Quinine 
Sr. Louis, March 29—Benton & Bowles has resigned as agency for 
Grove Laboratories’ Bromo-Quinine cold tablets, effective about April 
15. No successor has been named to the $1,000,000 account; however, 
Grove said it has made its selection of the fewer than five agencies 
which will be invited to make presentations. 


Stauffer Succeeds Zach as Capper President 

Topeka, March 29—Oscar Stauffer has assumed the presidency of 
Capper Publications, which last fall became a division of his own 
Stauffer Publications (AA, Sept. 24, 56). He succeeds Philip Zach, who 
became president a year ago, after 15 years as vp and advertising di- 
rector in New York. Mr. Zach has returned to New York, again as a 
vp but no longer as ad director. Kenneth H. Constant, who succeeded 
him, continues in that post. 


Carr Doubts MAB-MPA Merger by May 


Fr. LAUDERDALE, FLA., March 29—William Carr, vp and advertising 
director of McCall Corp., chairman of the Magazine Advertising Bu- 
reau and committees member of the Magazine Publishers Assn., told 
ADVERTISING AGE today that a merger of the MAB and the MPA is al- 
most impossible by the time the MPA holds its annual meeting in May. 
He said a “private canvass” of MAB members indicated only a 50-50 
chance of a merger this year. Mr. Carr’s opinion was in opposition to 
that expressed March 15 by Robert Kenyon, president of the MPA. 
Mr. Kenyon told AA today that he expected such a merger by Jan. 1, 
1958, “if we are going to do it at all.” 


Calkins & Holden Names Chalmers VP in L. A. 


New York, March 29—William A. Chalmers, formerly manager of 
Calkins & Holden’s Los Angeles office, has been named vp in charge 
of that office. He succeeds Harry W. Witt, who resigned to join Reach 
McClinton & Co. (see story on Page 3). 


Nestle Pushes Products in Vending Machines 

Waite Prats, N. Y., March 29—Nestle Co. will break a print media 
campaign in May in U. S. News & World Report and Nation’s Business 
with two-thirds page ads in b&w promoting its vending machine prod- 
ucts, instant coffee, cocoa and bouillon. Four or five trade books will 
also be used. Dancer-Fitzgerald-Sample, New York, is the agency. 


‘Milwaukee Sentinel’ to Run Sheet of Alcoa Wrap 
MILWAUKEE, March 29—The Milwaukee Sentinel will run a three- 
page ad for Aluminum Co. of America on Tuesday, but only one of 
the pages will have anything printed on it. The other two “ads” consist 
of both sides of a trim-size sheet of the company’s Alcoa Wrap. The 
three-color ad preceding the aluminum sheet tells readers that this is 
their “free sample” of the Alcoa product. 


Eljier Co. Names Fuller & Smith & Ross 


PITTsBURGH, March 29—Eljer Co., the plumbing ware division of 
Murray Corp. of America, has named Fuller & Smith & Ross to handle 
its advertising effective April 1. In leaving its former agency, Ross Roy 
Inc., Detroit, Eljer says it needs local agency facilities. F&S&R is open- 
ing a Pittsburgh office about May 15. 


CBS-TV Gets Pittsburgh Affiliate, St. Louis Channel 


PrirrsBuRGH, March 29—Station KDKA-TV, the Westinghouse outlet 
which has been servicing all three networks as the lone vhf operator 
in this city, will become a basic required CBS affiliate in a few months. 
The agreement is effective when the new vhf station, WIIC, goes on 
the air here as an NBC affiliate. In addition, FCC has granted Channel 
11, St. Louis, to Columbia Broadcasting System, ending a five-way 
contest for the channel. It will be CBS’ fifth tv station, its fourth vhf. 


Park & Tilford, Schenley Suit Settled 


WILMINGTON, Det., March 29—Compromise settlement has been 
reached in two suits brought by a Park & Tilford Distillers Corp. 
stockholder against Schenley Industries Inc., which owns about 95% of 
P&T. The terms are that (1) P&T will drop a New York suit against 
Distillers Co. Ltd., a British corporation which controls most of the 
scotch whisky imported into the U. S.; (2) Distillers Co. will supply 
bulk scotch whisky to P&T; (3) Schenley will finance P&T’s acquisition 
and packaging of this whisky, and (4) Schenley will supply P&T with 
Canadian whisky and imported and domestic gin. 


‘Baltimore News Post’ Sets Volume Discount 

BALTIMorE, March 29—The Br'‘timore News Post and Sunday Amer- 
ican have issued a new rate c d incorporating a sliding scale prin- 
ciple in general advertising. ‘she new card, effective June 1, which 
shows an r.o.p. b&w base of 80¢ an agate line, offers a slide from 78¢ 
per line for 1,000 lines a year to 70¢ for 50,000 lines. The scale also is 
applicable to r.o.p. color units. 


Comstock Foods Seeks Agency Solicitations 

Newark, N. Y., March 29—Comstock Foods Inc., maker of apple- 
sauce and a line of fruit pie mixes, is inviting applications from 
agencies interested in handling its $400,000 account. The account has 
been resigned by Bryan Houston Inc., which succeeded Leo Burnett 
Co. a year ago. 


Heaston Succeeds Chipperfield; Other Late News 


e Frank E. Heaston, a media buyer at Gardner Advertising Co., St. 
Louis, will succeed Frank L. Chipperfield as media director at the 
agency. Mr. Chipperfield has not announced his plans. 


e Phil Birch is replacing Alvin Dreyer, associate media director at 
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Haspel, 
house and Dash team up for a 3%- 
page “Wash ’n’ Wear” ad in the 
April 8 Life. Shown here is Du 
Pont’s page for the fabric. 


Westing- 


‘Life’ Ad Pushes 
Haspel, Dacron, 
Westinghouse, Dash 


New York, March 29—Now you 
can wash a man’s suit in the auto- 
matic washer and iron it in the 
dryer. The era of “Automatic Wash 
‘n’ Wear” is celebrated by four ad- 
vertisers in a 3%-page ad in the 
April 8 Life. 

Sharing in the ad will be E. I. 
du Pont de Nemours’ Dacron, 
Westinghouse Corp. laundry equip- 
ment, Procter & Gamble’s Dash and 
Haspel Bros. suits. 

Introduced in the ad will be a 
man’s suit which goes one step fur- 
ther than last year’s drip-dry suit 
—it can be tossed in the automatic 
dryer instead of being hung to dry. 
Within 30 minutes it emerges ready 
to wear with wrinkles out and the 
crease still in, according to the 
copy. 

In addition to this multi-page ad, 
the concept of “Automatic Wash ‘n’ 
Wear” will be promoted on P&G 
commercials over “Queen for a 
Day” (NBC-TV) April 5, 8, 10 and 
12. Also on April 15, Betty Furness 
will demonstrate the washing and 
drying of the suit on Westing- 
house’s “Studio One” (CBS-TV). 


® The Life ad begins with a page 
by Du Pont, the company pioneer- 
ing the suit’s fabric (65% Dacron, 
25% viscose rayon and 10% mo- 
hair) plus a facing one-column ad 
by Haspel Bros., New Orleans, the 
manufacturer of the suit. 

The Du Pont ad pictures a nattily 
dressed man leaving for work and 
is headlined “Four minutes ago this 
suit was in the dryer.” The Haspel 
ad identifies the suit as “the Ex- 
emplar by Haspel” and prices it at 
$59.50. The Du Pont ad, besides 
promoting the man’s suit, also 
promises that “Automatic Wash ‘n’ 
Wear convenience” will be avail- 
able in other clothes “in the 
future.” 

The other two pages in the ad 
are shared by Westinghouse and 
P&G and are headlined “Westing- 
house and Dash—a perfect team 
for automatic washing.” 

Batten, Barton, Durstine & Os- 
born is handling for Du Pont, 
McCann-Erickson for Westing- 
house, Compton Advertising for 
P&G and Alfred J. Silberstein, Bert 
Goldsmith Inc. for Haspel Bros. e 


Graphic Arts Group Elects 
John V. Kratz, vp, treasurer and 


J. Walter Thompson Co., New York, who has resigned after 30 years 


sales manager of W. T. Peck & Co., 


Philadelphia printer, has been 
elected chairman of the printing 
division, Printing Industries of 
Philadelphia Inc., trade association 
for the graphic arts industry. Wal- 
ter G. Arader Jr., plant manager 
of Edward Stern & Co., was elected 
vice-chairman, and James A. 


with the agency. Probably the best known magazine space buyer in | 
America, Mr. Dreyer purchased more than $300,000,000 worth of space 
while at JWT. The agency also is losing another associate media direc- 
tor, Jerry Vernon, who joins National Broadcasting Co. as director of | 
sales service for NBC-TV. His replacement at JWT is Robert Lillien. 


e McCann-Erickson, New York, has denied a report (see story on Page 
6) that it is planning to open offices in Central America “at the present 


area comprising 153 counties in 
| 13 states. e 


| time.” Arthur Grimes, vp and general manager, said the agency handles 
| Central American business out of New York, Mexico City and Havana. 


Clark, vp of Clark Printing House, 
was named recording secretary. 
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Glittering Report Reveals Time Inc. as 
Most Diversified U.S. Publishing House 


(Continued from Page 2) 
joined Crown Zellerbach Corp. in 
organizing, on a 50-50 basis, a new 
corporation called St. Francisville 
Paper Co., which will construct 
and operate a groundwood pulp 
and paper mill for producing print- 
ing paper. The mill will be located 
at St. Francisville, La., on the 
Mississippi River. It will be de- 
signed to produce about 78,000 
tons of machine coated printing 
stock intended for use by Time 
Inc. magazines. Cost of complet- 
ing the mill has been estimated 
at $31,000,000. 


® The East Texas mill last year 
turned out 121,000 tons of pulp 
and paperboard. Time Inc. used 
some of the $15,113,700 gain it re- 
alized from liquidating its interest 
in Houston Oil to acquire Hous- 
ton’s investment in East Texas 
Pulp, and for the acquisition by 
East Texas of the capital stock of 


I'M JOE FLOYD... 


| CONSIDER MYSELF 
A HELLUVA SALESMAN! 


Whether you want to go 
the radio or tv route... 


If you want to cover a 
healthy, husky slice of 
America—measured in 
terms of South Dakota, 
Minnesota, lowa and 
Nebraska — then see 
me! 


BUY JOE'S RADIO 


Now increased 
from 5,000 watts to 13,600 
watts. 


and 


BUY JOE'S TV! 
You can't beat this single 
market buy! 


KELD-TVsioux raus 


(New 1,032-ft. Tower) 
satewite KDLO-TV 


ABERDEEN-HURON-WATERTOWN 


end this June KPLO-TV 


PIERRE-WINNER-CHAMBERLAIN 


All inter-connected! 
NBC * CBS * ABC 


THAT'S RIGHT! J. F. IS A 
HELLUVA SALESMAN... . 


and you can reach him quick 
at KELO, Sioux Falls . . . or through 


H-R REPRESENTATIVES 


Southwestern Settlement & De- 
velopment Corp. Southwestern 
owned about 660,000 acres of tim- 
berland in southeast Texas and 
was a principal supplier of pulp- 
wood to East Texas. 

Printing Developments, a whol- 
ly-owned subsidiary, is a manu- 
facturing and marketing organiza- 
tion for graphic arts products and 
techniques originating in Time 
Inc. laboratories. Last year it 
boosted its volume of four-color 
scanned negatives and offset plate 
sales, opened sales offices in both 
Chicago and San Francisco, and 
completed a new $250,000 offset 
plate manufacturing plant in Ra- 
cine. 

A major aim of Time Inc.’s lab- 
oratories at Springdale is to ar- 
rive at reduced costs and increased 
efficiency in publishing via studies 
of a wide range of graphic arts 
problems. Projects at Springdale, 
which in about ten years have 
cost $15,000,000, take up the time 
of 101 scientists and technicians. 


= One development these workers 
came up with in cooperation with 
Eastman Kodak engineers, was the 
electronic scanner. The machine 
is an electronic computer which 
automatically transmutes_ color 
transparencies into four separate 
negatives, one for each color, from 
which engravings or lithographic 
plates are made for four-color 
printing. 

In January, 1957, Time Inc. sold 
350,000 shares of its holdings in 
St. Regis Paper Co.—holdings 
which totaled some 363,700 shares. 
This total represented an invest- 
ment of $5,120,000. The sale of 
350,000 shares resulted in a net, 
after capital gains tax, of about 
$12,500,000. 

While carrying on all these ac- 
tivities, Time Inc. was also con- 
centrating on the erection of a 47- 
story office building in Rockefeller 
Center. Time Inc., joined with 
Rockefeller Center Inc. in the 
venture, will hold a “substantial 
minority interest” in Rock-Time 
Inc., the corporation which will 
own and operate the building and 
will be the major tenant. 

Time Inc. will occupy about 
600,000 of a total of 1,400,000 sq. 
| ft. Cost of the structure is expect- 
ed to be about $70,000,000. e 


KVPD Boosts Five to New 
Posts in Creative Expansion 
Klau-Van Pietersom-Dunlap, 
Milwaukee, has appointed two new 
|vps and three new associate de- 
partment directors in an expansion 
of the agency’s services and cre- 
ative activities. The new vps are 
Clare Atwood, formerly director of 
| creative planning, who becomes vp 
in charge of research and market- 


ee | 
Clare Atwood Joe Stodola 


ing, and Joe Stodola, with the 
|agency five years, who was named 
| vp in charge of creative copy. Both 
| are new posts. 

| The new associate directors are 
Lyle C. Abbott, associate copy di- 
rector in the creative and mer- 
chandising department, and Robert 
| Hora and Lyman Brockway, asso- 
ciate art directors in the creative 
| art department. 


‘Argosy’ Appoints Maguire 

| Fred L. Maguire, formerly ad- 
| vertising director of American Le- 
|gion Magazine, has joined Argosy 
jas eastern advertising manager. 


APAILLARD PRODUCT- Fine Swear Mechanisms Since 18M 


FOR TRAVELERS— 
This window dis- | 
play, available to 
franchised deal- 
ers, is part of 
Paillard Inc.’s 
spring campaign 
— Operation 
Travel—for its 
Bolex motion 
picture cameras 
and accessories. 
The campaign, 
timed to hit vaca- 
tionists, starts in 
April. Fuller & 
Smith & Ross, 
New York, is the 


ningun 


a 


agency. 


(Continued from Page 2) 
fenbein said. He estimated that 
the non-food business in food 
stores and chains last year 
amounted to $8.5 billion. 


® There is a huge market for soft 
goods in supermarkets, Mr. Scally 
told the audience. Citing work 
gloves as an example, he disclosed 
that his company brought out 
three-color and four-color gloves 
this year for the first time, and 
customer acceptance has_ been 
very good. 

Diapers and infants’ clothing 
have also sold well in supermar- 
kets, Mr. Scally said. He cited the 
importance of packaging in selling 
soft goods. “Your package must 
sell the product and tell the con- 
sumer what she wants to know 
quickly,” he said. 

The most effective way to mer- 
|chandise mops, brooms, floor wax 
land other cleaning products is to 
| locate all the items in one section 
lof a store, according to Mr. Var- 
chetta. 

To sell such items successfully, 
he said, supermarkets should (1) 
carry only high-quality products, 
(2) sell only consumer-accepted 
products that have been pre-sold 
by national advertising, (3) make 
sure the items are properly pack- 
aged and (4) use point of sale ad- 
vertising to push the products. 

In discussing bakeware and 
cooking equipment, Mr. Kurtz said 
tests have disclosed that house- 
wives are willing to pay more for 
quality merchandise. Consumers 
are brand conscious, he added, and 
price is secondary for an item they 
plan to use for years. 


= Mr. Vander Vort said that of 
the $375,000,000 in sales of wom- 
en’s nylon hosiery last year, $75,- 
000,000 of the business came in 
supermarkets. He predicted that 
in the near future, 50% of all ny- 
lons will be sold in supermarts. 
Convenience, quality of hosiery 
and price are the three main rea- 
sons women buy their hose in su- 


|permarts, he said. The hose must 


be of good quality, and the desired 
price is less than $1 a pair, he 
added. 

Mr. Callahan reported that sales 
of cellophane tapes and glues have 
increased steadily in supermarts. 
Periodic seasonal promotions by 
manufacturers have stimulated 
sales, he said. 


has worked closely with the vari- 
ous supermarket chains and stores 
in developing the proper merchan- 
dising setups in the stores. Each 
grocery operation is different, he 
added, which necessitates such an 
operation. 


s Mr. Swaisgood, the only retailer 
on the panel, said the best loca- 
tion for non-food items was be- 
tween the grocery and produce 
departments. Maximum traffic is 
insured in such a location, he 


From Diapers to Bird Cages-Non-F ood 
Parade Marches on in Supermarkets 


Mr. Callahan said his company | 


added. 

Supermarts should carry a wide 
assortment of health and beauty | 
items in order to give consumers 
a choice, Mr. Swaisgood said. Mar- 
ket Basket stores carry more than 
1,300 of these items, he said. 

He asserted that his food chain 
was the first to sell men’s ties. The 
store had sales of $35,000 the first 
six months ties were sold, he said. 
He also reported that the chain 
sold 1,200 bird cages on one week- 
end promotion. 

Mr. Swaisgood advised super- 
mart operators to (1) carry only 
quality merchandise in soft goods, 
(2) hire and train persons specif- 
ically to sell drug and beauty 
products and (3) stress merchan- 
dising and display materials in 
stores. 

Mr. Blod, a package designer, 
listed the many tests that a pack- 
age must be subjected to before it 
is actually placed on the market 
for sale. Advertising agencies and 
research companies provide much 
helpful information in the devel- 
opment of packages, he added. 


® During the question and answer 
period that followed the talks, Mr. 
Swaisgood, who was asked and 
answered the great majority of 
|the questions, made the following 
comments: 


|@ His chain is staying away from 
| selling major appliances. 


|e There is no advantage in his 
chain putting its private label on 
soft goods. 


@ Described religious articles as 
highly controversial, and said his 
chain would not sell the items. 


e Admitted his chain had one 
successful lamp promotion, but 
added that lamps took up too 
much space to be worth while. 


e Said his chain sold more maga- 
zines than competing drug stores 
and newsstands. 


e Asserted that his chain did not 
handle manufacturer’s premiums 
because the stores had enough 
troubles without adding premiums. 


® Described sales of pre-packaged 
costume jewelry as poor. - 


Nabisco Names Cave Biscuit | 
S.M., Bickmore Joins Exec Staff 


Nile E. Cave, formerly general 


manager of the special products 
|division of National Biscuit Co., | 
New York, has been named sales | 
manager of the company’s biscuit | 
division. He succeeds Lee S. Bick- 
more, vp for sales and advertising, 
|who has been transferred to the 
| Nabisco executive department. Mr. 
Cave will also be responsible for | 
advertising and marketing. 

| Frank K. Montgomery Jr., for- 
merly special assistant to Mr. Cave, | 
jhas been named to handle the lat- | 
| ter’s previous post of general man- | 
ager. | 


Advertising Age, April 1, 1957 


Curtis Reports 
Record ‘56 Gross 
of $186,575,869 


(Continued from Page 2) 
man of the board, and Robert E. 
MacNeal, president, pointed out 
that if allowance is made for an- 
nual amortization of the funded 
debt of New York & Pennsylvania 
Co. Inc., paper manufacturing sub- 
sidiary, results for 1956 were the 
best in 25 years. 


® Each of the Curtis publications 
showed substantial gains in adver- 
tising revenue, the result of ex- 
panded operations and increased 
ad rates. Further rate increases 
have been announced to go into 
effect later this year for Ladies’ 
Home Journal and The Saturday 
Evening Post. Holiday’s rates were 
increased 9% in February. 

Gross advertising sales for the 
Post last year were $86,873,319, 
compared with $83,449,415 for 
1955. The Post’s net paid circula- 
tion also increased to 4,905,849, 
compared with 4,702,725 the pre- 
vious year. 


® Gross advertising income for the 
Journal in 1956 was $25,996,059, 


/compared with $23,642,092 in 1955. 


Average net paid circulation for 
the Journal increased last year to 
5,246,061 from 4,893,897 in 1955. 

Holiday’s gross advertising sales 
last year were $6,583,404, as con- 
trasted with $5,890,418 for 1955. 
Average net paid circulation for 
this magazine last year was 873,- 
819, compared with 849,937 the 
previous year. 

Jack and Jill’s 1956 circulation 
increased slightly from 715,396 in 
1955 to 719,396. The price of this 
publication was increased from 25¢ 
to 35¢ on Jan. 1, 1957. 


Cities Service Net Up 26% 

Gross operating income of Cities 
Service Co., New York, in 1956 
reached a new high of $973,715,000, 
an increase of $50,475,000 over 
1955. Net income in 1956 increased 
26% over the previous year to $62,- 
151,000. 


Newberry Profits Off; Sales Up 

J. J. Newberry Co. has reported 
record 1956 sales of $203,463,103, a 
gain of 6.7% over 1955 volume, but 
net profits dipped to $5,240,415 in 
1956, compared with $5,845,129 in 
1955. Per share earnings were 
$3.18, compared with $3.38 the 
previous year. 


Top 
Reading 
for Top 
Military 


ye NAVY® AIR FORCE 


STER 


Write or phone any | 
Army Times office for 
sample copies and rates. 


ARM 


AFFILIATED WITH 


ARMY TIMES PUBL. CO. 


2020 M ST.N.W. WASHINGION 6. 0.¢ 

S OFFICES Charleston, $C, Chicago, Detroit, 

ee Si Raton tio va 

ARMY TIMES + AIR FORCE TIMES « NAVY TIMES 

US COAST GUARD MAGATINE 

THE AMERICAN WEEKEND - THE MILITARY MARKET 
THE ARMY-NAVY-AIR FORCE REGISTER 
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apne sheng *TIME offers the biggest concentrated 
SPORTSMAN audience of best customers and tees 
influential people in the United States circulation : 
today. Nevertheless, Alan Dunn 
exaggerates . . . not all TIME readers 
appear on TV. 
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the magazine success” 
story of the decade—moved into 
its own new office building. We 
ought to call it THE MONUMENT 
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~ the active kind of good city liv-. 

_ing that interests and motivates _ 

the young man on his way up . 
_ in the world. 
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balance of fine fiction, high | 
humor, pretty girls and mean- 
_ingful articles and features that” 


own and talked it up—as young 
‘men will do when they find 
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